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EDITOR NOTU

Dergimizin ilk 6zel sayisinda 2021 yilinda Giresun, Tiirkiye’de 10-13 Haziran 2021 tarihlerinde
Giresun Universitesi Iktisadi ve Idari Bilimler Fakiiltesi ev sahipliginde diizenlenen 20. Uluslararasi
Isletmecilik Kongresi ve Tekirdag, Tiirkiye’de 17-18 Haziran tarihlerinde Tekirdag Namik Kemal
Universitesi Iktisadi ve Idari Bilimler Fakiiltesi ev sahipliginde diizenlenen Uluslararas islam Ekonomisi,
Finansi ve Bankacilig1 Sempozyumu secilmis bildirileri yer almaktadir.

Bu prestijli kongre ve sempozyumda yer alan bildirilerden 10 tanesi 6zel sayimizda makale haline
getirilerek degerli okuyucularimiz ile paylasiimaktadir.

Pierre Rostan onciiliigiinde Afganistan’dan bir grup arastirmaci tarafindan ele alinan Challenges
of Islamic Banking in Least Developed Countries: The Case of Afghanistan isimli ilk makalede Afganistan
Islam Bankas1 6rnegi ile Afganistan'a odaklanarak az gelismis iilkelerde islami bankaciligin zorluklar ele
alinmaktadir. Harun Kisacik tarafindan ele alinan Teverruk ve Muhasebe Siireci isimli makalede teverruk
kavramindan kisaca bahsedilerek katilim bankalar1 tarafindan uygulanan teverruk yontemi ele alinmakta
ve katilim bankalarina 6neriler gelistirilmektedir.

Oznur Dogan tarafindan ele alman Tekdiizen Hesap Plani ve Finansal Raporlama
Standartlarina Uygun Hesap Plani Taslaginin Nakit ve Nakit Benzerleri Ac¢isindan Karsilastirilmasi
isimli makalede Finansal bilginin mali tablolarda dogru, giivenilir ve gercege uygun bicimde
raporlanabilmesi i¢in Tiirkiye Finansal Raporlama Standartlar1 (TFRS) hazirlanarak mevcut tekdiizen
hesap planinda yer alan hazir degerler grubu ile hesap plani taslaginda yer alan nakit ve nakit benzerleri
grubu arasindaki farkliliklar tespit edilmis, drneklerle bu farkhliklar agiklanmistir. Kadir Deligéz ve Dilek
Ustiinkardegler tarafindan ele alinan Examination of The Effects of Consumers’ Price Sensitivity
Perception on The Local Product Purchase Intention on The Mediation of Attitude for Local Products
isimli makalede, tiiketicilerin fiyat duyarlilig1 algilarinin yoéresel liriin satin alma niyetlerine etkisinde
yoresel iirtinlere yonelik tutumun aracilik etkisinin incelenmesidir. Muhammet Ali Celebi tarafindan ele
alinan Orgiitsel Kimlik-Is Tatmini iliskisinde Ise Tutulmanin Aracilik Rolii isimli makalede, orgiitsel
kimligin is tatminini etkileyip etkilemedigi arastirilmakta ve c¢alisanin isine tutulmasinin rold
sorgulanmaktadir. Ceren Aydemir ve A. Asuman Akdogan tarafindan ele alinan Zorunlu Vatandaslik
Davramisimin Ise Yabancilasma Uzerindeki Etkisi isimli makalede, 2019 yilinda elde edilen veriler ile
zorunlu vatandaslik davranisinin ise yabancilasma lizerindeki etkisini ele alinmaya ¢alisilmaktadir. Tuncay
Odabas ve Esra Gékcen Kaygisiz tarafindan ele alinan Kurumsal itibar1 Yénetmede Stratejik Bir Arac
Olarak Internet Siteleri: Tiirkiye’de Faaliyet Gésteren Asirlik Aile Isletmeleri Ornegi isimli makalede,
Tiirkiye’de bir asirdan fazladir faaliyet gosteren aile isletmelerinin kurumsal internet sitelerinde web
tabanli itibar degiskenlerine ne diizeyde yer verdiklerini belirlenmeye calisilmaktadir. Orkun Demirbag ve
Meltem Kiigiik tarafindan ele alinan Lider-Uye Etkilesiminin Gérev ve Baglamsal Performans ile
Iliskisinde Lider-Uye Etkilesimi Farkhlasmasinin Diizenleyici Rolii isimli makalede, lider-iiye
etkilesiminin (LUE) cagr1 merkezi ekiplerinde gorev ve baglamsal performans iizerindeki etkisinde takim
diizeyinde LUE farkhilasmasinin diizenleyici rolii incelenmektedir. Duygu Hidiroglu tarafindan ele alinan
The Effects of Individiual Level Factors and Entrepreneurial Incentives on Women Entrepreneurship
isimli makalede, kadin girisimciligini arttiracak oneriler sunmak iizere belirlenen bireysel faktérler ve
devlet destegi faktoriiniin belirlenen hipotezlerle kadin girisimciligi lizerine etkisi test edilmektedir. Kemal
Erogluer ve Hasan Boztoprak tarafindan ele alinan Is Zenginlestirmenin Yenilikcilik Uzerindeki
Etkisinde Orgiitsel Destek Algisinin Diizenleyici Rolii isimli makalede, is zenginlestirme, calisanlarin
yenilikgilikleri ve orgiitsel destek arasindaki nedensel iliski ele alinmaktadir.

Dergimizin ilk 6zel sayisinin, akademik diinyaya énemli bir katki saglamasi ve bilim camiasina ve
ozellikle ilgililere yararli olmasi tek temennimizdir.

Seyfettin Erdogan Durmus Cagr1 Yildirim
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Aims and Scope

The sole purpose of JOEEP is to be a prestigious
journal which contributes to scientific knowledge. In
order to keep this purpose, JOEEP, adopts and follows the
publication policies of world’s prestigious scientific
journals. All original and qualified Works which may
contribute to the scientific knowledge, are evaluated
through a rigorous editorial and peer review process.
Hereby, JOEEP is a peer reviewed and scientific journal.
It strictly depends on the scientific principles, rules and
ethical framework that are required to this qualification.

JOEEP is published as two issues per year June and
December and all publication policies and processes are
conducted according to the international standards.
JOEEP accepts and publishes the research articles in the
fields of economics, political economy, fiscal economics,
applied economics, business, labour economics and
econometrics. JOEEP, without depending on any
institution or organization, is a non-profit journal that has
an International Editorial Board specialist on their fields.
All “Publication Process” and “Writing Guidelines” are
explained in the related title and it is expected from
authors to show a complete match to the rules. All articles
published in our journals are open access, freely available
online and no fee is charged for publishing articles.

JOEEP does accept any kind of work which is original
and appropriate to the scientific ethic in its area of
interest. JOEEP can use all technics in order to prevent
any attempt to plagiarism. JOEEP rejects aforementioned
work when any attempt to plagiarism is found and stops
immediately and indefinitely connection with the author.
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Amag ve Kapsam

JOEEP’in asli amaci, bilimsel bilgiye katkida
bulunan prestijli bir dergi olmaktir. Bu amaci siirdiirmek
icin, JOEEP, diinyanin prestijli bilimsel dergilerinin
yayin politikalarin1 benimser ve izler. Bilimsel bilgiye
katkida bulunabilecek tiim orijinal ve nitelikli caligmalar,
titiz bir editoryal ve hakem incelemesi siireci ile
degerlendirilir. JOEEP hakemli ve bilimsel bir dergidir.
Yayin siirecini bilimsel ilke, kural ve etik ¢erceveye bagh
bir sekilde siirdiirtir.

JOEEP, Haziran ve Aralik aylarinda yilda iki say1
olarak yaymlanir ve tiim yayin politikalar1 ve siirecleri
uluslararas: standartlara gore yiiriitiiliir. JOEEP iktisat,
siyasal iktisat, mali iktisat, uygulamali iktisat, isletme,
calisma ekonomisi ve ekonometri alanlarinda arastirma
makalelerini kabul eder ve yaymlar. JOEEP, alanlarinda
uzman uluslararas1 yayin kurulu ile hi¢bir kuruma ve
kurulusa bagli olmayan ve kar amaci giitmeyen bir
dergidir. Tiim “Yayin Siireci” ve “Yazim Kurallar1” ilgili
baslikta agiklanir ve yazarlardan kurallara tam olarak
riayet etmeleri beklenir. Yayinlanan tiim makalelere agik
erisim saglanmakta olup, ¢evrimigi Ttcretsiz olarak
erisilebilir ve makale yayinlamak i¢in tlicret alinmaz.

JOEEP, ilgili alanina giren bilimsel etik ilkelere
uygun ve 0zgiin her tiirlii ¢aligmay1 kabul eder. JOEEP,
intihal girisimini  6nlemek i¢in tiim teknikleri
kullanabilir. JOEEP, intihal girisimi bulundugunda
belirtilen ¢alismalar1 reddeder. Tiim orijinal makalelerin
yan1 sira, JOEEP Tamtim Makaleleri, Editéryal Mektup,
Konferans Raporlar1 ve Kitap Elestirileri kabul eder ve
yayinlar.
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Open Access Policy and Copyright

JOEEP is an open-access journal that publishes articles
in accordance with the open-access model based on the
Budapest Open Access Initiative (BOAI) Declaration. The
journal's archive is available at
https://dergipark.org.tr/tr/pub/joeep/archive free of charge.

The definition of OA introduced in the original BOAI:

"By “open access” to [peer-reviewed research
literature], we mean its free availability on the public
internet, permitting any users to read, download, copy,
distribute, print, search, or link to the full texts of these
articles, crawl them for indexing, pass them as data to
software, or use them for any other lawful purpose, without
financial, legal, or technical barriers other than those
inseparable from gaining access to the internet itself. The
only constraint on reproduction and distribution, and the
only role for copyright in this domain, should be to give
authors control over the integrity of their work and the right
to be properly acknowledged and cited."

You can reach the BOAI at the below:
http://www.budapestopenaccessinitiative.org/read

This Journal is licensed under a Creative Commons
Attribution-Noncommercial 4.0 International License. The
terms and conditions of Creative Commons Attribution-
Noncommercial 4.0 International License apply to all
published manuscripts. The authors are free to copy and
redistribute their publication in any medium and format.
They can remix, transform and build upon the material for
any purpose without commercial purposes as long as
proper reference is given.

JOEEP uses the LOCKSS system for archiving. The
LOCKSS system is used to create a distributed archiving
system between libraries and to enable libraries to create
permanent archives for conservation and restoration
purposes.

The authors undertake that the manuscripts submitted to
the JOEEP have not been published anywhere before or
have been sent to another journal for publication. Authors
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Acik Erisim Politikasi ve Telif Hakki

JOEEP; Budapeste Acik Erisim Girisimi (BOAI)
bildirgesine dayanan agik erisim modeline uygun yayin
yapan agik erigimli bir dergidir. Derginin arsivine
https://dergipark.org.tr/en/pub/joeep/archive
adresinden iicretsiz olarak ulasilabilir.

Orijinal BOAI’de ortaya konan Ag¢ik Erisim tanimu:

"Agik  Erisim, “[hakem degerlendirmesinden
gecmis bilimsel literatiiriin], Internet araciligiyla;
finansal, yasal ve teknik engeller olmaksizin, serbestce
erigilebilir, okunabilir, indirilebilir, kopyalanabilir,
dagitilabilir, basilabilir, taranabilir, tam metinlere
baglanti1 verilebilir, dizinlenebilir, yazilima veri olarak
aktarilabilir ve her tiirlii yasal amag i¢in kullanilabilir
olmasi”dir. Cogaltma ve dagitim {izerindeki tek
kisitlama yetkisi ve bu alandaki tek telif hakki roli;
kendi ¢aligsmalarinin biitiinliigii tizerinde kontrol sahibi

olabilmeleri, gerektigi gibi taninmalarinin  ve
alintilanmalarmin ~ saglanmasi  i¢in,  yazarlara
verilmelidir.”

BOAI Tirk¢e ¢evirisine asagidaki linkten
erisilebilir.

http://www.budapestopenac cessinitiative.org/boai-
10-translations/turkish-translation

JOEEP, Creative Commons Attribution-
Noncommercial 4.0 International License altinda
lisanslanmigtir.  “Creative Commons  Attribution-

Noncommercial 4.0 International License” hiikiim ve
kosullar1 yayinlanan tiim yazilara uygulanir. Yazarlar,
yaymlarim  herhangi bir ortamda ve formatta
kopyalamak ve yeniden dagitmak konusunda 6zgiirdiir.
Caligmalar, uygun referans verildigi siirece ve ticari
amaglar disinda herhangi bir amag¢ i¢in yeniden
diizenlenebilir ve doniistiirebilir.

JOEEP, arsivleme i¢in LOCKSS sistemini
kullanmaktadir. LOCKSS sistemi kiitiiphaneler
arasinda dagitik bir arsivleme sistemi olusturmak ve
kiitiiphanelerin koruma ve restorasyon amagl kalici
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retain the copyright of the work and give the first
publication rights to the journal. No royalty fee will be paid
to the authors. All scientific, legal and ethical responsibility
for the contents of all articles published in the journal
belong to the authors. The articles published in the journal
can be cited as long as they are referenced. The names and
e-mail addresses in the website of the journal will be used
only for the purposes stated in the journal and they will not
be opened or shared for any other purpose or for use by
other persons.
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arsivler olusturmasina olanak tanimak amaciyla
kullanilmaktadir.

Yazarlar, JOEEP'ye gonderilen calismalarin daha
once hicbir yerde yayinlanmadigini veya bagka bir
dergiye yaymlanmak iizere gonderilmedigini taahhiit
eder. Yazarlar eserin telif hakkini sakli tutar ve ilk yayimn
hakkini dergiye verir. Yazarlara herhangi bir telif ticreti
o0denmeyecektir. Dergide yayinlanan tiim makalelerin
icerikleri ile ilgili her tiirlii bilimsel, yasal ve etik
sorumluluk yazarlara aittir. Dergide yayimlanan
makalelerden kaynak gostermek kosuluyla alinti
yapilabilir. Bu dergi sitesindeki isimler ve eposta
adresleri sadece bu derginin belirtilen amaglari
dogrultusunda kullanilacaktir; farkli herhangi bir amag
icin veya diger kisilerin kullanimina agilmayacaktir.
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Bu caligma, Afganistan Islam Bankasi ornegi ile Afganistan'a odaklanarak az gelismis iilkelerde Islami
bankaciligin zorluklarini arastirmaktadir. Calismada ele alinan 6rneklem, 1) Islami bankacihgmm gelismekte
olan ve az gelismis iilkelerdeki etkilerini, 2) dinin ve Islami kavramin miisteri cekmekteki rolii ve 3) Islami
bankacilik yoluyla miisteri kitlesini genisletme stratejileri hakkinda bilgi edinme hedefleri takip edilerek
incelenmektedir. Ozel tam tesekkiillii Afganistan Islam Bankasi'nin 24 galigam ve yoneticilerinden olugan bir
orneklemden kendi gelistirdigi bir anket araciligiyla veri toplanmustir. Islami bankaciligin &mek olay
incelemeleri ve bagar1 dykiileri incelendiginde, Islami bankacilikla ilgili yenilik¢i pazarlama ve bilinglendirme
kampanyalarinin daha fazla miisteri gekmede biiyiik onem tasidigi tespit edilmistir. Pazarlama stratejilerinin
rafine edilmesi anket aracihgiyla dogrulanmustir. islami bankalar geleneksel bankaciliktan pazar payi elde
etmek icin din ve giiven kavramlari pazarlama argiimanlari olarak yeterli goriinmedigi i¢in daha yenilik¢i
iiriinlerle kendilerini farklilagtirabilirler. Bu galigma, az ve fazla geligmis iilkelerdeki Islami bankalara,
belirlenen zorluklarla basa ¢ikmak ve geleneksel bankalardan pazar pay1 kazanmak igin ¢oziimler getirebilir.

ABSTRACT

Keywords:

Islamic Banking
Challenges

Marketing

Least Developed countries

This paper explores the challenges of Islamic banking in least developed countries, focusing on Afghanistan
with the example of the Islamic Bank of Afghanistan, while pursuing the objectives of finding out about 1) the
effects of Islamic banking in emerging and least developed countries, 2) the role of religion and Islamic concept
to attract customers, and 3) the strategies to expand clientele through Islamic banking. A self-developed
questionnaire was collected from a sample of 24 employees and managers of the exclusive fully-fledged
Islamic Bank of Afghanistan. Examining case studies and success stories of Islamic banking, it has been found
that innovative marketing and awareness campaigns about Islamic banking had significant importance in
attracting more customers. Refining marketing strategies has been substantiated through the survey. In order
to gain market share from conventional banking, Islamic banks could differentiate themselves with more
innovative products because the concepts of religion and trust do not appear to be sufficient as marketing
arguments. The paper may bring solutions to Islamic banks in least and more developed countries to deal with
identified challenges and to gain market share from conventional banks.

* This study was presented as an oral presentation at the International Symposium on Islamic Economics, Finance and Banking held on June 17-18, 2021 in

Tekirdag, Turkey.
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1. Introduction

This paper explores the challenges of Islamic banking in
least developed countries focusing on Afghanistan with the
example of the Islamic Bank of Afghanistan (IBA).
According to the United Nations (UN) definition, least
developed countries exhibit the lowest indicators of
socioeconomic development, with the lowest Human
Development Index ratings of all countries in the world.
According to the Committee for Development Policy of the
UN (2020) the list of Least Developed Countries as of
December 2020 counted in 42 countries including
Afghanistan. Many Least Developed countries are African
countries and it has been mentioned earlier that the share of
the African region in the global worth of Islamic banking
remained marginal at 1.6%. Among 42 least developed
countries, only 5 countries had an Islamic Banking Share in
Total Banking Assets based on the third quarter of 2019
(IFSB, 2020): Sudan, Bangladesh, Djibouti, Afghanistan
and Senegal.

The paper identifies solutions to increase market share in a
challenging banking sector where conventional banking is
predominant. For this purpose, the research objectives focus
on analyzing and identifying the effects of Islamic banking
in emerging and least developed countries, finding out how
the concept of Islamic banking affects the number of
customers referring to banks and identifying and
recommending methods used to attract customers and build
trust. Focusing on Afghanistan, the research questions of the
paper are: 1) What are the challenges of Islamic Banking in
Afghanistan? 2) What are the ways to increase the number
of Islamic Banking users?

The banking sector plays a major role as intermediary
between suppliers and demanders of funds; it helps
smoothening the circulation of capital across businesses and
other desired channels and thus helps in the growth process
of an economy. Erdogan et al. (2020) illustrated the fact that
uninterrupted growth performance of banks may be only
possible by sustainable development strategies that are
consistent with market dynamics. From a customer
perspective in the Kocaeli province of Turkey, the 5 main
factors that are important for working with banks are
religious factors, service quality variables, social
environment effect, financial variables, and marketing mix
variables. Islamic finance is positively associated with the
economic growth of countries and proved to have a positive
impact in terms of GDP per-capita growth rate. For example,
Yildirnm et al. (2020) showed that, focusing on nine
countries (Brunei, Indonesia, Jordan, Kuwait, Malaysia,
Nigeria, Saudi Arabia, Pakistan and Turkey) for the period
between 2014Q1 and 2017Q4, there was a long-term
cointegrated  relationship  between  sukuk  market
development (sukuk being Islamic bonds) and economic
growth. Sukuk volume and sukuk density had a positive
effect on growth in the long run. Compliance with the
Sharia-law makes it easier for citizens of Muslim and some
of non-Muslim countries to approach banks and deposit their

money, trusting banks for investment, credit and services.
The last four decades have witnessed an exceptional growth
in Islamic financial institutions. The number of Islamic
financial institutions has increased worldwide from 85 in
1996 to 200 in 2000, 300 in 2008 (Boukhtem and Moussa,
2018, p. 231-247) and to 428 in 2019 (Statista, 2021). Being
a newly functioning industry, Islamic finance was estimated
to be a $2.2 trillion industry around the world in 2018
scattered over more than 60 countries (Domat, 2018). Figure
1 illustrates the top 11 countries offering Islamic banking
services ranked by total assets.

Figure 1. Top 11 Islamic Banking Countries by Assets in Billions
USD in 2018
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From Figure 1, except Sudan, Egypt, Jordan, Iraq and
Algeria that do not belong to the Gulf Cooperation Council
(GCC) region, the remaining six GCC countries including
Bahrain, Kuwait, Oman, Qatar, Saudi Arabia, and the
United Arab Emirates were all included in the top 11 Islamic
Banking countries and were representing 532 Billions USD
in 2018 out of 588 Billions USD in Assets for the the top 11
Islamic Banking countries or 90%. The GCC region was still
representing the bulk of the global Islamic banking assets in
Q3 2019, with 45.4% share of the total assets (Islamic
Financial Services Board, IFSB, 2020). It was followed by
the Middle East and South Asia (MESA) region and the
South-East Asian region, with shares of global Islamic
Financial Services Industry assets of 25.9% and 23.5%,
respectively. The share of the African region in the global
worth of Islamic banking remained marginal at 1.6%. The
global Islamic banking segment in 2019 experienced an
improvement of year-to-year assets growth by 12.7% (2018:
0.9%), with total assets as at 3Q19 amounting to $1.77
trillion (2Q18: USD 1.57 trillion). The growth recorded was
due to an improvement in the Islamic banking assets in some
countries, especially the GCC region which saw significant
mergers of Islamic banks to strengthen competitiveness,
attract stable deposits and enhance efficiency (IFSB, 2020).

Table 1 gathers comparative figures of the 5 Least
Developed Countries that had an Islamic Banking Share in
Total Banking Assets based on the third quarter of 2019
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(IFSB, 2020), by order of importance: Sudan (100% of
Islamic Banking Share), Bangladesh (20%), Djibouti (18%),
Afghanistan (10%) and Senegal (5%). The 2019 Total
Islamic Bank Assets estimate in Billions (USD) of these 5
countries is equal to $39.02B, which represented the Islamic
banking market share of the Least developed countries or
about 2% of the global Islamic banking segment which
amounted to $1.77 trillion in 2019. These 5 countries are all
Muslim countries, the Muslim population representing 89%
in Bangladesh, 94% in Djibouti, 95.9% in Senegal, 99% in
Sudan and 99.7% in Afghanistan (CIA World Factbook,
2021). Based on Nominal GDP in billion USD, Bangladesh
and Sudan are larger economies compare to the other three

(respectively $302.571B and $30.5135B). Their Islamic
Bank Assets in Billions (USD) are also far larger than in the
other three countries, $34.717B in Bangladesh and
$3.6189B in Sudan. The Islamic Bank Assets in Billions
(USD) of Afghanistan represents a very small amount
($0.06617B) even compare to the remaining countries,
Djibouti ($0.19204B) and Senegal ($0.4283B). In terms of
percentage of banks users, Afghanistan compares to Sudan
(16% in 2018 in Afghanistan versus 15% in 2014 in Sudan)
which has a comparable GDP per capita ($507.10 in
Afghanistan versus $441.5 in Sudan). In terms of
development of ATM machines, Afghanistan is also lagging
behind the 4 countries (1.61 ATMs per 100,000 adults).

Table 1. Benchmarking the development of conventional and Islamic banking sectors of Afghanistan compare to Sudan, Bangladesh,
Djibouti and Senegal

Percent of . ATMs per  Nominal
2019 - Bank People with bank GDP per
Islamic ISIam'C Assets Bank assets, accounts, percent of the 100’00.0 GD.P 201.9 capita 2019
Banking - . percent of GDP . adultsin  estimate in .
Country  Bank Assets estimate in population over 14 years . in Current
- - Share - 2017 (theglobal . 2018 billion $
estimate in Billions of age in 2018 (the $ (World
Billions ($) 3Q2019 % economy.com) global economy.com) (World (World Bank)
(IFSB) ) Bank) Bank)
Sudan 3.6189 100% 3.6189 12% 15% (2014) 6.42 30.5135 441.5
Bangladesh  34.717 20% 173.585 57% 41% 8.86 302.571 1855.7
Djibouti 0.19204 18% 1.06687 32% 12% 12.33 3.32463 3414.9
Afghanistan  0.06617 10% 0.66168 3% 16% 1.61 19.2911 507.1
Senegal 0.4283 5% 8.56592 36% 20% 6.1 23.5781 1446.8

Sources: https://www.theglobaleconomy.com; 3Q2019, IFSB, 2020; World Bank (2021).

In conclusion, Afghanistan is a weak economy with one tiny
GDP per capita, ranked 207th out of 213 countries in 2019,
Sudan being ranked 210th. This sluggish state of the
economy may explain the underdeveloped banking sector.
However, Sudan has a more developed banking sector with
about 4 times more ATM machines (6.42 versus 1.61) and
55 times more Islamic bank assets than Afghanistan
($3.6189B versus $0.06617B). The explanation lays in the
lack of trust of the Afghan population towards banks, point
developed further in this section.

In comparison to the top Islamic Banking Countries,
Afghanistan’s banking sector is small where, out of 12 banks
in total, six are Islamic windows in conventional banks and
one is a full-fledged Islamic bank (i.e., the Islamic Bank of
Afghanistan, IBA). According to Vizcaino (2018a), the bulk
of Islamic financing in Afghanistan is offered via only two
types of sharia-compliant structures, Murabaha (a cost-plus-
profit arrangement) and ljarah (a leasing-based contract). At
the end of Q2 2018, IBA and the six Islamic windows held
a combined 27.8 billion afghani ($365.5 million), versus to
9.7 billion afghani ($127.5 million) at the end of 2014, data
being compiled by the IFSB (Vizcaino, 2018a). Out of
$365.5 million, about 60% of the Islamic assets were held
by the six Islamic windows and 40% by IBA. Comparing
$365.5 million to $2.4 billion, which was the size of the
Islamic banking assets of Algeria in 2018, the 10th largest
Islamic banking country, confirms the very small size of
Islamic banking assets in Afghanistan. However, Islamic

finance has still the potential to attract more people to the
formal economy in Afghanistan where only 15 percent of
adults had a bank account in 2018 (both conventional and
Islamic). The lack of participation and interest towards
banks may be explained by the fact that banks in
Afghanistan offers mostly conventional banking. Citizens of
Islamic countries tend to respond better to a Sharia-
compliant banking system as they feel more protected and
trust  Sharia-compliant rules and regulations. Da
Afghanistan Bank, the Central Bank of Afghanistan, granted
the first Islamic Banking License to the Islamic Bank of
Afghanistan (IBA) in April 2018 being the only bank solely
abiding by the rules of Sharia and providing interest-free
services. Its 6 competitors offer dual banking, both Islamic
and conventional. If new entrants could emerge in the full-
fledged Islamic banking business in Afghanistan, the culture
and awareness of Islamic banking could spread out quickly
in the country.

Afghanistan, being a least developed country, has a
fledgling economy as mentioned earlier (ranked 207th out
of 213 countries in 2019 with a GDP per capita of $507.1)
and needs to exploit every opportunity to contribute to its
economic growth, especially looking at the expansion of the
banking sector. In addition, for the last two decades,
Afghanistan has experienced a permanent state of war with
a country plagued by almost daily terrorist attacks that have
a negative impact on economic growth. Looking at a
positive aspect, a 2020 report by the World Bank (2020)
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stated that Afghanistan’s economy grew by an estimate of
2.9 percent in 2019. The growth was mainly driven by strong
agricultural growth following recovery from drought.
Therefore, utilizing the banking sector to the fullest, along
with other economic growth factors, may be a way to
provide a much-needed boost to Afghanistan’s economy.
Mary Hall (2019) views the banking sector as the section of
an economy working to hold financial assets for others and
invest those financial assets as leverage to create more
wealth.

One event has negatively impacted the Afghan banking
sector, the Kabul Bank scandal in 2011 where nearly $1bn
disappeared in mysterious insider loans. This event is still in
people’s mind and has helped giving rise to Islamic banking
in Afghanistan since 2018. At that time only 5.7 percent of
the population had dealings with the banking sector
(Vizcaino, 2018b). Islamic finance is believed to be a factor
that could help attract more people into the financial system
but has it been true for Afghanistan? According to Bernardo
Vizcaino (2018b), IBA’s managers had at this time expected
that they would double their balance sheet over the next two
years. IBA’s managers have successfully met their
expectations by doubling IBA’s assets in Q3 2020 (22.27B
AFN) versus Q3 2018 (11.19B AFN).

2. The Islamic Bank of Afghanistan

IBA was previously known as Bakhtar Bank and has
operated under a conventional banking license since Azizi
Bank acquired Bakhtar Bank in 2009. Da Afghanistan Bank
awarded the license to IBA as a first full-fledged Islamic
bank in 2018 after IBA completed the conversion of its
balance sheet. IBA agreed to adhere to religious principles
that include bans on gambling, alcohol, and interest-bearing
debt, among others, as part of its transition. It delivers
services across a network of 62 branches — reportedly the
second largest branch network in Afghanistan — inherited
from the Bakhtar Bank. IBA’s website offers a variety of
Shariah-compliant products such as Mudaraba savings
account, a form of investment management partnership,
Murabaha, a cost-plus-profit arrangement (with different
types such as Purchase Order, Spot, Deferred payment,
Letter of Credit), as well as financing products based on
ljarah, an installment-based leasing contract, Musharakah,
joint partnership arrangement, Istisna, contract to construct,
build or manufacture an asset and Salam, advance payment
for deferred delivery. What is the reality of the use of these
products by IBA? Referring to the IBA’s Financial
Statements for the first 9 months of 2020, the revenue from
the Bank share as Mudarib was representing 14% (AFN
113,635,000 = USD 1,463,290) of the Total Bank
Revenue/Operating Income (AFN 836,787,000 = USD
10,775,400), the Net fee and commission income 9% (AFN
72,643,000 = USD 935,434), the Foreign Exchange gain
49% (AFN 411,378,000 = USD 5,297,370), Capital gain
16% (AFN 130,926,000 = USD 1,685,950) and Other non-
operating income 13% (AFN 108,205,000 = USD
1,393,370). Under the item Bank share as Mudarib, the bank

acts as the agent (Mudarib) on behalf of depositors who
invested in a partnership equity-based trust financing
(Mudaraba) with the bank. IBA offers two types of
Mudaraba accounts to its clients, Saving account and Fixed
Term account. Under the bank share as Mudarib, the bank
invested in two main Islamic products during the first 9
months of 2020, Murabaha who represented 10% (AFN
80,008,000 = USD 1,030,270) of the Total Bank Revenue
and Diminishing Musharakah 0.4% (AFN 3,504,000 = USD
45,121). In addition, the bank invested in Corporate and
Sovereign Islamic bonds (Sukuk) under the Bank share as
Mudarib.

This research will identify the challenges faced by IBA,
discuss the comparative advantage of IBA over non-Islamic
banks and recommend, based on the findings, solutions to
attract more bank users and expand the clientele. The
literature is reviewed in the next section. The methodology
is explained in Section 3. Section 4 presents the results.
Section 5 presents the conclusion.

3. Literature Review

This chapter discusses solutions found in the literature to
increase the number of Islamic bank users by reviewing
three themes: 1) the effects and impacts of Islamic banking
in other Islamic countries; 2) the rise of Islamic Banking and
the attraction of customers; and 3) the strategies and
methods to attract customers and building trust through
Islamic banking. This literature review will help answer the
research questions: 1) What are the challenges of Islamic
Banking in Afghanistan? 2) What are the ways to increase
the number of Islamic Banking users?

3.1. Effects and impacts of Islamic banking

People's interest in Islamic finance is the main driver for the
expansion of the industry, which in turn helps fostering the
economy of countries. Islamic banking principles and
services include the prohibition of Riba (interest), the
prohibition of Gharar (deceitful transactions) and Maysir
(the acquisition of wealth through chance), insistence on
funds that are backed by tangible assets, limitation of
investment to halal activities, and sharing of profits and
losses. Islamic finance provides an immense potential to
promote inclusive progress, finance infrastructure and
ensure economic growth. Considering the MENA (the
Middle East and North Africa region) countries, Islamic
institutions are important elements of the development of the
region. They play an important role in addressing the
individuals' needs by respecting their social and religious
values (Boukhtem and Moussa, 2018). In Indonesia,
Malaysia, and Bahrain, the effect of Islamic banking is said
to be “bidirectional”, meaning that both the industry and the
economy are codependent to each other. Growth in the
economy encourages the Islamic institutions to develop
further, become innovative and stay updated, which in turn
stimulates the economic development (Boukhtem and
Moussa, 2018, as cited in Abduh and Omar, 2012).
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The basic principles of Islamic institutions worldwide are
ethic, transparency and interest-free products which have
attracted an enormous number of entrepreneurs and SMEs.
This is the reason why several conventional banks have
started to offer Islamic finance. According to Murray Hunter
(2014), the baseline in evolving the newly established
businesses and entrepreneurship is to use Tawhid values -
the indivisible oneness of God in Islam- because it achieves
equality among individuals regardless of their religious
beliefs. Mudharabah is the concept of "profit/loss sharing”
which is said to be the main and fundamental aspect in
Islamic and entrepreneurship culture (Tawfigi and Hamdan,
2018, as cited in Hunter, 2014). To avoid exposure to risks,
Islamic banks ensure that entrepreneurs have all the support
that they need to succeed in their business. This type of
association between Islamic banks and newly established
businesses leads to prosperity at the economic level since a
successful business creates more opportunity, creates jobs,
generates additional income and adds up to the value of
products and services in the market. For instance, the
government of Bahrain alongside Al Baraka Islamic Bank
are engaged in such activities where they support and
encourage the startups and SMEs to develop their business
and to increase their performance and financial status in the
market (Tawfigi and Hamdan, 2018). Similarly, the Islamic
Development Bank (IDB) has established institutions in its
member countries to foster technical cooperation. For
example, two institutions are the Islamic Chamber of
Commerce and the Islamic Foundation for Science,
Technology and Development (Ben et Al 2016).
Furthermore, IDB offers scholarships for Muslim students
living in places with minority Muslim populations and for
the purpose of filling its objectives, IDB has created the
Islamic Research and Training Institute (IRTI).

When it comes to Afghanistan, the banking sector, in
general, is very small; however, Islamic finance is an
important feature of banking in Afghanistan as it attracts and
drives more individuals into the financial segment. With the
emergence of Islamic windows in conventional banks and a
full-fledged Islamic bank, more people are now interested in
saving their money through banks because of religious
reasons. Thus, Afghanistan is witnessing strong economic
growth and development in the banking sector compare to
the last two decades. The increase in national income and
most economic indicators including inflation, government
revenues, investments, access to international trade, the
balance of payments, and industrial production have
recently improved in Afghanistan (Huwaida, 2018).
However, the impact of the COVID-19 pandemic has
significantly hurt the economy of Afghanistan. According to
the United Nations Development Program (UNDP, 2020)
the decline in GDP from global and regional economic
effects on Afghanistan may reach 17% by 2023 compared to
its end-2019 level. This is a very bearish outlook.

3.2. The rise of Islamic Banking and the attraction of
customers

Sharing the same religion has shaped nearly identical social,
cultural and economic features and values in the majority of
Islamic countries that make them different from those of
non-Islamic countries. Saving and investing money in
accordance with Islamic rules and regulations is one of their
shared values. The emergence of Islamic banking has
fulfilled this specific demand by providing interest-free
investment to customers in most of the Islamic countries.
Schottmann’s research finding (2014) showed that the first
impulse of initiating Islamic banking operations in most
Islamic countries including Malaysia was the interest-free
feature of Islamic banking. In addition, Schottmann (2014)
asserted that the majority of the Muslim respondents who
were surveyed expressed the main reason that they have
switched from conventional banking to Islamic banking was
their desire to ‘purify’ their property and saving. Moreover,
some of the reasons why Islamic banking has risen are
significant demands of the Muslim population, the
attractiveness of Islamic banking products and the fact that
Islamic banking has never had any serious financial crisis
(Bellalah and Masood, 2013).

Furthermore, public perception of believing that Islamic
banking provides better, more ethical and profitable
financial services compared to conventional banking is
crucial in attracting customers, as it has also helped
Malaysia's Islamic banking to grow tremendously and retain
more customers over past years. As Schottmann (2014)
mentioned, the major reason to explain the development of
Malaysia's Islamic banking sector in the past three decades
has been the public desire for ‘“halal or religiously
permissible saving and investment opportunities for
Muslims.” Marketing Islamic Banking by using words such
as “better”, “ethical” and “profitable” in advertisement can
greatly help the Islamic financial institutions to reach their
goal which is enticing new customers and retaining current
customers. In addition, Afzal (1993) described, “an Islamic
financial system has a stable public demand for financial
assets,” because Islamic banking is alleged to provide the
opportunity for both Muslim and non-Muslim customers to
save and invest their wealth more ethically. It clearly
indicates that the morally principled method and interest-
free image of Islamic banking operations have a direct
relation with the number of Islamic banking users.

Likewise, a study done by Ahmad and Bashir (2014) on an
Islamic Bank in Pakistan demonstrated that awareness
campaign is a key factor in the development of Islamic
financial institutions. They stated that in order to attract new
customers and retain present customers, Islamic banking
institutions need to increase public awareness campaigns in
Pakistan. Also, Ahmad and Bashir (2014) asserted that
raising awareness among people regarding Islamic banking
has become even more crucial with the fast growth of
conventional banking in Pakistan. This competitive
environment requires Islamic banking to take even more
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drastic measures to identify customers’ expectations and
needs. As Ahmad and Bashir (2014) emphasized that
Islamic banking needs to investigate awareness level and
customer service utilization decisions among customers in
order to prevent confronting problems with customers'
demographics especially in terms of service utilization
decisions. However, Ahmad and Bashir also illustrated that
the awareness level differs from place to place. Therefore,
Islamic banking should focus more on regions where people
have less information about Islamic banking in order to draw
new customers’ attention towards themselves.

Another study on customers’ awareness of Islamic banking
products and services in Nigeria (Kewuyemi, n.d.) showed
a high willingness of customers including Muslims and a
great number of non-Muslims to use Islamic banking
products and services. Nigeria is a poor country and most
people are unable to take conventional banks’ loans with
high interest. That is why the concept of a free-interest
financial system attracted more customers to Islamic
banking. And with the initiation of Islamic banks in Nigeria,
the poor got another chance to access the free-interest funds
and investment. Islamic banking enabled poor people to do
businesses inexpensively and to improve their living
standards. Awareness regarding the Islamic banking
features such as “loans without interest, collateral security,
agency, partnership based on sharing of profits and losses”
has hugely influenced the customers to patronize Islamic
banks.

Alike conventional banking, the feasibility, viability, and
profitability of Islamic banking are closely related to the
number of customers (Muslims and non-Muslims) they can
attract. By marketing Islamic banks as a religious institution,
non-Muslims might feel discriminated which will result in
the reduction of non-Muslims customers. As the research
stated that a few non-Muslims expressed that they will not
patronize Islamic banking offers even if they are profitable.
Hence, in order to attract non-Muslims, Islamic banks need
to promote the bank’s products and services, good customer
relations, and effective and efficient services as keys mean
for the attraction of non-Muslim customers. According to
the Kewuyemi (2015), this is the strategy that countries such
as Kuwait, Sudan, and Pakistan are also following. By
studying the success stories of Islamic banking in three
different countries such as Malaysia, Pakistan, and Nigeria,
it can be concluded that marketing and awareness campaign
about Islamic banking had significant importance in
attracting more customers for Islamic banks.

3.3. Strategies and methods to attract customers and
building trust through Islamic banking

The Islamic Banking adoption phenomenon is gradually
evolving around the world. When Islamic banks’ wider
practice slowly shot up in the 1980s, the primary strategy to
attract customers used to be an emphasis on the religious
obligations of Muslims to save and invest with Sharia-
compliant financial products and services. However, with

the passage of time and increased competition, in the present
time Islamic banks are required to update their strategies and
conventional marketing methods. To attract potential
customers, they need to tell them that Islamic finance is an
economically safer alternative than the crisis-prone
conventional finance.

A research study conducted in Malaysia (Hoque et al., 2019)
examined how communication and financial determinants
affect customers’ behavioral intention to purchase Islamic
banks’ products. The study found that in order to formulate
a unique strategy to attract all groups of customers, properly
understanding the behavior and intention of customers is key
for Islamic bank managers. As the research mainly focuses
on determining the factors affecting customers’ behavioral
intention to prefer Islamic banking, Hoque et al. (2019)
concluded that “we find customer—bank relationship,
advertising, perceived financial risk, perceived potential
benefits, and profit-and-loss sharing [as] antecedents of
customer intention to use Islamic banks’ products and
services”. For identifying and recommending methods to
understand customers’ behavior and then patronize them,
Hoque et al. (2019) suggested that a unique customer-bank
relationship and advertising strategy should be crafted.
Hoque et al. (2019) argued that this strategy would, in turn,
increase the number of customers who purchase Islamic
banking products. The findings of this study are useful in
recognizing the pitfalls that IBA might be facing in
Afghanistan. They help finding the gaps and providing
recommendations that have managerial implications to
improve Islamic Banking in Afghanistan.

Another research study (Butt et al.,, 2018) into the
determinants of low adoption of Islamic banking in the
neighboring country Pakistan —which is similar to
Afghanistan in many ways as an Islamic nation— provides an
expert opinion on what strategies should be followed to
address the situation of the same low penetration of Islamic
Banking in Afghanistan. The research, using a mixed-
method approach, formulated and tested three hypotheses.
The first empirically proven hypothesis said that Islamic
Banks could not differentiate themselves from conventional
banks; the second hypothesis propounded that religion was
not a sole factor in consumer’s decision to opt for Islamic
banking; and the third hypothesis put forth the idea that
consumers did not have a positive image of Islamic Banks.
In Butt et al. research (2018), the similar theme of improving
the marketing or advertising strategy — mentioned above in
previous research studies — is recommended in order to
attract a large number of potential users. For that potential
clientele who deem religion and differentiation are key
drivers, according to Butt et al. (2018) “Islamic Banks need
to improve their marketing strategy by encouraging
collaboration between media and Shariah advisors in
creating awareness amongst the masses about Islamic
banking”. As part of their recommendations, Islamic Banks
should highlight and make it known how they are different
from conventional banks. Butt et al. (2018) further added
concerning a conventional bank user, who is not driven by
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religious beliefs, in order to convert him/her to Islamic
banking, “he/she must be informed that Islamic Banks are at
par or better than conventional banks in offering banking
products and services”. From the experience of neighboring
Pakistan, these approaches and findings could also be
applied in Afghanistan for the same purpose.

Moreover, based on previous research, one of the most
important factors for retaining customers and ensuring their
commitment to Islamic banking is the presence of trust
between users and banks. However, in the Islamic banking
context, according to Amin et al. (2013), the only thing trust
refers to is the customer’s perception that Islamic banking is
functioning in compliance with Shariah rules and
regulations (as cited in Tabrani et al., 2018). Therefore, trust
plays a key role in customer-Islamic bank relationships. The
research results of the Indonesia-based team indicated that
“customer builds commitment and customer intimacy with
Islamic banking because customers trust that Islamic
banking is Shariah-compliant” (Tabrani et al., 2018, para.
23). They argued that increased customers’ trust coupled
with commitment and customer intimacy directly translate
into customer loyalty and retention. For the purpose of
boosting trust in customer-Islamic bank relationships,
Tabrani et al. (2018) recommended that Islamic banks
should properly dispense knowledge to potential customers
that Islamic banking operations are fully Shariah-compliant
and that they can rest assured there would not be any
unscrupulousness in this regard.

Another study (Bellalah and Masood, 2013: 101) measured
the growth of conventional banking and Islamic banking in
Gulf countries and forecasted that half of the Muslim
population savings will be held by Islamic banks in the
future. This study further indicated that in order to be
competitive with the conventional way of banking, Islamic
banks need to consider the following options: first, to use
more advanced technology, and ought to use automatic
systems of measurement, monitoring and credit controlling,
and operational risks. Second, “in order to improve their
technical efficiency, Islamic banks also have to extend their
size via mergers and acquisitions with other Islamic
financial institutions, create and design new Islamic
products and services, and rationalize their operating costs”.

3.4. Conclusion of the literature review

Based on the literature review, the theme of improving
marketing policies is commonly and equally shared and
agreed upon among all these studies. Also, using technology
will help Islamic banks to improve even more and compete
with conventional banking.

The number of bank users overall is not sufficient in
Afghanistan because of the presence of many conventional
banks and the lack of confidence of the majority Muslim
population with conventional banks. However, different
aspects and drivers are affecting the lack of participation of
people in the banking sector, especially Islamic banking in
Afghanistan. Some of the main reasons that make the

disinterest evident towards Islamic banking are uncreative
marketing strategies and lack of public awareness and
education about the benefits of Islamic banking. Financial
institutions should not only consider and target the Muslim
community, but they should also showcase their products
and come up with innovative ways of marketing to attract
non-Muslim customers as well. This literature review brings
practical answers to the research questions: 1) What are the
challenges of Islamic Banking in Afghanistan? 2)What are
the ways to increase the number of Islamic Banking users?

4. Methodology

This section outlines the methodology used by the
researchers to achieve the research objectives, as well as
answer research questions regarding the performance of
Islamic banking in Afghanistan.

4.1. Research methodology

For the purpose of producing well-rounded research, both
the primary and secondary research methods were used. The
secondary data was collected through desk research and
literature review. The secondary data collection was aimed
at providing a full insight into Islamic banking and services
around the world and applying the lessons learned into the
context of Afghanistan’s IBA. Moreover, the primary data
technique was used to collect data and gather facts directly
from the respondents (IBA’s employees) to come up with
useful findings and recommendations to the bank.

4.2. Primary Data

This type of data is usually collected from first-hand
sources, data in this paper are collected from employees of
IBA who were surveyed online. Therefore, our research only
consisted of a qualitative survey. A self-developed
questionnaire was put together to collect the data from the
participants. A variety of response formats were used for the
questions of the survey which were inspired by the literature
review. The surveying of a limited sample of 24 IBA’s
employees and managers as primary data was selected in
light of the constraints posed by the COVID-19 virus
pandemic that disrupted our research methodology and
progress. Based on initial methodology and original
decisions, the research was meant to utilize both probability
sampling (from the populations of households and
customers of banks in Afghanistan) and non-probability
sampling (IBA’s employees and managers). But later on,
there was no choice but to opt for a purposive and
convenience sampling and thus, the findings are most likely
prone to bias.

4.3. Secondary data

As the secondary data refers to second-hand data available
in books, research articles, and the internet, this research
also utilized these sources to compile a literature review
relevant to Islamic banking. When it comes to reliability and
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validity, the secondary data are more appropriate because
they are already published and approved by experts. For the
same purpose, the methods used by Islamic banks and the
services offered across many countries were analyzed in
order to benchmark IBA’s strategy. This was done by using
and accessing seminal and recent articles and books related
to this industry.

5. Results
5.1. Data Analysis
Figure 2. Which Islamic products of the bank are mostly used?
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The results show that, in the opinion of the employees, IBA
uses Mudharabah almost 80% of the time. Other types of
Islamic banking products are also used to a very small
extent. It has been mentioned in the introduction section that
under the item Bank share as Mudarib of IBA’s 3Q2020
income statement, the bank acts as the agent (Mudarib) on
behalf of depositors who invested in a partnership equity-
based trust financing (Mudharabah) with the bank. IBA
offers two types of Mudharabah account to its clients,
Saving account and Fixed Term account. IBA invested in
two main Islamic products during the first 9 months of 2020,
Murabaha who represented 10% (AFN 80,008,000) of the
Total Bank Revenue and Diminishing Musharakah 0.4%
(AFN 3,504,000). In addition, the bank invested in
Corporate and Sovereign Islamic bonds (Sukuk).

Figure 3. What emotions do you want to associate with your
product?
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According to IBA’s employees, the emotions that they want
to associate to their products are for 52.7% of the
employees’ trust, 37.5% comfort and 20% security.

Figure 4: Who are most likely your target audience?

Answered: 24 Skipped: 0
Al s
Surplus economic units M
Businesses [
Businessmen [N
People with wages/salaries [
Residents [N
0 5 10 15

As the results suggest around half of the target audience of
IBA are businesses, around 30 percent are residents and
around 25 percent are businessmen.

Figure 5: How do you rate the current incentives IBA uses to
attract customers?
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Almost 80 percent of the employees rated 6 or above the
incentives that IBA uses to attract customers. And only
around 20 percent of the employees rated 5 or less.
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Figure 6. To what extent do you agree with the statement that
IBA’s users have increased after evolving into an Islamic
institution from the conventional Bakhtar Bank?
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None of the respondents disagreed with the statement that
the number of IBA's users has increased after evolving into
the Islamic Bank of Afghanistan. More than half of the
participants strongly agreed that there has been an increase
in the number of users after evolving into the Islamic Bank
of Afghanistan from the conventional Bakhtar Bank.

Figure 7. To what extent has IBA been able to spread awareness
about the Sharia-compliant products it offers?
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—
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Most respondents felt that IBA has been able to spread
awareness about sharia-compliant products to the public.
Few of the participants felt the opposite.

4%
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= A little

= None at all

Figure 8. How satisfied are you with the current marketing strategy
of the Islamic Bank of Afghanistan to target the customers?
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Almost all of the employees were satisfied with the
marketing strategies of IBA for targeting customers.

Figure 9. How do you evaluate the level of success in IBA’s
marketing?
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More than 40 percent of the respondents believed that IBA’s
marketing was highly successful, around 45 percent
believed it was average and 13 percent mentioned that it was
below average.

Figure 10. IBA employees are helpful with customers
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The majority of the respondents agreed that their colleagues
were helpful to the customers. None of them believed that
their colleagues were not helpful.

Figure 11. They are friendly with customers

Answered:24 Skipped:0

m Strongly Agree

m Agree

m Neither Agree nor
Disagree

m Disagree

It can be seen from the survey that most of the participants
agreed that their colleagues are friendly with the
customers.




14 Rostan, P. et.al. / Journal of Emerging Economies and Policy 2021 6 (Special Issue) 5-19

Figure 12. They have the required knowledge of a banker
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From the survey, it was found that 58 percent of the
respondents believed that their colleagues had the required
knowledge of a banker.

Figure 13. They act professionally with customers
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Findings from the survey show that around 60 percent of
the respondents believed that their colleagues were acting
professionally with the customers.

Figure 14. How likely is it that you will recommend IBA for your
family, friends, or colleagues?
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When IBA’s employees were asked how likely is it to

recommend IBA for their families and friends,
overwhelmingly all of the responded very likely or likely.

5.2. Discussion

This research analyzes the issues and challenges faced by
Islamic banks in least developed countries focusing on
Afghanistan with the example of the Islamic Bank of
Afghanistan. It also seeks to examine the current trends.

Islamic banks play a vital role when it comes to the
economic wellbeing of the majority of Muslim countries like
Afghanistan. According to Global Finance, the Islamic
finance industry is growing 10%- 12% annually which is
expanding quicker than conventional finance (Domat,
2018). The Islamic financial industry, specifically Islamic
banking which represents 73% of the industry’s share, does
not only fuel the economic activities of the particular
countries but also contributes to the world’s overall
economy. Although Islamic Finance and Banking account
for less than two percent of the world’s finance, it is on its
way to globalization (Islamic Finance Foundation, 2017).
Taking advantage of the new techniques of banking,
providing a variety of services for the customers, as well as
exploiting opportunities of the new technology, this industry
is growing moderately, contributing to the economic
activities of many countries across the world.

The biggest problem faced by the banking industry in least
developed countries such as Afghanistan is the lack of
participation and interest of the population in the banking
sector. Comparing for instance Afghanistan to its neighbors
Iran which is considered a semi-developed economy, and
Pakistan a developing economy, the number of Islamic
banking users in Afghanistan (16.48% of the population
over 14 years of age in 2017, The Global Economy.com,
2021) are fewer compared to those of Iran (93.36%) or
Pakistan (18.05%). ATMs per 100,000 adults was equal to
1.61 in 2018 in Afghanistan compare to Iran (88.65) and
Pakistan (10.84). In terms of Islamic banking share versus
conventional share, based on Q3 2019 (IFSB, 2020), the
Islamic banking share of the Afghan banking sector
represented about 10% of the Total Assets, 90% of the assets
belonging to conventional banking. The Afghan Islamic
banking share may be compared to the ones of Iran (100%
of Bank assets are Islamic assets) or Pakistan (15%). These
figures suggest that the least developed the economy (like
the one of Afghanistan), the greater the lack of participation
and interest of the population in the banking sector and the
smaller the Islamic banking share of the banking sector.
Regarding the lack of interest of the population in the
banking sector in Afghanistan, one of the main reasons is the
lack of trust in conventional banks, the population having
still in mind the financial scandal that broke Afghanistan's
Kabul Bank when nearly $1b disappeared from Kabul Bank
in mysterious insider loans (Boone, 2011). However,
Muslim population have a natural tendency towards Sharia-
compliant financial services. IBA holds the advantage of
being the first fully fledged Islamic bank in Afghanistan and
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has successfully attracted customers and businesses, one
indicator being the fact IBA’s assets doubled in two years
from 11.19B AFN in Q3 2018 to 22.27B AFN in Q3 2020,
although confronted to a harsh competition with Islamic
windows of 6 conventional banks.

The findings of the survey among employees suggest that
IBA has increased its popularity and trust as shown in figure
6, as well as increased its number of customers after
evolving to fully-fledged Islamic bank from the
conventional Bakhtar Bank. However, getting to this
conclusion was not unforeseen. The upsurge in the number
of customers mostly in Islamic countries has a direct
correlation with the usage of Islamic products. The rise in
confidence and trust of customers towards banks leads to an
increase of customers of Islamic with a snowball effect on
new customers. For example, this mechanism was observed
in the GCC countries between the years 2000 and 2010 with
a swelling demand for Islamic financial products. Well-
functioning and profitable banks contribute to economic
activities through the vast circulation of capital and the
funding of SMEs and businesses. This, in turn, increases the
GDP, and finally the economic well-being. Taking these
aspects and benefits of Islamic banking into consideration,
five out of eleven conventional banks in Afghanistan have
decided to add Islamic services to their products.

In addition, Figure 2 of the findings confirms that only a few
instruments of Islamic banking are used to a large degree
and the remaining products are not used widely. IBA bank
acts as the agent (Mudarib) on behalf of depositors who
invested in a partnership equity-based trust financing
(Mudaraba) with the bank. IBA offers two types of
Mudaraba accounts to its clients, Saving account and Fixed
Term account. IBA invested in two main Islamic products
during the first 9 months of 2020, Murabaha (cost-plus
financing mostly used by businesses and residents) who
represented 10% of the Total Bank Revenue and
Diminishing Musharakah whose usage has been marginal
(0.4% of the Total Bank Revenue). Referring to Figure 4,
the bank’s targeted audience and most customers are
businesses and entrepreneurs. This is good news for the
Afghan economy as it reflects the health of the economy
when money flows across the businesses and organizations.
One of the factors contributing to the rise of Islamic banking
is the attractiveness of its products. Raising proper
awareness to enhance and bring out that attractiveness to
customers is a priority for IBA. IBA relies at the moment on
3 main products, Mudaraba, Murabaha and marginally
Diminishing Musharakah and Sukuk as a vehicle of
investment but should extend its marketing effort on
products that are neglected by its customers such as
Musharakah, ljarah, Istisna and Salam products.

Three important features of Islamic finance are ethics,
fairness and transparency that drive the business and attract
Muslims and non-Muslim customers to Islamic finance.
Referring to Figure 3, most of the targeted audience stated
that they associate trust and comfort with their products.

According to the data from a study by Schottmann (2014),
most of the participants in the survey mentioned that they
started using Islamic banking rather than conventional
banking as a way of purifying their assets and properties.
Since people and organizations trust Islamic banks, they use
Islamic products rather than conventional ones as means of
purifying assets. IBA aims to gain customer's trust and
confidence.

Finally, providing a professional environment is one of the
basic necessities of any organization. The case of IBA is not
different. The quality of the business relationship with IBA
in which customers engage and the first impression they get
from IBA’s employees affects customer loyalty, and overall,
the bank's reputation. Nevertheless, when employees were
asked about their colleagues’ friendliness, helpfulness,
professionalism, and banking knowledge, most of the
respondents were highly positive about their colleagues.
These results tend to show that IBA has been able to develop
a professional, friendly, teamwork environment which
fosters friendship between employees and loyalty from
customers.

5.3. Implications

The above interpretations provide new insights into the
relationship between Islamic banks and economies. The
Afghan economy is predicted to be witnessing moderate
growth in terms of economy and GDP per capita since the
establishment of IBA and other conventional banks offering
Islamic products. Currently, more and more entrepreneurs
and businesses are supported and backed by IBA thanks to
the increase of economic activities measured by the increase
of economic indicators such as employment rates, trades, the
emergence of manufacturing firms and more. There is a
positive and significant relationship between the emergence
of IBA and Islamic products and the prosperity of business
and economic well-being. The data also provide a clearer
understanding of why in countries such as Afghanistan,
people do not trust banks. However, it is safe to say that the
emergence of IBA and Islamic windows of conventional
banks can offer transparent services which help overcoming
economic challenges in Afghanistan.

5.4. Limitations

Understandably, even the best projects have their limitations
such as the unexpected COVID-19 pandemic, from which
the whole world has suffered, occurred during the time of
research.

A prominent limitation of this research was the lack of
relevant financial institutions. There is only one full-fledged
Islamic bank in Afghanistan which is IBA. However,
choosing IBA had its recompenses as well: as IBA was a
conventional bank before turning into a full-fledged Islamic
bank, it was possible to analyze the impacts the Islamic bank
had over its customers. For instance, IBA’s assets doubled
in two years from 11.19B AFN in Q3 2018 to 22.27B AFN
in Q3 2020, although confronted to a harsh competition with
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Islamic windows of 6 conventional banks. Moreover, in
terms of context and broadness of the research, the survey
was conducted only in the capital, Kabul. Most of the
participants who took the surveys were residents of Kabul
and employees of various branches of IBA in Kabul. In
addition, obtaining secondary data containing credible
statistics and data about Afghanistan, especially the
financial sector is a hustle. Finally, the COVID-19 pandemic
has impacted this research paper in many ways. It limited
the methodology from the beginning. The initial
methodology consisting of both probability and non-
probability sampling. It was challenging to reach and survey
a broader sample as well as impossible to conduct in-person
interviews with the top management of IBA because of the
strict quarantine rules across the city and the closure of
financial institutions. Nonetheless, an admissible number of
participants were surveyed online.

6. Conclusion

This paper explores the challenges of Islamic banking in
least developed countries focusing on Afghanistan with the
example of the Islamic Bank of Afghanistan (IBA). In least
developed countries in general, the identified challenges are
the disinterest towards Islamic banking due to uncreative
marketing strategies and lack of public awareness and
education about the benefits of Islamic banking. Regarding
solutions to increase the number of Islamic banking users,
financial institutions should not only consider and target the
Muslim communities, but they should also showcase their
products and come up with innovative ways for marketing
to attract non-Muslim customers as well.

Focusing on Afghanistan, the main challenge of Islamic
Banking in Afghanistan is that the number of bank users
overall is not sufficient where only 15 percent of adults had
a bank account in 2018 (both conventional and Islamic). A
weak economy (Afghanistan being ranked 207th out of 213
countries in 2019 in terms of GDP per capita), a permanent
state of war with a country plagued by almost daily terrorist
attacks that have a negative impact on economic growth, the
dominance of conventional banks for which the majority of
the population lack confidence are the main reasons of the
reduced number of users. Moreover, the Kabul bank fraud
that occurred in 2011 (Boone, 2011), where nearly $1bn
disappeared in mysterious insider loans and that pushed
Afghanistan’s tiny economy to the brink of ruin, is still very
present in the collective memory of the population.
Regarding Islamic banking users, its proportion is about
10% of the total number of bank users (extrapolation based
on the shares of the assets of conventional versus Islamic
banking). In order to increase the number of its customers,
IBA should improve marketing policies as this solution is
commonly and equally shared and agreed upon among all
authors looking at promoting Islamic finance. IBA is
required to take on two drastic measures to increase the
number of its customers. First, raising awareness among the
customers to attract and enhance their knowledge about
Islamic products. Second, focusing on expanding the

products that are not widely used and making more options
available by using the experience of some successful Islamic
banks in the world. As the findings show, the product that is
widely used by IBA is Mudaraba saving account, the use of
Murabaha contract being marginal. However, other types of
Islamic banking products exist. In order to attract more
customers, IBA must refocus its marketing strategy,
promote and advertise the full Islamic product line including
Musharakah, ljarah, Istisna and Salam products. This
finding contradicts the fact that nearly all employees were
satisfied with IBA’s marketing strategy: 42% of the IBA’s
employees responded that the bank has been highly
successful in terms of marketing the products and 46%
agreed that IBA’s marketing strategy met expectations. It
shows that IBA’s employees are not fully aware of the
extended range of Islamic banking products available on the
market. In addition, the findings revealed that nearly half of
the respondents mentioned that businesses are the main
target audience of IBA, ordinary people and residents are
marginalized. Therefore, IBA should focus more on
ordinary people with salaries, who represent a significant
proportion of the population. In addition, IBA is
recommended to develop innovative and cheaper products,
as well as to rely on state-of-the-art technologies to
differentiate themselves from their competitors in a
significant way.

This paper contributes to the literature review in several
ways. Examining case studies and success stories of Islamic
banking, this paper confirms that innovative marketing and
awareness campaigns about Islamic banking had significant
importance in attracting more customers. Refining
marketing strategies has been substantiated through the
survey. In order to gain market share from conventional
banking, Islamic banks could differentiate themselves with
more innovative products because the concepts of religion
and trust do not appear to be sufficient as marketing
arguments. In addition, this paper brings new light on
Islamic banking in least developed countries. The number of
least developed countries offering a significant Islamic
banking activity is limited to 5 countries including
Afghanistan, representing about 2% of the global Islamic
banking segment in 2019. The paper focuses on the
challenges of Islamic banking in least developed countries
and may bring solutions to Islamic banks in least and more
developed countries to deal with identified challenges and to
gain market share from conventional banks.

Finally, the COVID-19 pandemic has seriously wounded the
world economy. Afghanistan and least developed countries
have not been spared. Having coped with many political and
economic crises in the last two decades, Afghanistan may
hopefully deal with this calamity in a more resilient manner
than more developed countries. The pandemic has brought a
structural change in the global economic activity. It may be
the opportunity for Islamic banks to promote to potential
customers the values of faith, solidarity, trust, ethics and
religion that humans are seeking in time of great ordeals.
This may mean the optimal time for Islamic banks to
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position themselves in a bolder way.
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Appendix:
Appendix A (Questionnaire)

1. Which Islamic products of the bank are mostly

used?
a. ljara
b. Mudharabah account
¢c. Murabaha
d. Other

If other, please specify

2. What emotions do you want to associate with your
product? (Please circle all the true options)

a. Comfort
b. Security
c. Trust
d. Engaged
e. Other

If other, please specify

3. Who are your target customers? (Please circle all
the true options)
a. Residents

b. Salaried persons
c. Businessmen

d. Businesses

e. Other

If other, please specify

4.

10.

How do you rate the current incentives IBA uses to
attract customers?
1|1213|4]5|6]7]8]9]10

To what extent do you agree with the statement
that IBA’s users have increased after evolving into
an Islamic institution from Bakhtar Bank?

a. Strongly agree

b. Agree

c. Neither agree nor disagree
d. Disagree

e. Strongly disagree

To what extent has IBA been able to spread
awareness about the Sharia-compliant products it
offers?

a. Excellent

b. Very good

c. Satisfactory
d. Notgood

e. Idon’t know

How satisfied are you with the current marketing
strategy of the Islamic Bank of Afghanistan to
target the customers?

a. Very satisfied

b. Satisfied

c. Neither satisfied nor unsatisfied
d. Unsatisfied

e. Very unsatisfied

What is your level of success in the marketing?

a. Excellent

b. Very good

c. Satisfactory

d. Notgood

e. Idon’tknow
How much of your budget do you allocate to
marketing?

a. 5-10%

b. 10-20%

¢. More than 20%

d. Other

If other, please specify

What is your objective behind the marketing of
your business?
a. Getrecognized
Build standard
Get new clients
Promote Islamic banking
Other
If other, please specify

00 o
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11. Please rate your staffs’ behavior with customer on
the following terms:
a. Friendly
b. Helpful __
c. Knowledgeable
Inexperienced
d. Professional

Inappropriate

Hostile

12. How likely are you to recommend IBA to your
family, friends, or colleagues?
a. Extremely unlikely
Somewhat unlikely
Neutral
Somewhat likely
Extremely likely

® o0 T

Appendix B (SWOT Analysis)

Strengths Weaknesses
1. IBA is the first bank 1. Mostly, the conventional
throughout Afghanistan that method of finance, money, and
took the initiative of Islamic banking is taught in educational
Banking and has proved to institutions. This means there is
occur beneficially. a lack of understanding,
IBA is the first bank awareness and a decreased
2. Use of Islamic regulations number of professionals when it
considering the latest global comes to Islamic banking
trends, standards, and compared to  conventional
benchmarks. banking. This applies to IBA
3. Ethics, justice, fairness, either. Lack of proper Islamic
and transparency in banking banking education and
and transactions are some of professional experience could
the many valuable be considered a weakness.
characteristics of IBA.
4. IBA provides a variety of
options and unique services to
businesses and households.

Opportunities Threats
1. There are high demand 4. Increased competition
and a market available for with the existing and
Islamic banking in a Muslim inveterate conventional

country like Afghanistan.

2. IBA being the first-ever
Islamic bank in Afghanistan
adds up to the value of the bank
as well as attracts an exceeding
number of customers.

3. By broadening the Islamic
banking practices, IBA can
play an active role in the
economic  development of
Afghanistan.

banks.

5. Economic, political and
social uncertainty  and
tension, as well as war, are
proven to be downward for
the banking sector in general
and it could delay the growth
process of the Islamic
banking system.
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In order to report the financial information in the financial statement in an accurate, reliable and truthful
manner, Turkish Financial Reporting Standards (TFRS) have been prepared. With the implementation of these
standards, the need to update the current chart of accounts has arisen and Draft Chart of Accounts In
Accordance With Financial Reporting Standards has been published. In this study, the differences between the
liquid assets group in the current uniform chart of accounts and the cash and cash equivalents group in the draft
chart of accounts were determined and these differences were explained with examples. The data were
collected by documentary analysis method and subjected to content analysis. As a result of the analysis,
although there is no significant change regarding the cash account; significant differences have been identified
in terms of operation in checks received, checks issued and payment orders, banks and other current assets
accounts. The cash and cash equivalents are followed in more detail in the new chart of accounts.

1. Giris

olmasin1 saglamak amaciyla Vergi Usul Kanunu'na
dayanilarak hazirlanan Tekdiizen Hesap Plam1 (TDHP),

Finansal bilgi kullanicilarina sunulan mali tablolarin dogru, 1992 yilindan beri yiiriirliktedir. Ancak TDHP, gerek

giivenilir, ihtiyaca uygun, anlagilabilir ve karsilagtirilabilir

giinlimiiz muhasebe uygulamalarinda ve gerekse de gercege
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uygunluk acisindan yetersiz kalmaktadir (Ding ve Atabey,
2019: 179-180). Bu durum ise muhasebenin tiretmis oldugu
finansal bilginin ve finansal bilgilerin raporlandigi mali
tablolarin niteligini ve kalitesini olumsuz etkilemektedir. Bu
olumsuzluklar1 ortadan kaldirmak, Uluslararasi Finansal
Raporlama Standartlari’na (UFRS) uyum saglamak, mali
tablolarin 6nemini, niteligini ve kalitesini artirmak amaciyla
finansal raporlama standartlari ve muhasebe standartlar
hazirlanmis ve uygulanmaya baslanmistir.

Ulkemizde, ulusal muhasebe standartlarii saptamak ve
yayimlamak amactyla, 1999 yilinda 4487 sayili kanunla,
Sermaye Piyasas1 Kanunu’na eklenen bir madde ile Tiirkiye
Muhasebe Standartlar1 Kurulu kurulmustur. Bu kurul, 2011
tarthinde yaymmlanan 660 sayili Kanun Hilkmiinde
Kararname (KHK) ile kapatilmig ve yerine Kamu Gozetimi,
Muhasebe ve Denetim Standartlari1 Kurumu (KGK)
kurulmustur. KGK uluslararasi standartlarla uyumlu
Tiirkiye Muhasebe Standartlari’m1 (TMS) olusturmak,
yayimlamak, denetim standartlarini belirlemek ve uygulama
birligini saglamak {tizere yetkilendirilmistir (660 Sayili
KHK, m. 1).

Bu gelismelerden sonra KGK, hazirlanan TMS/TFRS
cer¢evesinde Finansal Raporlama Standartlarina Uygun
Hesap Plant olusturmak amaciyla taslak hesap plani
yayimlamistir. Yeni hesap plam taslagi, isletmelerin
TMS/TFRS’ye gore mali tablolarini hazirlamalarina ve
muhasebe  sistemlerini  de standartlar kapsaminda
kurmalarina imkan saglayacaktir (Gokgen ve Ataman,
2020a: 351). Ulkemizde halen finansal tablolarii hem
standartlara gére hem de TDHP’na gore olusturmak zorunda
olan isletmeler oldugu diisiiniiliirse, bu durum karisikligi
ortadan kaldiracaktir. Ayrica yeni hesap planmi taslagi ile
ihtiya¢ duyulan finansal bilgi dogru, giivenilir, ihtiyaca
uygun, anlagilabilir, kargilagtirilabilir ve gergege uygun bir
sekilde mali tablolarda sunulacaktir. Bu gelismeler
cer¢evesinde TDHP giiniimiiz gereksinimleri ve standartlar
kapsaminda yenilenmis olacaktir.

Isletmelerde giinliik faaliyetlerin yerine getirilmesi ve
isletme devamliliginin saglanmas icin, nakit varliklarmin
durumu ve takibi 6nem arz etmektedir. Isletmeler cesitli
amagclarla nakit varliklar bulundurmaktadir. Ik olarak,
hammadde ve malzeme alimi, personel {icretlerinin
o0denmesi, vergilerin o0denmesi gibi islemleri
gergeklestirmek igin harcama amaciyla elde tutmaktadir.
Ikinci olarak, tahsilatlarin zamaninda yapilmamasi gibi
beklenmedik olaylar karsisinda ihtiyag amaciyla elde
tutulmaktadir. Ugiincii olarak ise bu varliklar, kazang elde
etmek amaciyla spekiilasyon amach elde tutulmaktadir. Bu
amaglarla elde tutulan nakit ve nakit benzeri varliklarin
yoOnetimine, gelir getirmeyen bir varlik olarak kabul edildigi
icin yeteri kadar énem verilmemektedir (Onal, 1996: 94).
Ancak bu varliklarin gereginden fazla veya eksik
bulundurulmasi isletmeleri sikintiya sokacaktir. Bu

varliklarin saglandiklar1 kaynaklardan dolay1 bir maliyeti ve
de bir firsat maliyeti s6z konusudur. Ayrica enflasyonun
yiliksek oldugu donemlerde bu varliklar deger azalisina
maruz kalacaktir. Diger taraftan, ihtiyag olandan az
bulundurulmasi,  isletmenin  giinlik  faaliyetlerini
aksatacagindan dolay1 isletmenin devamliligini olumsuz
etkileyecektir. Isletmeler, diger varliklarinda oldugu gibi bu
varliklarini da en etkin bir sekilde kullandiginda gelir elde
edebileceklerdir. Finansal verilerin dogru ve giivenilir
olmast, bu varliklarin etkin bir sekilde yonetilmesine etki
edecektir. Sadece isletmeler acisindan degil, diger finansal
bilgi kullanicilarinin kararlarinda da dogru finansal bilgi
etkili olacaktir. Bu varliklara iligkin finansal veriler,
muhasebe bilgi sisteminden elde edilmektedir. Bu nedenle,
muhasebe bilgi sisteminde bu verilerin dogru bir sekilde
kaydedilmesi ve sunulmasi hem isletmelere hem de diger
finansal bilgi kullanicilarina faydali bilgi saglayacaktir.

Isletmelerin en likit varliklarin1 olusturan kasa, banka ve
¢ek, Muhasebe Sistemi Uygulama Genel Tebligleri
(MSUGT) Tekdiizen Hesap Plani’'nda Hazir Degerler,
Finansal Raporlama Standartlarina Uygun Hesap Plani
Taslagi’nda ise Nakit ve Nakit Benzerleri olarak ifade
edilmektedir. Bu hesap grubu isletmenin likidite durumu ile
giinlik faaliyetlerini siirdiirme olanagina sahip olup
olmadigim tespit etmede en onemli gostergedir. Bu nedenle
bu hesap grubunun mali tablolarda gergege uygun sunumu,
finansal bilgi kullanicilar1 agisindan 6nemlidir.

Bu calismada, muhasebe bilgi sisteminde nakit ve nakit
benzeri varliklarin kayit ve takibi i¢in kullanilan hesaplar,
mevcut TDHP ve TDHP taslagi agisindan karsilastirmali
olarak incelenmistir. Bu dogrultuda, TDHP’nda yer alan
Hazir Degerler grubu ile KGK tarafindan yayimlanan
Finansal Raporlama Standartlarina Uygun Hesap Plani
Taslagi’ndaki  Nakit ve Nakit Benzerleri grubu
karsilagtirilmig, farkliliklar tespit edilmis ve ortaya c¢ikan
farkliliklar 6rneklerle agiklanmastir.

Literatiirde konu ile ilgili ¢alismalar analiz edildiginde;
Gersil (2014), nakit ve nakit benzerleri kavramlarini Tiirkiye
Muhasebe Standardi-7 ve Tekdiizen Muhasebe Sistemi
agisindan karsilastirmalr olarak Orneklerle agiklamstir.
Tekdiizen hesap plani taslaginin yayimnlanmasiyla birlikte,
Akdogan (2019), Onal (2019) ve Kablan (2020), mevcut
tekdlizen hesap plami ile hesap plani taslagi arasindaki
farkliliklar tiim hesaplar bazinda incelemislerdir. Ozulucan
ve Temel (2020), Vergi Usul Kanunu (VUK) ile Tirkiye
Muhasebe Standartlart (TMS) ¢ercevesinde stoklari
inceleyerek, hesap plan1 taslagina goére muhasebe
uygulamalarma yer vermislerdir. Mevcut tekdiizen hep
plani ile hesap plami taslagmin karsilastirmasini; Ozbek
(2019), maliyet hesaplar1 agisindan, Ozbek ve Badem
(2020), kar veya zarar tablosu hesaplar1 bakimindan,
Gokgen ve Ataman (2020b) ise, iretim maliyetleri agisindan
incelemislerdir. Bu calismalar incelendiginde, degisikligin
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cogunlukla tiim hesaplar bazinda ya da diger hesap gruplari
dikkate alinarak incelendigi gézlemlenmektedir. Yapilan bu
calismada ise, nakit ve nakit benzerleri, mevcut tekdiizen
hesap plani ve hesap plani taslagi agisindan karsilastirmali
olarak 6rnek muhasebe uygulamalari ile incelendiginden
dolay1 literatiire katki saglayacaktir. Ayrica, hesap plam
taslagimin kabul edilip uygulanmasiyla birlikte muhasebe
egitimine de kaynak olusturacaktir.

2. Yontem

Aragtrmada nitel aragtirma yontemlerinden biri olan
belgesel tarama yoluyla veriler toplanmig ve ulasilan
dokiimanlar karsilagtirmali igerik analizine tabi tutulmustur.
Nitel arastirma, cogunlukla arastirma konusu hakkinda ¢ok
fazla bilgi bulunmadiginda veya arastirma konusunun
altinda yatan bilgilere ulasilmak istendiginde kullanilir
(Yaras, 2019: 252). Belgesel tarama, arastirma konusu
hakkinda var olan kayit ve belgelerin incelenmesiyle
verilerin toplandigi ve analiz edildigi sistematik bir veri
toplama teknigidir. Bu teknikte toplanan veriler igerik
analizine tabi tutularak agiklanir ve yorumlanir (Kablan,
2020: 105). Bu degerlendirmeler ¢ercevesinde arastirmada,
yeni hesap plani taslaginda yer alan Nakit ve Nakit
Benzerleri grubu ile TDHP’deki Hazir Degerler grubu igerik
analizine tabi tutularak hesap gruplar karsilagtirilmis,
aralarindaki farkliliklar ve benzerlikler tespit edilmis ve
orneklerle agiklanmuistir.

3. Bulgular ve Tartisma

TDHP’de yer alan hazir degerler grubu ile yeni hesap plant
taslaginda bulunan nakit ve nakit benzerleri grubunun
karsilastirilmast sonucunda elde edilen bulgular asagidaki
gibidir.

3.1. Hazir Degerler ile Nakit ve Nakit Benzerleri
Gruplarina Iliskin Karsilastirmalar

Hazir degerler grubu, 1 Sira No’lu Muhasebe Sistemi
Uygulama Genel Tebligi Hesap Plan1 Agiklamalan
kisminda “nakit olarak elde veya bankada bulunan varliklar
ile istenildigi zaman deger kaybina ugramadan paraya
¢evirme imkani1 bulunan varliklar1 (Menkul kiymetler harig)
kapsar.” seklinde tanimlanmistir. Yeni hesap plam
taslaginda ise, Nakit ve nakit benzerleri grubu, “Nakit,
isletmedeki nakit ile vadesiz mevduattan olusur. Nakit
benzerleri ise, tutar1 belirli bir nakde kolayca ¢evrilebilen ve
degerindeki degisim riski 6nemsiz olan yiiksek likiditeye
sahip kisa vadeli yatirimlardir. Nakit benzerleri; kisa vadeli
yiikiimliiliikler igin nakit yonetiminin bir pargasi olarak elde
bulundurulan ve yatinm amaciyla kullanilmayan
varliklardir. Bir varligin nakit benzeri olarak kabul edilmesi
icin  degeri  kesinlikle saptanabilen bir nakde
doniistiiriilebilmesi ve degerindeki degisim riskinin 6nemsiz

olmasi gerekir” seklinde ifade edilmistir.

Nakit kavrami, TDHP’de eldeki veya bankadaki varliklar
olarak ifade edilirken, yeni hesap plani taslaginda ise nakit
kavrami, isletmedeki nakit ve vadesiz mevduat olarak ifade
edilmistir. Burada goriilmektedir ki, TDHP ve standartlar
gercevesinde hazirlanan hesap plani taslaginda kasadaki
para agisindan farklilik yoktur. Ancak bankadaki para
acisindan yeni hesap plani taslagi vadesiz mevduati nakit
olarak kabul etmektedir. Vadeli mevduatlar nakit olarak
kabul edilmemektedir.

Nakit benzerleri, TDHP’de istenildiginde deger kaybina
ugramadan paraya ¢evrilen varliklar olarak ifade edilirken,
yeni hesap plant taslaginda ise, degerinin kesinlikle
belirlenebilen bir nakde doniistiiriilmesi ve degerindeki
degisim riskinin 6nemsiz oldugu ve yiiksek likiditeye sahip
kisa vadeli yatirimlar olarak tanimlanmigtir. TDHP nakit
benzerlerinde, deger kaybina ugramadan paraya c¢evrilme
Ozelligine vurgu yaparken, hesap plani taslaginda ise,
degisim riskinin 6nemsiz oldugu belirtilmistir.

TDHP ve hesap plami taslagimna goére gruplarda yer alan
hesaplar asagidaki tabloda yer almaktadir.

Tablo 1. TDHP ve Hesap Plami Taslagina Gore Gruplarda Yer
Alan Hesaplar

. FINANSAL RAPORLAMA
TEKD%{E\T\I IHESAP STANDARTLARINA UYGUN
HESAP PLANI TASLAGI
~ 10. NAKIT VE NAKIT
10. HAZIR DEGERLER  pr o pn opd
100 Kasa 100 Nakit Kasas1

101 Alinan Cekler

102 Bankalar

103 Verilen Cekler ve
Odeme Emirleri (-)

101 Alinan Cekler

102 Bankalar

103 Verilen Cekler ve
Odeme Emirleri (-)

104 Kredi Kartiyla Yapilan

104 Satiglardan Nakit
Benzeri Niteligindeki
Alacaklar

105 Nakit Benzeri

105 Niteligindeki Menkul
Kiymetler

106 106 Nakit Benzeri Diger
Varliklar

107 107

108 Diger Hazir 108 Banka Mevduati Limit

Degerler Kullanimlari (-)

109 Nakit ve Nakit
Benzerleri Deger
Disiikligii Karsiligi (-)

Yukaridaki tablodaki bilgilere gére, TDHP’de yer alan hazir
degerler grubunun adi, hesap plani taslaginda nakit ve nakit
benzerleri olarak degistirilmistir. TDHP’de yer alan hazir
degerler grubu bes hesaptan olusurken, yeni hesap plani
taslaginda nakit ve nakit benzerleri grubu ise dokuz hesaptan
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olugmaktadir. Taslak hesap planinda 101 Alian Cekler, 102

Bankalar, 103 Verilen Cekler ve Odeme Emirleri
hesaplarinin  hesap kodunda ve admnda degisiklik
yapilmamigtir. 100 Kasa hesabinin hesap kodunda

degisiklik yapilmamis fakat hesabin ad: Nakit Kasasi olarak
taslakta degistirilmistir. 108 Diger Hazir Degerler hesabi ise
taslakta 106 Nakit Benzeri Diger Varliklar olarak yer
almistir. Ayrica 104, 105, 108 ve 109 nolu hesaplar taslak
hesap planinda yeni eklenen hesaplardir.

3.2. 100 Kasa ile 100 Nakit Kasas1 Hesaplarina Iliskin
Karsilastirma
Kasa, taslaktaki yeni adiyla nakit kasasi, isletmelerin elinde

bulunan Tirk Lirast (TL) ve yabanci paralarin TL
karsiliginin takibinde kullanilan hesaptir. TDHP ve taslak

hesap planinda hesabin isleyisinde farklilik
bulunmamaktadir. Ancak yabanci paralarin raporlama
donemlerinde ortaya ¢ikan kur farklarinin

muhasebelestirilmesinde kullanilan hesaplarda degisiklik
bulunmaktadir. TDHP’de, kur farkinin olumlu olmasi
durumunda “646 Kambiyo Karlar1” hesab1 kullanilirken, bu
hesabin yerini hesap plani taslaginda “664 Kur Farki
Kazanglar1” hesabi almistir. Kur farkinin olumsuz olmasi
durumunda TDHP’de kullanilan “656 Kambiyo Zararlar1 (-
)” hesabimin yerini ise taslakta “674 Kur Farki Zararlari (-)
hesab1 almustir.

3.3. 101 Alinan Cekler Hesabina Iliskin Karsilastirma

Alman ¢ekler TDHP’de gergek ve tiizel kisilerin isletmeye
vermis olduklari, heniiz tahsil ve ciro edilmemis g¢eklerin
izlendigi hesap olarak ifade edilmektedir. Taslakta ise,
gercek ve tiizel kisilerin islemeye vermis olduklart ve her an
tahsil  edilebilir  ¢eklerin izlendigi hesap olarak
tanimlanmigtir. Taslakta ayrica isletme tarafindan alinan
¢eklerin ileri tarihli olmasi durumunda alinan ¢ekler
hesabinin kullanilamayacagi, on iki ay ya da normal faaliyet
doénemi igerisinde tahsil edilebilir ¢eklerin “122 Alinan Ileri
Tarihli Cekler” hesabinda, on iki ay ya da normal faaliyet
donemi igerisinde tahsil edilemeyen geklerin “222 Alman
fleri Tarihli Cekler” hesabinda takip edilmesi gerektigi
belirtilmistir. Bu farklilikla ilgili muhasebede yapilmasi
gereken kayit 6rnegi asagidaki gibidir.

Ornek-1: X isletmesi 20.01.2020 tarihinde miisterisi Y
isletmesinden 5.900 TL’lik ticari alacagma Kkarsilik
12.05.2020 tarihli ¢ek almistir. Yapilacak yevmiye kaydi:

a) Tekdiizen Hesap Planina Gore Kayit
20/01/2020

101 ALINAN CEKLER
101.01 Portfoydeki Cekler
120 ALICILAR

5.900,00
5.900,00

120.01 Y Isletmesi
Miisteriden Alinan Ileri Tarihli
Cek Kaydi.

b) Hesap Plam Taslagina Gore Kayit

20/01/2020

122 ALINAN ILERT
TARIHLI CEKLER
122.01 Portfoydeki Cekler
120 MUSTERILERDEN
ALACAKLAR
120.01 Y Isletmesi
Miisteriden Alman Ileri Tarihli
Cek Kaydi.

5.900,00
5.900,00

Isletmenin almis oldugu ¢ekin vadesinin on iki aydan uzun
olmasi durumunda taslak hesap planimna gore yapilacak
yevmiye kaydinda “222 Alinan ileri Tarihli Cekler” hesabi
yevmiye defterinin borcun da yer alacaktir.

Alman ¢eklerin yabanci para cinsinden olmasi durumunda
raporlama donemlerinde ortaya g¢ikan kur farklari hesap
plan1 taslagina gore, kur farkinin olumlu olmasi durumunda
664, kur farkinin olumsuz olmasi durumunda ise, 674 nolu
hesaplara kaydedilecektir.

3.4. 102 Bankalar Hesabina iliskin Karsilastirma

TDHP bankalar hesabini, igletmelerin yurt iginde ya da yurt
disinda banka veya benzeri finansal kurumlara yatirdigi ve
¢ektigi paralarin takip edildigi hesap olarak tanimlarken,
taslak hesap plani ise, isletmelerin yurt iginde ya da yurt
disinda bulunan vadesiz mevduat hesaplari ile vadesi 3 ay
ve daha kisa vadeli mevduat hesaplarinin takibinde
kullanilan hesap olarak tanimlamistir. Taslak hesap
planinda, vadesi 3 aydan uzun bir yildan kisa olan vadeli
mevduat hesaplari i¢in “115 Bankalardaki Vadeli Mevduat”
hesabi, vadesi bir yildan uzun olan vadeli mevduat hesaplari
i¢in ise “205 Bankalardaki Vadeli Mevduat” hesab1 yeni
hesap olarak eklenmistir. Taslakta bloke edilen mevduat
hesaplarinin da vadesine bagli olarak ayr1 ayri izlenmesi
gerektigi diizenlenmistir. Vadesi bir yilin altinda olan bloke
mevduat hesaplart i¢in “116 Kullanim1 Kisith Banka
Bakiyeleri”, vadesi bir yildan uzun olan bloke mevduat
hesaplart icin ise “206 Kullanim1 Kisitlanmis Banka
Kalanlar1” hesaplart olusturulmustur. Bankalar hesabinda
yapilan degisikliklerle ilgili muhasebede yapilmasi gereken
kayit 6rnekleri agsagidaki gibidir.

Ornek-2: X isletmesi vadesiz mevduat hesabinda bulunan
4.000 TL’yi aynm1 bankada 6 ay vadeli %18 faiz oranlh
mevduat hesabna yatirmugtir. Islemle ilgili yapilacak
yevmiye kayitlari:

a) Tekdiizen Hesap Planina Gore Kayit
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102 BANKALAR
102.02 TL Vadeli
Mevduat 4.000,00
102 BANKALAR
102.01 TL Vadesiz Mevduat
6 Ay Vadeli Mevduat

Hesabina Para Yatirma Islemi

4.000,00

b)  Hesap Plam Taslagina Gore Kayit

115 BANKALARDAKI
VADELI MEVDUAT
115.01 TL Vadeli Mevduat
102 BANKALAR
102.01 TL Vadesiz Mevduat
6 Ay Vadeli Mevduat Hesabina
Para Yatirma Islemi

4.000,00
4.000,00

Yukaridaki ornekte agilan vadeli mevduat hesabr 3 ay ve
daha kisa vadeli olmasi halinde taslaga gore yapilacak
yevmiye kaydinda yevmiye defterinin borcunda 102 nolu
hesap yer alacaktir. Taslak hesap plani, isletmelerin banka
hesaplarina bloke uygulanmasi durumunda 102 nolu hesapta
degil vadesine gore 116 ya da 206 nolu hesaplarda takip
edilmesini belirtmistir. Bu islemlere ait 6rnek muhasebe
kayitlari asagida verilmistir.

Ornek-3: X isletmesinin, A bankas1 vadesiz mevduat
hesabinda bulunan 7.000 TL’lik tutar igin icra dairesinden
gelen yazi geregi banka igletmemizin hesabina bloke islemi
uygulamistir. Islemle ilgili yapilacak yevmiye kayitlari:

a) Tekdiizen Hesap Planina Gére Kayit

102 BANKALAR
102.03 Bloke Hesaplar
102.03.01 A Bankasi
102 BANKALAR
102.01 TL Vadesiz Mevduat
A Bankasindaki Vadesiz Mevduat
Hesabina Yapilan Bloke Islemi

7.000,00

7.000,00

b)  Hesap Plam Taslagina Gore Kayit

116 KULLANIMI KISITLI
BANKA BAKIYELERI

116.01 A Bankasi Bloke
Hesabi

7.000,00
7.000,00

102 BANKALAR

102.01 TL Vadesiz Mevduat
A Bankasindaki Vadesiz Mevduat
Hesabma Yapilan Bloke Islemi

Yukarida taslaga gore yapilan yevmiye kaydinda bloke
isleminin bir y1ldan fazla olmasi durumunda, 116 nolu hesap
yerine 206 nolu hesap yevmiye defterinde bor¢lu hesap
olarak yazilacaktir.

3.5. 103 Verilen Cekler ve Odeme Emirleri Hesabina
Iliskin Karsilastirma

Verilen ¢ekler ve ddeme emirleri hesabi ile ilgili TDHP ve
hesap plani taslagi karsilastirildiginda hesabin kodu, adi ve
taniminda degisiklik yapilmamistir. Ancak isleyis niteligi ile
ilgili taslakta, ileri tarihli olarak diizenlenen verilen ¢eklerin
bu hesapta takip edilmeyecegi, kisa ya da uzun vadeli
yiikiimliilik durumuna gore “322 Verilen ileri Tarihli
Cekler” veya “422 Verilen ileri Tarihli Cekler” hesaplarinda
takip edilecegi taslakta yer almaktadir.

3.6. 108 Diger Hazir Degerler Hesabma iliskin
Karsilagtirma

Diger hazir degerler hesabi, pullar, vadesi gelen kuponlar,
tahsil edilecek banka havaleleri ile posta havalelerinin
takibinde kullanilan hesaptir. Taslak hesap planinda, diger
hazir degerler hesabmin kodu, adi ve kapsami
degistirilmigtir. Hesabin yeni kodu ve adi “106 Nakit
Benzeri Diger Varliklar” olarak degistirilmis, ayrica diger
hazir degerler hesabinda izlenen kredi kartindan dogan
alacaklar i¢in “104 Kredi Kartiyla Yapilan Satiglardan Nakit
Benzeri Niteligindeki Alacaklar” hesab1 eklenmistir. 104
nolu hesap, TDHP’nda yer almayan ancak taslak hesap
planina yeni eklenen bir hesaptir. Isletmelerin muhasebe
politikalart geregi nakit ve nakit benzeri olarak
nitelendirilen kredi kartiyla yapilan satiglarindan dogan
alacaklarin takibi i¢in olusturulmus hesaptir. Ancak bu
hesabin igletmenin muhasebe politikalarinda ticari alacak
olarak nitelendirilen kredi kartiyla yapilan satiglardan dogan
alacaklarda kullanilamayacagi, bu gibi alacaklarda alacagin
vadesine bagli olarak “123 Kredi Kartiyla Yapilan
Satiglardan Alacaklar” veya “223 Kredi Kartiyla Yapilan
Satislardan Alacaklar” hesabinin kullanilacagi taslakta
vurgulanmistir. TMS-7 standardina gore isletmeler nakit ve
nakit benzerlerine ait bilesenlerini muhasebe politikalarinda
aciklamasi gerekir.

Ornek-4: X isletmesi %18 KDV dahil 3.540 TL’lik Ticari
Mal1 kredi karti ile satmigtir. (Banka ile yapilan anlagsma da
kredi kart1 ile yapilan satiglardan dogan alacak bir giin sonra
isletmenin  hesabina aktarilmaktadir.) Islemle ilgili
yapilacak yevmiye kayitlari:
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a) Tekdiizen Hesap Planina Gore Kayit

108 DIGER HAZIR DEGERLER
108.01 Kredi Kart1
Saglarindan Alacaklar
600 YURT ICI SATISLAR
391 HESAPLANAN KDV
Kredi Kart1 Ile Mal Satis

3.540,00

3.000,00
540,00

b)  Hesap Plam Taslagina Gore Kayit

104 KREDI KARTIYLA
YAPILAN SATISLARDAN
NAKIT BENZERI
NITELIGINDEKI
ALACAKLAR

104.01 Kredi Kart1

Saglarindan Alacaklar

600 YURT ICI SATISLAR
391 HESAPLANAN KDV
Kredi Kart1 Ile Mal Satis

3.540,00

3.000,00
540,00

3.7. 105 Nakit Benzeri Niteligindeki Menkul

Kiymetler Hesabina Iliskin Karsilastirma

Taslak hesap planinda yeni eklenen ancak TDHP’nda
bulunmayan diger hesap “105 Nakit Benzeri Niteligindeki
Menkul Kiymetler” hesabidir. Bu hesap, nakit benzeri
niteligi tagtyan menkul kiymetlerin takibi igin taslakta yeni
eklenen hesaptir. Nakit benzeri niteligini tasimayan menkul
kiymetler bu hesapta degil, finansal yatirimlar grubunda yer
alan ilgili hesaplarda takip edilecegi vurgulanmigtir. Nakit
benzeri olarak nitelendirilen menkul kiymetler, alis
islemlerinde bu hesaba bor¢ kaydedilitken elden
¢ikartilmast durumunda yine bu hesaba alacak kaydedilir.
Elden ¢ikarilmasindan dolay1 ortaya ¢ikan kar “666 Nakit
ve Nakit Benzeri Varliklar ile Menkul Kiymet Yatirimlarina
iligkin Diger Gelir ve Kazanglar” hesabina alacak
kaydedilirken, ortaya ¢ikacak zarar ise “676 Nakit ve Nakit
Benzeri Varliklar ile Menkul Kiymet Yatirimlarma iliskin
Diger Gider ve Zararlar” hesabina bor¢ kaydedilir.

Ornek-5: X isletmesi A bankasindan vadesine 2 ay kalmus,
vade sonu degeri 200 TL olan devlet tahvilini 180 TL’ye
ilgili bankada bulunan hesaptan 6denmek suretiyle satin
almugtir. Isleme ait yapilacak yevmiye kayitlart:

a) Tekdiizen Hesap Planina Gére Kayit

112 KAMU KESIMI TAHVIL,
SENET VE BONOLARI
102 BANKALAR
102.15 Yatirim Hesab1
Devlet Tahvili Alimi1 (Kalan Vade 2

Ay)

180,00

180,00

b)  Hesap Plam Taslagina Gore Kayit

105 NAKIT BENZERI
NITELIGINDEKI MENKUL 180,00
KIYMETLER
102 BANKALAR
102.15 Yatirim Hesab1

Devlet Tahvili Alimi (Kalan Vade 2

180,00

Ay)

Ornek-5: X isletmesi 10.06.2021 tarihinde vadesine 2 ay
kalmis hazine bonosunu 200 TL’ye satin alinmistir.
20.06.2021 tarihinde satin alinan hazine bonosu 215 TL ye
satilmis, satis bedeli bankadaki hesabimiza havale
edilmistir. Satis islemine ait yapilacak yevmiye kayitlari:

a) Tekdiizen Hesap Planina Gére Kayit

20/06/2020

102 BANKALAR
112 KAMU KESiMi TAHVIL,
SENET VE BONOLARI
645 MENKUL KIYMET SATIS
KARI1

215,00
200,00

15,00

Hazine Bonosu Satis Islemi

b)  Hesap Plam Taslagina Gore Kayit

102 BANKALAR
105 NAKIT BENZERI
NITELIGINDEKI
MENKUL KIYMETLER
666 NAKIT VE NAKIT BENZERI
VARLIKLAR
ILE MENKUL KIYMET
YATIRIMLARINA
ILISKIN DIGER GELIR VE
KAZANCLAR

Hazine Bonosu Satis Islemi

215,00
200,00

15,00

3.8. 108 Banka Mevduati Limit Kullamimlar

Hesabina iliskin Karsilastirma

Taslak hesap planinda yeni eklenen hesaptir. Bu hesap,
bankalarda acilan kredili cari hesaplarin banka tarafindan
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belirlenen limitler dahilinde negatife diistiigliinde nakit ve
nakit benzerleri grubunun tutarini diizeltmek amacryla
kullanilan hesaptir.

Ornek-5: X isletmesinin A bankasindan gelen hesap
Ozetinde satictya verilen 1.000 TL’lik ¢ekin isletmenin
hesabinda para olmadigi i¢in kredili cari hesabindan
odendigi tespit edilmistir. Isleme ait yapilacak yevmiye
kayitlari:

a) Islemin Gergeklestigi Giin Yapilacak Kayt

103 VERILEN CEKLER VE
ODEME EMIRLERI
102 BANKALAR
102.11 Kredili Cari Hesap
Cekin Odenmesi

1.000,00
1.000,00

b) Finansal Raporlama Déneminde Yapilacak Kayut

102 BANKALAR
102.11 Kredili Cari Hesap

108 BANKA MEVDUATI LIMIT 1.000,00
KULLAN.
Negatif ~ Bakiyenin  Diizeltme 1.000,00

Hesabina Aktarilmasi.

3.9. 109 Nakit ve Nakit Benzerleri Deger Diisiikligii
Karsilig1 Hesabina Iliskin Karsilastirma

TDHP’nda yer almayip taslak ¢ercevesinde yeni eklenen bir
diger hesaptir. Bu hesap, nakit ve nakit benzerleri
kalemlerinde ortaya ¢ikan deger diigiikliigii karsiliklarmnin
takibinde kullanilir.

4, Sonu¢

Mali tablolarin niteligini ve kalitesini arttirmak, finansal
bilgi kullanicilarinin  dogru, glivenilir, ihtiyaca uygun,

anlagilabilir ve karsilagtirilabilir bilgiye ulasmalarini
saglamak  amaciyla ~TMS/TFRS  hazirlanmig  ve
uygulanmaya baglanmistir. Bu  gelismeler mevcut

TDHP’nin giincellenmesi ihtiyacint dogurmus ve bu
cergevede KGK, gecerli finansal raporlama cergevesine
uygun yeni hesap plani taslagi yayimlamistir.

Bu c¢aliima da KGK tarafindan yayimlanan Finansal
Raporlama Standartlarina Uygun Hesap Plan1 Taslagi’ndaki
nakit ve nakit benzerleri grubu ile mevcut TDHP’de yer alan
hazir degerler grubu karsilastirilmis, iki grup arasindaki
farkliliklar tespit edilmis, Orneklerle bu farkliliklar
acgiklanmustir.

TDHP hazir degerler grubu ile hesap plani taslagindaki nakit
ve nakit benzerleri gruplart karsilastirilarak asagidaki
sonuglara ulagilmistir:

(i).  Taslak hesap planinda grubun adi, nakit ve nakit
benzerleri olarak degistirilmistir.

(if).  Taslak hesap planinda gruba yeni
eklenerek hesap sayisi 9’a ¢ikarilmistir.

(iii).  Nakit ve nakit benzerleri taslakta yeniden
diizenlenmistir. Kasa ve vadesiz mevduat nakit olarak
taslakta nitelendirilmis, alinan ¢ekler, verilen ¢ekler ve
O0deme emirleri, 3 aya kadar vadeli mevduat, nakit benzeri
niteligindeki kredi kart1 satig alacaklar1 ve menkul kiymetler
nakit benzerleri olarak diizenlenmistir.

(iv). Taslak hesap plani kur farklarindan dolay1 ortaya
¢ikacak farkliliklar igin kullanilacak hesaplarin adini ve
kodunu degistirmistir.

hesaplar

(v). Taslak hesap planinda kasa hesabinin kodu ve
isleyis niteligi degistirilmemis ancak hesabin adi kismi
degistirilmistir.

(vi).  Taslak hesap planinda alinan ¢ekler hesabinin kodu
ve ad1 degistirilmemis, ancak ileri tarihli diizenlenen c¢ekler
i¢in yeni hesaplar eklenmistir. Ileri tarihli diizenlenen ¢ekin
vadesine gore 122 ya da 222 nolu hesaplarda takip edilmesi
$6z konusudur.

(vii). Taslak hesap planinda bankalar hesabinin kodu ve
ad1 degistirilmemistir. Hesabin kapsaminda degisiklik
yapilmis, vadesiz mevduat hesaplari ile vadesi 3 ay ve daha
kisa vadeli hesaplarin bu hesapta takip edilecegi, 3 aydan
fazla olan vadeli hesaplar i¢in ise vadesine bagli olarak diger
hesap gruplarina eklenen yeni hesaplarda takip edilmesi
gerektigi belirtilmigtir. Ayrica bloke edilen hesaplar igin de
taslak hesap planinda yeni hesaplar eklenmistir.

(viii). Taslak hesap planinda verilen g¢ekler ve 6deme
emirleri hesabinin kodu ve adi degistirilmemistir. Hesabin
isleyisinde farklilik yapilmis olup, ileri tarihli verilen
geklerin kisa veya uzun vadeli yiikiimliilik olmasi
durumuna gore 322 ya da 422 nolu hesaplarda takip edilmesi
$6z konusudur.

(ix). Taslak hesap planinda diger hazir degerler
hesabinin kodu, ad1 ve kapsami degistirilmistir. Hesap 106
nolu kodla taslak hesap planinda yer almis ve hesabm
kapsamindan kredi kartindan dogan alacaklar ¢ikartilmistir.
Nakit ve nakit benzeri niteliginde olan bu alacaklar i¢in 104
nolu yeni bir hesap eklenmistir.

(x).  Isletmelerin bankalarda bulunan kredili cari hesap
bakiyelerinin pozitiften negatife doniismesi durumunda,
nakit ve nakit benzerleri grubunun gercege uygun bir sekilde
raporlanabilmesi i¢in raporlama donemlerinde negatif
bakiyenin aktarildigi 108 nolu yeni bir hesap eklenmistir.
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Calismada, karsilastirma sonucunda farkliliklar tespit
edilmis ve bu farkliliklar agiklanarak orneklerle
desteklenmistir. Bu ¢alismada mevcut ¢aligmalardan farkli
olarak hesap plam taslagi, TDHP ile genel olarak
karsilagtirmamus, taslakta yer alan nakit ve nakit benzerleri
grubu TDHP’de yer alan hazir degerler grubuyla ayrintili
karsilagtirilmis ve 6rneklerle agiklanmistir. Calisma, hesap
plan1 taslagimin kabul edilip uygulanmasiyla birlikte
muhasebe egitimine ve bu konuda yapilacak g¢alismalara
katk1 saglayacaktir.
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Extended Summary
Purpose

Uniform Chart of Accounts (UCA), which was prepared on
the basis of the Tax Procedure Law (TPL), has been in effect
since 1992 in order to ensure that the financial statements
presented to financial information users are accurate,
reliable, relevant, understandable and comparable.
However, the UCA is insufficient in terms of both today’s
accounting practices and veridicality. A draft chart of
accounts has been published in order to eliminate these
problems, to comply with International Financial Reporting
Standards (IFRS), and to create a chart of accounts in
accordance with financial reporting standards in order to
increase the importance, characteristic and quality of
financial statements. In this study, the changes in the Liquid
Assets group, where the most liquid assets of the enterprises
are monitored and reported, are examined. For this purpose,
the Cash and Cash Equivalents group in the Draft Chart of
Accounts in Accordance with the Financial Reporting
Standards published by The Public Oversight, Accounting
and Auditing Standards Authority (KGK) and the Liquid
Assets group in the UCA were compared, the differences
were determined and the differences were explained with
examples.

Literature Review

When the studies on the subject were analyzed in the
literature; Gersil (2014) comparatively explained the
concepts of cash and cash equivalents with examples in
terms of Turkish Accounting Standard-7 and Uniform
Accounting System. With the publication of the draft
uniform chart of accounts, Akdogan (2019), Onal (2019)
and Kablan (2020) examined the differences between the
current uniform chart of accounts and the draft chart of
accounts on the basis of all accounts. Ozulucan and Temel
(2020) included accounting practices according to the draft
chart of accounts by examining stocks within the framework
of the Tax Procedure Law (TPL) and the Turkish
Accounting Standards (TAS). Comparison of the current
uniform chart of accounts and the draft chart of accounts was
performed by Ozbek (2019) in terms of cost accounts, by
Ozbek and Badem (2020) in terms of profit or loss statement
accounts, by Gokcen and Ataman (2020a) in terms of
service production costs, and by Gokgen and Ataman
(2020b) in terms of production costs.

In this study, with sample accounting practices, the
comparatively analysis of the cash and cash equivalents in
terms of the current uniform chart of accounts and the chart
of accounts in accordance with financial reporting standards
will contribute to the literature.

Design/methodology/approach

In the study, the data were collected through documentary
analysis, which is one of the qualitative research methods,
and the documents reached were subjected to comparative
content analysis.

Findings

The following results were obtained by comparing the UCA
liquid assets group and the cash and cash equivalents groups
in the chart of accounts.

- In the draft chart of accounts, the name of group was changed
to cash and cash equivalents.

- Inthe draft chart of accounts, new accounts were added to the
group and the number of accounts was increased to 9.

- The cash and cash equivalents were rearranged in the draft.
While cash and demand deposits were defined as cash in the draft,
checks received, checks issued and payment orders, deposits with
a maturity of up to 3 months, credit card sales receivables and
securities with cash equivalents were classified as cash equivalents.

- The draft chart of accounts changed the name and code of
accounts to be used for differences that may arise due to exchange
rate differences.

- In the draft chart of accounts, the code and functioning nature
of cash account were not changed, but the name of the account was
partially changed.

- The code and name of checks received account in the draft
chart of accounts were not changed, but new accounts were added
for future-dated checks. It is possible that the check issued with a
future date will be followed in accounts no. 122 or 222, depending
on its maturity.

- The code and name of banks account were not changed in the
draft chart of accounts. The scope of the account was changed, and
it was stated that demand deposit accounts and accounts with a
maturity of 3 months or less should be followed in this account,
while time deposit accounts with a maturity of more than 3 months
should be followed in new accounts added to other account groups
depending on their maturity. In addition, new accounts were added
to the draft chart of accounts for blocked accounts.

- The code and name of checks issued and payment orders
account in the draft chart of accounts were not changed. A
difference was made in the operation of the account, and checks
issued with a future date can be followed in accounts no. 322 or
422, depending on whether they are short-term or long-term
liabilities.

- Inthe draft chart of accounts, the code, name and scope of other
liquid assets account were changed. The account numbered as code
106 was included in the draft chart of accounts and the receivables
arising from the credit card were excluded from the scope of the
account. A new account numbered as 104 was added for these
receivables, which were the cash and cash equivalents.

- In case the overdraft current account balances of enterprises in
banks turn from positive to negative, a new account numbered as
108 was added to which the negative balance is transferred in the
reporting periods in order to properly report the cash and cash
equivalents group.
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1. Introduction

Local products which are peculiar to a certain region, related
to a certain region and come and have local meanings carry
an identity and cultural value for the local people. Local
products represent the region in which they’ve been
produced and they’re also knowns with their traditional
product name. For this reason, they reflect a certain culture
since they are part of daily life together with the production
processes in the regions they belong to (Yasar, 2014). Local
products, besides the benefits to cultural transfer, have an
impact on prchasing decisions of consumers and this trait
creates socio-cultural side of local products (Marescotti,
2003).

Especially today, with the improvements of technology and

the widespread usage of internet in every house online
shopping is increasingly used. With the spread of online
shopping, many small businesses have many advantages in
terms of bringing their products, especially local products,
to consumers (Ataman, 2001: 40-42).

Today, consumers ' purchasing intentions and attitudes
towards products vary in regards to products and prices.
Especially, the effect of price sensitivity on local products
and mediating effect of theattitude towards local products in
purchase intention of local products is a matter that needs to
be analysed from this point, the main purpose of the research
is to examine the mediating effect of attitudes towards local
products in the effect of consumer’ price sensitivity
perceptions on their loca product purchase intention. Also,
the demographic traits of the participants; testing the
differences in terms of price sensitivity, attitudes to local
products and purchase intention to local products. With
these purposes research, made about four main parts. In the
next part the basic concepts related to the subject are
explained and the theoretical framework of the study is
presented; in the third part the findings of the application, in
the last part, results and suggestions are given.

2. Conceptual Framework

2.1. Local Product and Geopraphical Indication
Concept

Traditional product or local product, means a featured
product obtained as a result of accombination of various
traditional materials Using particular and traditional
production methods and can be prominently distinguished
from others in terms of their features according to the same
product groups (Mevzuat, 2013).

Local products are quality products with a specific feature
and the reputation level by consumers is also quite high.
Also, they may have a number of featured production
secrets, therefore they are valuable and are legally protected
by means such as ‘geographical indication’ so as to protect
their special structures against alteration or imitation
(Tekelioglu, 2010). Geographical indication; It basically
refers to a local product name that differs form its
counterparts and owes this difference to the region from

which it originates. Geographical indications are divided
into two as origin name and source of indication the name
of origin is a name that originate from a region, or country,
in exceptional cases, deriving or essential traits from the
natural and human elements peculiar to this geographical
area, and determining the products the production of which,
processing and other processes are all realized within the
boundaries of this geographical area. The geographical
indication, on the other hand, is a name that defines the
product originating from a locality, region or country with
defined geographical boundaries, identified with this
geographical area in terms of a distinct quality, reputation or
other traits, and the production of which, processing and
other processes are made within the boundaries of the
specified geographical area (Turkish Patent Institute, 2020).

Even though it does not fall into either of these two product
groups, if the product known by consumer markets, for
many years (at least 30 years) or if the product provide the
two conditions, the product can fall into the local product
rank (Turkish Patent Institute, 2020). From the products in
the studys, String Cheese, Moldy string Cheese (Gogermis
Cheese), Karnavas Mulberry Molasses and Ispir Haricot
Bean are the geographical indication products. In our
research both local products under legal protection and all
products that have been classified as local products for many
years have been taken.

2.2.  Local Product Belonging to Erzurum Province

Erzurum, located in the forth largest province in terms of
surface area of Turkey, is lacated in the Eastern Anatolia
Region and bears the date of the settlement of its kinds since
the first period of history. It is understood from the common
features of various cultural remains unearthed through
archaeological excavations dating back to 4000 BC, that
Erzurum and its surroundings have been used as a living
arrangment  for approximately six thousand years
(Giindogdu 2010: 16). Owing to its location on the Silk Road
and its position as the trade center of the East, Erzurum,
which has a rich cultural heritage, has also provide the
diversity of local products. According to the informations
that has been taken from the website of Erzurum Provincial
Directorate of Culture and Tourism, the main products
belonging to Erzurum province, ; String Cheese, Cilantro ,
Persian Bread (Lavash ), ferula comunis, Noodle, fried meat
,flaky pastry , Honey,gégermis (Kerti cheese ) Cheese,
Pasinler potato Ispir haricot Bean, farmer molasses , Cheese
Halva, Estragon, Asphodel, Rowan Berry, Basil, Rhubarb
(Eskin)  Fruit Leather (Cornelian Cherry, Berry),
Churchkhela (Ispir, Tortum, Uzundere) and Ispir Clotted
Cream (Erzurum Provincial Directorate of Culture and
Tourism, 2021).

2.3. Attitudes Towards Local Products

With the aim of learn what, when, how, and why consumers
buy or why they don't buy, it is necessary to determine the
decision-making behavior of consumers and the factors
affecting these behaviors (Karafakioglu, 2006: 94). Many
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factors play a role in the decision of consumer to buy
products and services. One of these factors is consumers '
attitudes to products and services. Consumers' beliefs and
attitudes are effective in determining the brand preferences
of products and services, and also affect their purchasing
decisions (Volckner, 2008). In addition to the past
experiences of the personi his/her family and immediate
circle, personality traits are also effective in attitude
patterns. The different roles individuals have in society such
as friends, students, parents and employers; family
structures, occupations, economic status and status also
affect their purchasing behavior by guiding their attitudes
(Sevindik, 2005: 64-71). Nevertheless, psychological
factors such as perception, learning, motives, beliefs and
emotions are also effective in the formation of attitudes.
Attitude straightforwardly affects one's perceptions and
behaviors, affecting the of any situation positively or
negatively (Tevriiz et al., 2001: 1.4).

2.4. Price Sensitivity

In the simplest definition, price is the money that individuals
pay for a good or service they want to have and/or the goods
or services subject to exchange. Pricing is a sensitive
decision area. Since price represents a value that comes out
of the consumers’ pocket, it is the first trait that draws
attention in the process of obtaining ownership of a good or
service (Karafakioglu, 2006: 29).

Price sensitivity also known as a price elasticity (flexibility)

and express to the reaction of consumers to the price of a
product or service, and the change in consumer demand
against price changes (Mucuk, 2001: 165). Many factors
such as price-quality perception of the product, the prestige
and value of the product in the accordance of the consumer,
its hedonic effect are effective in price sensivity. These
factors guiding to consumers’ attitudes and behaviors are a
factor in the emergence of purchasing decisions. (Volckner,
2008).

It gives a general idea to consumers about product or service
quality and affects consumers ' product choosing. At the
same time, consumers believe they can have a value thanks
to products, which they want to have for various reasons,
and in order to have this value they venture to bear a specific.
This value limit in the eyes of consumer is effective in the
determination of the cost. However, if the product they want
to have has a surplus value for them, then they will be
willing to bear an excessive cost. If he/she believes to have
a high value achievement with the product he/she will have,
consumers are ready to pay different prices (Torlak and
Altunigik, 2012: 152-154; Kurtulus and Okumus, 2006).

2.5. Intention to Purchase

Intention means planning to do something in advance and is
a significant indicator of the actual will to accomplish any
behavior (Mutlu et al.,, 2011: 55). Purchase intention,
defined as a consumers’ planing to buy a certain brand or
product in a certain timeline or consumers’ intention to buy
a certain product or service (quoting from Cetin and

Kumkale, 2016). The difference between the situation
consumers are in and the situation they want to achieve sets
out their necessaries. Requests and requirements are
bountless, yet not all can be provided. Despite the endless
request and need consumers have, they have limited sources.
In order to provide requests and needs, there are need to have
many main conditions such as purchasing power, the ability
to access products or services (Karafakioglu, 2006: 3-4).

Consumers make many purchase decisions so as to be satisfy
with their requests and needs purchasing intention is a result
of consumers ' sense of to have a product or service and
decision-making behaviors. It is one of the ranks of the
purchasing process that occurs with the effects that lead to
his/her choice among alternatives that meet his/her requests
and needs (Bergeron, 2004).

3. Method

In this section, research’s pattern, sample, analysis of data
and informations relating to hypothesis are taking part.
Atatiirk University, Social And Human Sciences Ethics
Committee Chairman has been determined to comply with
the ethical rules with the letter dated 15.12.2020 and
numbered 88656144-000-E.2000311565.

3.1. Research’s Pattern

From past to present, researchers are constantly making
efforts and developing various models to find points that
effect consumers ' intentions to buy local products. In this
context, research, has been designed within the framework
of price sensitivity, attitude towards local products and the
dimensions of intent to buy local products and is shown in
Figure 1.

Figure 1. Research Model

Attitude
Towards Local
Products

] Intention to
Price Purchase Local
Sensitivity Products

3.2. Reliability of Measurement

In the research, online survey has been used as a data
collection tool, the questions contained in the survey form
consist of three different groups. The first group of questions
have been asked to determine the demographic
characteristics of the survey participants, the second group
include questions about the participants' local product
preferences and purchasing behavior. In the last and third
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part of the survey form, the dimensions contained in the
research model are included. In this context 'Price Sensivity
Scale' in order to measure participants' perceptions of price
sensitivity, improved by Goldsmith and consisting of 5
items (2005), 'Attitude Towards Mixed Local Products' in
order to measure participants attitudes toward local
products, improved by Toklu and Ustaahmetoglu (2016);
Fishbein and Ajzen (1974); Schneider, and Ceritoglu (2010)
and Meral and Sahin (2013) and made of scales and 9 items,
lastly, 'Purchase Intention Scale' improved by Khan and
Azam (2016), consisting of 5 items, has been used.

Participants' attitudes towards local products, price
sensitivities and expressions of purchasing intentions
(5=Strongly agree, 1=Strongly disagree) were measured
with the 5-point likert scale. Negative statements contained
in the survey form have also been reverse encoded. Also, the
scales of the survey have been translated into Turkish by two
different language experts, and then studies have been
studied in which the survey taken from the original. As a
whole, the evaluation of the model has beenprovided and the
final form has been given and the reliability stage has been
passed.

A reliable scale gives similar results when similar conditions
are applied again (Torlak and Altunisik, 2012: 124). Table 1
contains the measurement reliability coefficients of the
research pattern.

Table 1. Cronbach’s Alpha Values for Scales

. . Cronbach's Alpha  Item
Dimensions

Coefficient Number
Price Sensitivity 0.910 5
Attitudes Towards Local Products 0.974 9
Intention To buy Local Products 0.939 5

The cronbach Alpha reliability coefficient of the model,
consisting of three dimensions and 19 questions, is 0.910 for
the price sensitivity size; 0.974 for the attitude size for local
products and 0.939 for the purchase intention size for local
products. These values show that there are very good levels
of reliable values in all three dimensions.

3.3.  Population and Sample

Due to time and cost constraints, the research universe
consists only of consumers over the age of 18 living in
Erzurum province. In determining the number of samples in
the study, the sample error has been determined as 0.05 with
a confidence level of 95% and a margin of error of 5%. So
as to determine the participants in the survey, the snowball
sampling method has been used from non-random sampling
methods. Snowball sampling is a sampling method that is
applied when it is difficult to determine the main mass to be
reached and the sampling framework obtained by the
researcher does not cover a large number of sample
individuals. The choice of the first individual to be included
in the sample mass is made judicially or coincidentally.
Then the second person is selected by the guidance of the
first interviewee (Gegez, 2007: 251). According to the

population information published by the Turkish Statistical
Institute (2020), according to the census dated 31.12.2019,
the population of Erzurum province is 762,062. When it
predicate on the opinions generally accepted by statisticians;
for Universe sizes of 100,000 and above, the sample volume
is sufficient as the minimum sample size 384, which should
be 95% specific, corresponding to the significance level of
0.05 (quoted by: Gegez, 2007: 260-261).

After the survey form designed, in order to prevent mistakes
in implementation and establish the questions clarity, pilot
survey has been made to 30 participants and according to the
result of security analysis, the statement taking part, 'If i
think the price will be high then I would be less interested to
buy local product' has been removed from the survey form
and last shape has been given to the survey.

Primary data in the study has been collected by online
survey method between 23.12.2020 and 28.12.2020. A total
of 404 participants has been surveyed. As a result of the
survey made, despite the answer 'no' to the question asked at
the beginning, ‘Do you buy local product/products?’, a total
of 395 participants returned the survey after the 9
participants found to have answered the survey questions
removed Survey return rate is calculated as 98%.

3.4. Analysis of Data

In the research pattern, first it has been requested to test the
mediating effect of attitude towards local products. For this
reason, the hypothesis created are based on the perception of
price sensitivity, which is an independent variable, and its
effect on consumers ' purchasing intentions for local
products. First, the H1 hypothesis has been tested, since the
mediating effect will be looked at if this effect is positively
significant. Then, the relationship between the price
sensitivity perceived by consumers and their attitudes
towards local products and finally, the research model has
been tested. Also, differences tests have been conducted on
demographic variables collected through an online survey.
Since the data set was not distributed normally, Mann
Whitney-U and Kruskal Wallis analyses have been done on
these tests.

Data Analysis has been carried out using SPSS 20.00.
Descriptive analysis of the dimensions contained in the
research model has been conducted and demographic
characteristics have beendefined. The “Process Macro”
program improved by Hayes (2013) has beenused to test the
research model. In this program, “Model 4” has
beenselected according to the research model. This analysis
is used to test the mediating effect in the relationship
between a dependent and an independent variable (Hayes et
al., 2017). Based on limited assumptions, these calculations
are clearer to understand and quite easy to use. It also allows
testing hypotheses with specified confidence intervals.

Here is the hypothesis that has been made;
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Hi: There is a positive relationship between the price
sensitivities perceived by consumers and their purchasing
intentions for local products.

Hz: There is a positive relationship between the price
sensitivity perceived by consumers and their attitude
towards local products.

Has: the price sensitivities perceived by consumers have an
instrumental effect on the purchasing intentions of
consumers on local products.

Haa: There is a difference between participants ' sex
characteristics and their perception of price sensitivity.

Hap: There is a difference between participants ' sex
characteristics and their attitudes towards local products.

Hac: There is a difference between participants ' sex
characteristics and their purchasing intentions for local
products.

Haa: There is a difference between participants '
educational status and their perception of price sensitivity.

Hz: There is a difference between participants '
educational status and their attitudes towards local
products.

Has: There is a difference between participants ' educational
status and their purchasing intentions for local products.

Hag: There is a difference between participants' income
level and their perception of price sensitivity.

Han: There is a difference between participants' income
level and their attitudes towards local products.

Hai: There is a difference between participants' income
level and purchasing intentions for local products.

Haj: There is a difference between participants' occupations
and their perceptions of price sensitivity.

Hak: There is a difference between the occupation of the
participants and their attitude towards local products.

Hai: There is a difference between participants’ occupations
and their purchasing intentions for local products.

Ham: There is a difference between participants' ages and
their perceptions of price sensitivity.

Han: There is a difference between the ages of participants
and their attitudes towards local products.

Hao: There is a difference between the ages of participants
and their purchasing intentions for local products.
4. Findings
In this part of the research, the results obtained within the
scope of the research are classified and presented in tables.
4.1. Findings Demographic Traits of the Participants
Demographic variables of participants are shown in Table 2.

In according to these results, it is seen that the majority of
participants are 26-35 years old, educated at the
undergraduate level, have an income level between 14001

and 6000, live in families of 3-4 people, public or private
sector employees, married men and women.

Table 2. Demographic Variables of Participants

Frequency (f) %

Sex Female 208 52,7%
Male 187 47,3%
Age 18-25 73 18,5%
Age 26-35 130 32,9%
Age Age 36-45 111 28,1%
Age 46-55 47 11,9%
56 and + 34 8,6%
Marital status Married 213 69,1%
Single 122 30,9%
Primary school 23 5,8%
Secondary school 37 9,4%
High school 82 20,8%
Educational Status Associate degree 38 9,6%
License 170 43,0%
Graduate 31 7,8%
Doctorate 14 3,5%
Number of Individuals =2 PEOPIe 84 213%
in The Household 3-4 people 243 61.5%
5-6 people 68 17,2%
$2000 or less 54 13,7%
$2001-4000 TL 79 20,0%
Income Level $4001-6000 TL 117 29,6%
$6001-8000 TL 65 16,5%
$8001 and + 80 20,3%
Public Personnel 104 26,3%
Self-Employed 32 8,1%
Private Sector 119 30,1%
Professional Groups Retired . 19 4,8%
Housewife 54 13,7%
Student 55 13,9%
Unemployed 10 2,5%
Other 2 0,5%
4.2. Local Product Purchasing Behavior of

Participants

Data on participants ' local product purchasing behaviors are
shown in Table 3. In accordance with these results of the
table, which examined the frequency of purchasing local
products of participants, 52.4% of participants stated their
preference for butter ‘always’ locally. 35.4% of respondents
stated their preference for kashar cheese ‘always’ locally.
Civil cheese preferences are ‘always and ‘occasionally’
locally, with an equal decency of 28.6%. Gdgermis (moldy)
cheese preference is stated ‘always’ locally compared to
27.1%. Ispir local dry bean preference is stated as
‘occasional’ local with the highest decency of 30.6%. Honey
with the highest rate of 37.7% and molasses with the highest
rate of 37% is ‘always’ locally preferred. Local-specific
scarcity of sugar is stated as ‘never’ with the highest rate of
25.6%. Compared with 30.9 percent of lavash bread ‘Dec’
line ' as specified, compared with 30.9 percent of meat
products sausage ‘Dec’ As is specified as local, and finally
dried food products %compared 32,2 ‘Dec’ As is specified
as local. According to these results, the most common and
most preferred regional products by the consumer in turn
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resulted in butter, honey and molasses. The least preferred
rate is the scarcity of sugar.

Table 3. Local Product Purchasing Behavior of Participants

(N) %

Frequency of Purchase of Local Products
in the Purchases of Participants

Rarely 56 14,2%
Sometimes 149 37,7%
Often 154 39,0%
Always 36 9,1%

Purchase Frequency
Butter

Never 4 1,0%
Rarely 19 4,8%
Sometimes 64 16,2%
Often 101 25,6%
Always 207 52,4%

Purchase Frequency
Kashar Cheese

Never 15 3,8%
Rarely 39 9,9%
Sometimes 117 29,6%
Often 84 21,3%
Always 140 35,4%

Purchase Frequency
Civil Cheese

Never 48 12,2%
Rarely 55 13,9%
Sometimes 113 28,6%
Often 66 16,7%
Always 113 28,6%

Purchase Frequency
Gogermis Cheese

Never 70 17,7%
Rarely 58 14,7%
Sometimes 89 22,5%
Often 71 18%
Always 107 27,1%

Purchase Frequency
Dried Beans

Never 35 8,9%
Rarely 65 16,5%
Sometimes 121 30,6%
Often 80 20,3%
Always 94 23,8%

Purchase Frequency
Honey

Never 10 2,5%
Rarely 30 7,6%
Sometimes 90 22,8%
Often 116 29,4%
Always 149 37,7%

Purchase Frequency
Molasses

Never 10 2,5%
Rarely 31 7,8%
Sometimes 99 25,1%
Often 109 27,6%
Always 146 37%

Purchase Frequency
Kitlama Sugar

Never 101 25,6%
Rarely 82 20,8%
Sometimes 88 22,3%
Often 47 11,9%
Always 77 19,5%

Purchase Frequency
Lavash Bread

Never 42 10,6%
Rarely 60 15,2%
Sometimes 122 30,9%
Often 85 21,5%
Always 86 21,8%

Purchase Frequency
Sausage-Roasting

Never 12 3%

Rarely 47 11,9%
Sometimes 122 30,9%
Often 119 30,1%
Always 95 24,1%

Purchase Frequency
Dried Food

Never 40 10,1%
Rarely 68 17,2%
Sometimes 127 32,2%
Often 91 23%
Always 69 17,5%

4.3. Places of Purchase of Local Products of
Participants

Data on the places where participants buy local products are
given in Table 4.

Table 4. Local Product Purchasing Locations Of Participants

(N) %
A Shop Selling Local Products 263  39,20%
Local Place Market / Supgrmarket 157 23,40%
of Purchase Internet (Online) 66 9,80%
Familiar Manufacturers 184 27,40%
Other 1 0’10%

According to the results, participants shop for local products
from shops selling local products at a rate of 39.20% and
obtain them from familiar manufacturers at a rate of 27.40%.

4.4, Preferred Regional Product Groups of
Participants

Data on which regional product groups the participants
preferred most in their food product preferences are given in
Table 5.

Table 5. Preferred Regional Product Groups

(N) %
Pulses 194 16,40%
Cereals 135 11,40%

Dairy Products 343 28,90%
Bakery Products 145 12,20%
Canning 168 14,20%
Animal Products 150 12,60%
Kitlama Sugar 51 4,30%

Product Groups
Preference

According to this result, it is understood that the participants
preferred regional products from the group of milk and dairy
products (Gogermis Cheese, Civil Cheese, Kashar Cheese,
Cream, Butter, Milk) compared to 28.9%.

4.5. Participants ' Shopping Behavior Priorities for
Local Products

Data on the priority order of participants in local product
shopping behavior are given in Table 6.

When the results were examined, the most important issues
of the participants in order of priority when purchasing local
products were determined as Product Characteristics,
compliance with their budgets and shopping habits.
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Table 6. Priority Ranking of Participants For Local Products

Proximity to Home

highest value is ‘regional products taste better’ with an
average value of 3.5.

Table 8. Findings for Price Sensitivity Statements

Average Std.Deviation

| don't mind paying more money to buy

2.6 1.25119
local products
I don't mind spending a lot of money to 2 6152 1.26201
buy local products
I know that a local product is probably
more expensive than grocery products, 2.8051 1.29622
but it doesn't matter to me
It's worth paying a lot of money for a 2 9367 1.26393
really great local food product
In general, the price or cost of buying a 2 957 1.23637

local product is important to me

Frequency %
3.Priority 130 32,9%
2.Priority 158 40%
1.Priority 107 27,1%
Feature
3.Priority 9 2,3%
2.Priority 81 20,5%
1.Priority 305 77,2%
Habit
3.Priority 46 11,6%
2 Priority 159 40,3%
1.Priority 190 48,1%
Known
3.Priority 97 24,6%
2 Priority 142 35,9%
1.Priority 156 39,5%
Budgeting
3.Priority 46 11,6%
2 Priority 131 33,2%
1.Priority 218 55,2%

4.6. Findings of The Research Pattern

Table 7 contains the mean and standard deviation values for
the expressions contained in the research model. In
evaluating the results of the research on the scale, the
participation levels of the average scores have beentaken
into account (5-1=4/5=0.80). Accordingly, it is classified as
very low in the range 1.00-1.80; low in the range 1.81-2.60;
medium in the range 2.61-3.40; high in the range 3.41-4.20
and very high in the range 4.21-5.00 (Kaplanoglu, 2014:
138). Participants ' attitudes towards local products, price
sensitivities and expressions of purchasing intentions
(5=Strongly Agree, 1=Strongly Disagree) have been
measured with the 5-point likert scale. Negative statements
in the survey are incorporated into the analysis process by
reverse coding. The results of the analysis are included in
the table below.

Table 7. Findings for Expressions of Attitudes Towards Local
Products

Average Std.Deviation

Local products are fresher. 3.443 1.20434
Local products are my priority 3.4962  1.19298
Local products have higher quality. 3.4532  1.23392
Local products are natural, unadulterated 3.5139 1.23061
Local products are healthier. 3.56342  1.23227
Local products are more delicious. 3.5975  1.28343
Local products are strictly produced in 32684  1.20653
the relevant region

There are no tricks in the production of 30658  1.17966
local products.

Local products contain better quality 33013 1.16544

material

According to the results in Table 7, the expression with the

According to the results in Table 8, for participants
‘globally, the price or cost of buying a locally made product
has the highest value of expression is important to me at the
same time, ‘Really worth paying good money for great local
food products’ at equal levels of expression have been
evaluated.

Table 9. Findings on Purchase Intention Statements

Average Std.Deviation

I'm ready to buy local products in the

- 34177  1.26459
future, if not now
| prefer to buy local products while doing
my daily shopping 3.3899  1.19852
As long as | can find it, I will regularly 34582 193615
buy local products ' '
Although the brand is not very familiar, |
prefer to buy local products 3.2684 1.1637
1 buy local products, although it’s a little 3.3063 1.16847

expensive

According to the results in Table 9, ‘as long as I can find it,
I will buy local products regularly’ has the highest value
with an average of 3.45.

4.7. Testing Hypothesis

In this part of the study, hypotheses established within the
scope of the research model will be tested. The “Process
Macro program” developed by Hayes (2013) and working
with the SPSS infrastructure was used to identify these
relationships.

Before the hypothesishave beentested, VIF and Durbin
Watson coefficients have beenlooked at to determine
whether there is a problem of multi-linearity between the
independent variables or not. In the analysis, Durbin Watson
coefficient was 1,869; VIF value was 1,130 and tolerance
value was 0,885. Since these values are within the
appropriate ranges specified, there is no problem of multi-
linearity.

Information about the Hi hypothesis and testing of the
hypothesis is given below.
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Hi: there is a positive relationship between the price
sensitivities perceived by consumers and their purchasing
intentions for local products.

Table 10. Analysis of Research Model Dimensions

Dependent Variable: Std.
Purchase Intention Error t p LLCI ULCI
Steady 2.202 ,1729 12.737 ,000 1.8624 2.5422

Price Sensitivity 4189 ,0593 7.0611 ,000 ,3023 5356
R=, R’=, __ _
a3 11, F=4985 p=  0.000

LLCI= lowest confidence interval, ULCI= highest confidence
interval

According to the results of the analysis in Table 10, it has
been determined that the effect of price sensitivity on
purchasing intent was significant because p=0.000 and that
there was a significant relationship in a positive direction
because the Beta value was positive. In addition, LLCI, the
lower limit of the trust range, ULCI, 3023, and ULCI, the
upper limit of the trust range, 5356 have been found to be
significant because bootstrap results have not contain zero
at the 95% importance level.

In analyses in which the effect of the intermediary variable
is measured, there must be a significant relationship between
the independent variable and the dependent variable.
Therefore, it is important for the study that the H1
hypothesis is significant

According to these results, the Hi hypothesis has been
accepted. It has been found that price sensitivity has a
positive significant effect on consumers ' intentions to buy
local products.

Information about the H. hypothesis and testing of the
hypothesis is given below.

Hz: there is a positive relationship between the price
sensitivity perceived by consumers and their attitude
towards local products.

Table 11. Analysis of Research Model Dimensions

Dependent std
Variable: Purchase B ' t p LLCI ULCI
- Error
Intention
Steady 2.205 ,1763 12.511 ,0000 1.8591 2.5524
Price Sensitivity 4321 0605 7.142 ,0000 ,3131 ,5510
R=, RZ%*, _ _
339 114 F= 51,011 p= 0.000

According to the results of the analysis in Table 10, it has
been determined that the effect of price sensitivity on
purchasing intent was significant because p=0.000 and that
there was a significant relationship in a positive direction
because the Beta value was positive. In addition, LLCI, the
lower limit of the trust range, ULCI 0,3131 and ULCI, the
upper limit of the trust range, 0,5510 have been found to be
significant because bootstrap results havenot contain zero at
the 95% importance level.

According to these results, the Hz hypothesis has been

accepted. It has been found that price sensitivity has a
positive significant effect on consumers ' intentions to buy
local products.

Information about the Hs hypothesis and testing of the
hypothesis is given below.

Ha: the price sensitivities perceived by consumers have an
instrumental effect on the purchasing intentions of
consumers towards local products.

According to the results of the analysis in Table 12, it has
beenconcluded that price sensitivity alone had an effect on
the intention to buy, and the H, hypothesis has
beenaccepted. Looking at the intermediary effect of price
sensitivity on purchasing intentions for local products of
consumers ' attitudes towards local products, it is seen that
price sensitivity is p=0.1352. This also suggests that there is
a complete tool effect. In addition, LLCI, which is the lower
limit of the trust range, ULCI 0,2722, and ULCI, which is
the upper limit of the trust range 0,4839 the term interaction
was significant because bootstrap results did not contain
zero at the 95% importance level.

Table 12. Analysis of Research Model Dimensions

Dependent
Variable: Std.
Purchase B Error t p LLCIULCI
Intention
Steady ,2887 ,0955 3.0240 ,0027 ,1010 ,4764
Attitute ,8676 ,0231 37.5586 ,0000 ,8221 ,9130
Price Sensitivity ,0441 ,0294 1.4971 ,1352 ,0138 ,1020
R=, R2=, __ _
898 807 F=819,672 p=, 0000
Relationship in
Which Attitude . . Agent
Towards Local , Ol Direct Indirect E?fect LLCI ULCI
Products Is Impact Impact  Effect Type
Instrumental
Price
Sensitivity-
Purchase 4189 ,0441  0.3749 Full ,2722 ,4839

Intention for
Local Products

Taking into account the information given in Table 12, it is
seen that the value of the direct effect is not zero, yet its
value decreases. The difference between the total effect and
the direct effect indicates the magnitude of the indirect
effect. As can be understood from the table, the indirect
effect is 37%. It is also necessary to determine the
significance of this effect with the emergence of an indirect
effect. This can be specifiedby Bootstrap confidence interval
statistics. When studying Bootstrap results, the lower bound
and upper bound (both must be below zero or above both
(Preacher and Hayes, 2008). Looking at the values in Table
12, it is observed that both values are above zero.

According to these results, the Hs; hypothesis has been
accepted. It has been found that the price sensitivities
perceived by consumers have an instrumental effect on the
purchasing intentions of local products.
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Ha sub-hypotheses and information about testing hypotheses
are given below.

Haa: There is a difference between participants ' sex
characteristics and their perception of price sensitivity.

Hap: There is a difference between participants ' sex
characteristics and their attitudes towards local products.

Hac: There is a difference between participants ' sex
characteristics and their purchasing intentions for local
products.

Haa: There is a difference between participants ' educational
status and their perception of price sensitivity.

Hae: There is a difference between participants ' educational
status and their attitude towards local products.

Has: There is a difference between participants ' educational
status and their purchasing intentions for local products.

Hag: There is a difference between participants ' income level
and their perception of price sensitivity.

Han: There is a difference between participants ' income level
and their attitude towards local products.

H4i: There is a difference between participants ' income level
and purchasing intentions for local products.

Haj: There are differences between participants ' occupations
and their perceptions of price sensitivity.

Ha: There is a difference between the occupation of the
participants and their attitude towards local products.

Hai: There is a difference between participants ' occupations
and their purchasing intentions for local products.

Ham: There is adifference between participants * ages and
their perceptions of price sensitivity.

Han: There is a difference between the ages of participants
and their attitudes towards local products.

Hao: There is a difference between the ages of participants
and their purchasing intentions for local products.

Normality analysis has beenperformed before testing
whether there aredifferences between demographic traits
and dimensions in the study or not. As a result of the
analysis, it 's been found that it was p=0.000 in three
dimensions and did not dissipate normally. Therefore, non-
parametric tests have been applied.

First, it has been tested whether the sexes of participants
differed between the dimensions of the research pattern. The
results of the analysis are shown in Table 13.

Table 13. Results of Analysis of Differences by Sex of Participants

According to these results, the Hi. hypothesis has been
accepted and the Hap and Hac hypotheses have been rejected.

According to the results of the Mann Whitney-U test,
conducted to determine price sensitivity, attitude to local
products, and the state of purchase intention to differ by sex,
there is a significant difference between men and women in
terms of local product price sensitivity (p<0.05). There is no
statistical difference between men and women in terms of
attitude towards local products and purchase intention
(p>0.05). Men were found to have high price sensitivity
averages.

The participants have been tested for significant differences
between their educational status and the dimensions of the
research model, and the results of the analysis are shown in
Table 14.

Table 14. Analysis Results Differ According to Participants
Educational Status

Price  Attitude Towards _ 'ntention to
Sensitivity Local Products "~ Uchase Local
Products

Kruskal-Wallis H ~ 49.804 10.911 11.736
df 6 6 s
Asymp. Shallow. N
(2-tailed) 0,00 0.091 0.068
Educational
Status

According to these results, the Hi, hypothesis has
beenaccepted and the Hs and Hai hypotheses have
beenrejected. According to the results of the Kruskal Wallis
test, conducted to determine whether price sensitivity and
attitude towards local products and purchasing intent differ
according to the level of Educational status, price sensitivity
differs statistically significantly according to the level of
Educational status (p<0.05). In terms of attitude towards
local products and intention to buy, there is no statistical
difference depending on the level of Educational status
(p>0.05). It has been found that price sensitivity has the
highest average at the graduate level of Educational status.

A significant difference between the participants ' income
level status and the dimensions of the research model has
beentested and the results of the analysis are shown in Table
15.

Table 15. Results of Analysis of Differences by Participants '
Income Level

Price Attitude Intention to
Sensitivity Towards Local Purchase Local

Products Products
Kruskal-Wallis H 13.487 19.989 23.418
df 4 4 4
Asymp. Shallow. - - -
(2-tailed) 0,009 0,001 0,000
Income Level

Price  Attitude Towards Intention to
Lo Purchase Local
Sensitivity  Local Products

Products
Mann-Whitney U 15763.0 19023.5 18898.0
Wilcoxon W 37499 36601.5 36476
Z -3.263 -0.375 -0.488
Asymp. Shallow. -
(2-tailed) 0,001 0.707 0.625

According to these results, the Hag, Han and Hai hypotheses
have been accepted. Price sensitivity, attitude towards and
intention to purchase local products, and showing
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differences according to income level group of the
participants performed in order to determine the condition
of the Kruskal-Wallis test according to the results, price
sensitivity, consumers attitude and purchase intention
towards the income level of local products with statistically
significant differences (p<0.05). It has been found that as
income increases in all three dimensions, attitudes and
purchasing intentions towards local products increase; as
income level decreases, price sensitivity increases.

A significant difference between the occupation of
participants and the dimensions of the research model has
beentested, and the results of the analysis are shown in Table
16.

Table 16. Difference Analysis Results by Occupation of
Participants

Price Attitude Intention to
Sensitivity Towards Local Purchase Local

Products Products
Kruskal-WallisH  24.018 11.725 16.47
df 6 6 6
Asymp. Shallow. * -
(2-tailed) 0,001 0.068 0,011
Professional
Status

According to these results, the Hs; and Ha hypotheses have
been accepted and the Hax hypothesis has beenrejected. Price
sensitivity, attitude towards purchase intention of local
products and showing the occupations of the participants
performed in order to determine the condition of a difference
according to the Kruskal-Wallis test according to the results,
significant mean differences between price sensitivity and
purchase intention of respondents by occupation (p<0.05).
There are no statistically significant differences between
participants ' attitudes towards local products and their
professions (p>0.05). It has beenfound that pensioners '
purchasing intentions for local products were high on
average, while participants in the self-employed group had
a high perception of price sensitivity.

A significant difference has beentested between the ages of
participants and the dimensions of the research model, and
the conclusionsof the analysis are shown in Table 17.

Table 17. Analysis Results Differ by Age of Participants

Price Attitude Intention to
Sensitivity Towards Local Purchase Local

Products Products
Kruskal-WallisH ~ 12.143 16.2 26.184
df 4 4 4
Asymp. Shallow. - - -
(2-tailed) 0,016 0,003 0,000
Age

According to these results, the Ham, Han and Hao hypotheses
have been accepted. According to the results of the Kruskal
Wallis test, conducted to determine whether price
sensitivity, attitude to local products and purchasing
intentions differ according to the age of participants; there is

a statistical difference between participants price
sensitivity, attitude to local products and purchasing
intentions according to age groups (p<0.05). Consumers in
the 26-35 age range in all three dimensions have the highest
average in all three dimensions.

5. Conclusions and Commendations

Today, with the uncontrolled growth of the world's
population, the socio-economic changes of consumers have
led to a reshaping of their habits and preferences. All these
changes and developments have changed the structure of
consumption Especially with the new technologies used
extensively in the production of food and other basic needs
and the amenities introduced during the distribution phase,
consumers ' demand for local products and the importance
for local products has increased. In the literature, while the
concept of local is called, quality, taste, confidence and
naturalness are expressed in the consumer's mind,
consumers ' price sensitivity to local products, attitudes
towards local products and purchasing intentions are
considered as factors.

In this study, in which the mediating effect of the attitude
towards local products in the effect of the price sensitivity
perceptions of consumers on their local product purchase
intention has been examined, the following results have
been reached;

While the participants mostly buy butter, they prefer the
local one in these preferences. The least preferred local
product of the participants is limp sugar. Local product
purchases are mostly made from shops selling local products
or from familiar producers. Among the local product groups,
the most preferred product group is milk and dairy products.
The most important issues of the participants when
purchasing local products are listed as the features of the
product, compliance with the budget and habits. Generally,
local products have been found to be more delicious than
other products and it is seen that the participants are willing
to pay much more for a local product, but still care about the
price and cost of local products.

According to the results of the analysis to determine whether
the attitude towards local products, price sensitivity and
purchase intention differ according to the demographic traits
of the participants;

There is a significant difference between men and women in
terms of price sensitivity perception by sex. There is no
significant difference in terms of attitude towards local
products and purchase intentions. While the price sensitivity
of the participants varies according to their educational
status level, there is no difference between the attitude
towards local products and the purchase intention according
to the educational status level. There is a significant
difference between price sensitivity, attitude towards local
products and purchase intention and the income level of the
participants. There is a significant difference according to
their professions in terms of price sensitivity and purchasing
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intention of the participants. There is no significant
difference between the attitude towards local products and
the professions of the participants. There is a significant
difference according to the age groups of the participants in
terms of price sensitivity, attitudes towards local products
and purchase intention.

We can say that the price sensitivity perceived by the
consumers and their attitudes towards local products have a
mediating effect on their purchase intention towards local
products. It has been determined that price sensitivity has a
significant positive effect on consumers' intention to buy
local products. It has been determined that the price
sensitivity of consumers has a significant positive effect on
the attitudes of consumers towards local products. In
addition, it has been determined that the price sensitivity
perceived by the consumers has a mediating effect on the
purchasing intention of the consumers towards the local
products.

In this study, a research has been conducted to determine the
effect of attitude towards local products and price sensitivity
on the consumers' intention to buy local products. In future
studies, the effects of different effects on the intention to
purchase local products can be examined and the literature
can be enriched. By removing the limitations of this
research, new studies to be conducted on a larger sample will
be more valid in terms of generalizing the results. In
addition, considering local products based on different
product groups and consumer demographic characteristics
will add depth to the subject.
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The main purpose of this study is to understand whether organizational identity influences job satisfaction and
question which role the employee in the process of absorption in the work will adopt. The sample of this study
includes 225 workers in a private company in Istanbul. Statistical analysis is applied to the data collected from
participants via questionnaires. The relationship between study variables was investigated by correlation and
structural equation modeling analyses. According to the findings, employees’ identification of themselves with
organizational identity depends on the satisfaction they obtain from their job. Another finding is that
employees’ absorption and dedication has a partial mediating role in this effect. Results of this research were
discussed within the framework of the existing literature.

1. Giris

Orgiitsel kimlik, kisinin isten aldig1 tatmini ve orgiitiin
etkinligini etkileyen orgiitsel
zamandir tartigilan kritik bir yap1 olarak kabul edilmektedir
(Ashforth ve Mael, 1989). Kisinin ne zaman, ni¢in ve nasil
orgiitsel  kimlik,

davrandigint  agiklamaya

davranis alaninda uzun

kavram, bir orgiitiin paylasilan ortak degerlerinin ve temel
ozelliklerinin ¢alisanlardan tarafindan nasil algilandig
agiklamakta ve “Biz kimiz?" sorusunun cevabini
vermektedir. Bununla birlikte, kisinin kimligiyle uyumlu
sosyal bir kimlige vurgu yapmaktadir. Sosyal kimligin
aciklanmasinda Sosyal Kimlik Teorisi (Tajfel, 1972) ve
Benlik-kategorizasyonu Teorisi (Turner vd., 1987) yaygin

caliganlarinin tutum ve davranislarinda izlenmektedir. Bu
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olarak kullanilan teorilerdir. Bu teorilere gore kimlik, kisisel
ve grup (sosyal) kimligi olarak ikiye ayrilmaktadir. Kigisel
kimlik kisinin varligini ve degerlerini ortaya g¢ikararak
digerlerinden farklilastigini anlatirken; sosyal kimlik grubun
degerleri amag ve hedefleri ile iliskili olup benzerligi
anlatmaktadir.

Kisinin igini ve onun Ozelliklerini biligsel olarak
degerlendirmesi, orgiit icinde kendisini sosyal bir kimlikle
tanimlamasi, genel olarak isyeri davranisi ile tutumlarini
etkilemekte (Van Dick vd., 2004), orgiite yonelik olumlu
inan¢ ve duygularin olugumunu tesvik etmektedir (Mael ve
Ashforth, 2001). Bir tutum olarak is tatmini “insanlarin
islerinden ne kadar hoslandigi (memnuniyet) veya
hoslanmadig1 (memnuniyetsizlik) olarak tanimlanmaktadir
(Spector, 1997). Ise tutulma ise orgiite duygusal ve
entelektiiel baglilik veya ¢alisanlarin islerinde sergiledikleri
istege bagli ¢aba miktart olarak tanimlanmaktadir (Saks,
2006).

Orgiitsel kimligin is tatminini etkileyip etkilemedigi, kisinin
fiziksel, zihinsel ve duygusal olarak kendisini isine adamasi
ve kendini isi ile ifade etmesi olarak tamimlanan ise
tutulmanm bu siiregte roliiniin ne oldugu sorgulanmasi
arastirmanin  amacint  olusturmaktadir. Bu  amag
dogrultusunda, igsellestirilen orgiitsel kimligin ¢alisanlarin
islerinden aldiklar1 tatmin duygusunda ne derece etkili
oldugunun ortaya ¢ikarilmasi ve orgiite ait olma ihtiyacinin
karsilandigi, kisinin sahiplenerek savundugu bir durumda
isten duymus oldugu tatmin diizeyinde ise tutulmanin farkli
boyutlarim roliiniin ne oldugu Sosyal Kimlik Teorisi,

Benlik-kategorizasyonu Teorisi ve Duygusal Olaylar
Teorisi ¢ergevesinde tartigilacaktir. Boylece, kisinin
orgiitsel kimliginin kendi kimligine ve isine nasil

yansidigini bagkalariyla olan iliskilerinin isten duydugu
tatmini nasil etkiledigi arastirilacaktir. Son olarak bu
calismada ise tutulmanin roliiniin, kavrami olusturan
boyutlar acgisindan incelenmesi ¢alismanin farkliliint
ortaya koymaktadir.

2. Kavramsal Cerceve ve Hipotezler

2.1. Orgiitsel Kimlik

Kisilerin grup olarak yasama bicimine biiyik o6lglide
uyarlanmis olduklar1 ve bir grup baglami disinda
kaldiklarinda ise, ¢ok iyi donamimli olmadiklari
goriilmektedir. Sosyal olaylarin kusatmasi olgusu, kisinin
yagsaminin oncesinde ve sonrasinda var olmasi nedeniyle,
kisiyi bir grupla iliski kurmaya zorunlu kilmaktadir (Brewer,
1991). Bu zorunluluk, kisiyi yasadigi sosyal ortam
icerisinde kendisini siniflandirmasina ve ait olma ihtiyacini
ortaya ¢ikarmaktadir. Dolayisiyla kisinin sosyal alandaki
varligr i¢in once kendi kisisel kimligini ortaya koymasi
sonrasinda ise sosyal kimligiyle iliskiler kurmasi
beklenmektedir. Sosyal bir ortam bigimi olan orgiitlerde
kisinin orgiit liyeleriyle etkilesime girmesi ya da diger liyeler
gibi olmak istemesi ya da kabul edilmeye olan ihtiyaci
sosyal kimligi belirginlestirmektedir.

Sosyal Kimlik Teorisi ve Benlik-kategorizasyonu Teorisi
sosyal kimligi aciklamaktadir. Sosyal kimlik orgiitlerde
kisinin ait olma ihtiyactm1 ve kendisini nasil
konumlandirdigini ~ vurgulamaktadir.  Sosyal  kimlik
teorisinin temel Onermesi, bir grupla tanimlanmanin,
gruplarn  normlarmin  ve degerlerinin bireyin benlik
kavramina dahil edilmesini icermektedir (Tajfel ve Turner,
1986). Benlik-kategorizasyonu teorisi ise belirli bir
durumda kisinin sosyal kimliginin (6rnegin orgiitiin bir
iiyesi olarak) belirgin olmast ve kisinin benlik saygisini
artirmak amaciyla kendini sosyal kategorilerle tanimlamasi
olarak 6ne ¢ikmaktadir (Turner vd., 1987).

Orgiitler sosyal gruplara gore kiyasla sosyal iliskilerin
yogun oldugu yapilardir. Orgiitsel kimlik kavrami- "Bir
orgiit olarak biz kimiz?" sorusunun cevabi olarak orgiitsel
davranis ¢alismalarinda kok bir yapi haline gelmistir (Albert
vd, 2000; Pratt vd, 2016). Ashforth ve Mael, (1996),
Whetten ve Mackey, (2002) orgiitsel kimligi kendi kendini
tanimlama veya Orgiitsel iddialar1 barindiran bir karakter
olarak ifade ederken Gioia ve Chittipeddi (1991) ile
Kjaergaard ve arkadaglart (2011), Orgiitiin tanimlayici
ozellikleriyle ilgili orgiitsel iiyeler arasinda paylasilan
inanglar olarak tamimlanmigtir (Oliver ve Vough, 2020).
Ravasi ve Schultz (20006), 6rgiitsel kimligi, bir drgiitiin temel
Ozelliklerinin  {iyeler tarafindan genis bir sekilde
paylasildigi, sosyal olarak yapilandirilmis algi seklinde
tanimlamaktadir (Oliver ve Vough, 2020).

2.2. Ise Tutulma

Ise tutulma, kisinin bulundugu rollerde fiziksel, bilissel ve
psikolojik olarak mevcut olmasi (Kahn, 1990; 1992)
anlaminda literatiirde kullanilmaktadir. Anlik ve belirli bir
durumdan ziyade, ise tutulma belirli bir nesneye, olaya,
kisiye veya davraniga odaklanmayan daha kalic1 ve yaygin
bir duygusal-bilissel durumu anlatmaktadir (Schaufeli vd.,
2006). Ise tutulma literatiirde cogunlukla 6rgiite duygusal ve
entelektiiel baglilik veya ¢aliganlarin islerinde sergiledikleri
istege bagl ¢aba miktar1 olarak tanimlanmaktadir (Saks,
2006).

Ise tutulma canlilik, kendini adama ve kendini kaptirmayla
karakterize edilen, is ile ilgili olumlu, tatmin edici,
duygusal-motivasyonel bir iyilik halini yansitmaktadir. Ise
tutulma konusunda farkli goriisler olmasina ragmen, cogu
akademisyen, igse tutulmus calisanlarin yiiksek diizeyde
enerjiye sahip oldugu ve isleriyle giicli bir sekilde
dzdeslestigi konusunda hemfikirdir (Bakker vd., 2008). Ise
tutulma enerjik olma, adanma ve kendini kaptirma olmak
iizere ii¢c boyutta karakterize edilmektedir (Schaufeli vd.,
2006).

Enerjik Olma. Enerjik olma kisinin calisirken yiiksek
diizeyde enerji ile zihinsel dayaniklilik halinde olma, iste
¢aba harcama istegi ve zorluklar karsisinda 1srarli olmasi
durumlarimi agiklamaktadir (Schaufeli vd., 2006). Kisinin
eylemleri gergeklestirirken enerjik olma hali, mesleki
yeterlik duygusunun geligsmesini ve kisiye isi ile ilgili
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iliskilerinde kapsamli bir bakis acis1 saglamaktadir (Maslach
ve Leiter, 2008). Enerjik olma hali kiside siirekli olan bir
gelisme ile islerinde iyilesmenin izlendigi ve kisinin her yeni
glini sabirsizlikla bekledigi durumlarda goziikmektedir.
Yiiksek diizeyde enerjiye sahip olan kisiler islerine yeni
bilgi ve beceriler getirmektedir (Bakker ve Leiter, 2010).

Adanma. Kisinin isle ilgili rol gérevlerini yerine getirirken
giiclti bir sekilde dahil olma, anlam, cosku, ilham, gurur ve
meydan okuma duygular1 icinde olmasi adanma ile
aciklanmaktadir (Schaufeli vd., 2006). Adanma isle ilgili
olumlu tutumlarin varliginda izlenirken tersi durumda isle
arasina mesafe koyma/uzaklagma (Bakker ve Leiter, 2010)
kiside gozlemlenmektedir. Iste kisinin rollerini yerine
getirmek i¢in i¢ten gelen bir ¢aligma sevkiyle (istekli ve
hevesli olarak) eylemde bulunmasi adanmay1 anlatmaktadir.

Ise Kendini Kaptirma. Kisinin isine dikkatini toplayarak
tamamen konsantre olmasi, kendini mutlu bir sekilde
hissetmesi, isiyle siirekli mesgul olmasiyla zamanin hizla
gectigi algisina sahip olmasi ve kisinin kendini isten
ayirmakta giiclik ¢ekmesi kendini isine kaptirma olarak
tanimlanmaktadir  (Schaufeli vd., 2006). Ise kendini
kaptirma, kisinin isinde c¢aligmaya dalmis olmasi olarak
etrafindakilerce izlenmesi ile belirginlesmektedir. Ise
kendini kaptiran calisana mola verildiginde veya mesai
bitiminde isi  birakmasimin  hatirlatilmas1  gerekli
olabilmektedir. Kiginin igine asir1 odaklanmasi nedeniyle
zamanin ugup gitmesi isinden haz almasi ve kendini isiyle
mesgul etmesi ise kendini kaptirma ile agiklanmaktadir.

2.3. Is Tatmini

Is tatmini, iste var olan kosullarin (is, denetim) veya bir ise
sahip olmanin bir sonucu olarak ortaya ¢ikan sonug¢larin
(tcret, giivenlik) kigisel bir degerlendirmesi olarak
kavramsallastirilmaktadir (Schneider ve Snyder, 1975). Bu
acidan is tatmini, kisinin isini degerlendirilmesinden
kaynaklanan zevkli duygusal bir durumu (Locke, 1969) ve
isine kars1 takindig1 genel tutumu ifade etmektedir. Vroom,
caliganin isyerindeki roliine odaklanarak is tatminini,
bireylerin halihazirda mesgul olduklar1 is rollerine yonelik
duygusal yonelimleri olarak tanimlamaktadir (Vroom,
1964) Is tatmini, insanlarm mevcut isleri hakkinda sahip
olduklar1 duygu ve inanglarin toplamidir (Aziri 2011). Is
tatmini, i¢ tepkilerin (duygularin) algilanmasidir; kisinin
normlar, degerler, beklentiler vb. filtrelenmis ve islenmis
algilardan olugsmaktadir (Schneider ve Snyder, 1975).

Is tatmini, ¢alisanin isteki basar1 ve basari duygusudur.
Genel olarak, kisisel refah kadar iiretkenlikle de dogrudan
baglantili olarak algilanmaktadir. Is tatmini, kisinin keyif
aldig1 bir isi yapmasi, o isi iyi yapmasi ve g¢abalarinin
karsiligini almas1 anlamina gelmektedir. Is tatmini ayrica
kisinin isine karst cosku ve mutlulugu ifade etmektedir
(Aziri, 2011).

Is tatminsizligi ise, kisinin isini sinir bozucu ya da is
degerlerine ulagsmasini engelleyen ya da dezavantajli olarak
degerlendirmesinden kaynaklanan tatsiz duygusal durumlar

icin kullanilmaktadir (Locke, 1969). Is tatmini ve
tatminsizligi, kisinin isinden ne istedigiyle ilgili olarak isini
isteyerek ya da zorunlu olarak yapmasi arasindaki algilanan
iliskinin bir fonksiyonudur (Locke, 1969). Is tatmini,
“insanlarin iglerinden ne kadar hoslandigi (memnuniyet)
veya hoslanmadig: (memnuniyetsizlik) olarak
tanimlanmaktadir (Spector, 1997).

3. Arastirma Degiskenleri Arasindaki iliskiler ve
Hipotezler

Yukarida verilen agiklamalardan hareketle mevcut
calismada, orgiitsel kimlik, ise tutulma ve ig tatmini arasinda
Sosyal Kimlik Teorisi ve Duygusal Olaylar Teorisi
cergevesinde bir etkilesim olabilecegi One siiriilebilir.
Anilan degiskenler arasinda iligkinin ele alindig1 ¢aligmalar
(Karanika-Murray, vd., 2015; Bayram, 2019) olsa da ise
tutulmanin alt bilesenleri olan ise adanma, enerjik olma ve
kendini kaptirma bilegenlerinin ele alindig1 bir ¢aligmaya
ulusal literatiirde rastlanmamustir.

Orgiitsel kimligi sahiplenen kisilerin, tiim oOrgiite yarar
saglayacak eylemlerde bulunmasi ve ortak hedeflere katkida
bulunmasi1 daha olasidir (Haslam ve Ellemers, 2005).
Orgiitsel kimligi giiclii bir sekilde kabul etmis bireylerin,
fiili i durumlarini da daha olumlu algilayarak daha yiiksek
is tatminine yol a¢mast beklenmektedir (Van Dick vd.,
2004). Gigli bir sekilde orgiitin kimligi ile kendisini
tanimlanmuisg bir kisinin, orgiitiin genel hedeflerine ulagmak
i¢in isine tutulmasi beklenmektedir.

Orgiitsel kimlik ve is tatmini teorik olarak incelendiginde,
birbirlerinden farkli kavramlardir, ¢linki is tatmini somut
isin belirli yonlerine ve kisinin gerceklestirmesi gereken
gorevlere yonelik bir tutumdur. Is tatmini, is 6zellikleri
(6rnegin, cesitlilik veya ozerklik) veya isin kalitesi gibi
kaynaklardan (gozetmen destegi ve sosyal iligkiler)
kaynaklanmaktadir. Buna karsilik, orgiitsel kimlik, benlik
ve grup arasindaki kismi Ortiisme hissini ve orgiitiin temel
degerlerinin  ve  merkezi  kimlik  &zelliklerinin
igsellestirilmesini kendi kendini tanimlayan bir kavramdir
(Van Dick vd., 2004).

Brief (1998), is tatmininin, ¢alisanin algilanan yeterlilik,
degiskenlik veya oyun adaleti gibi is kosullarini
yorumlamasiyla gelistirildigini savunmaktadir. Bir ¢alisanin
bu durumlart degerlendirmesine iki faktér katkida
bulunmaktadir; objektif is kosullart (6rnegin {iicret) ve
bireyin kisiligi (Van Dick vd., 2004). Orgiitiin kimligi ile
kendisini tanimlamis kisi, isini ve is kosullarim1 olumlu
degerlendirerek daha fazla ig tatmini duymasi daha olasidir.
Ikincisi, giiclii bir orgiitsel kimlige sahip kisilerin islerini
orgiitsel tyeliklerinin kaniti olarak ve dolayisiyla bu
dyelikten kaynaklanan benliklerinin  bu kisimlarin
dogruladig: diigiinerck algilamasi is tatminini etkilemekte ve
orgiitsel kimlikleriyle tutarli oldugu i¢in islerini olumlu
degerlendirebilmektedir (Van Dick vd., 2004). Orgiitsel
kimligi benimseyen ¢aliganlar olumlu tutumlar sergilemekte
ve Orgitlerine ve iglerine daha ¢ok baglanarak
caligmaktadirlar (Biswas ve Bhatnagar, 2013). Nitekim
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yapilan caligmalar (Van Dick vd., 2004, Riketta 2005,
Tiiziin 2009; Rich vd., 2010, Ming, Ganli ve Fulei, 2014;
Basar ve Basim, 2015, Morgin ve Carik¢1, 2016; S6kmen ve
Buyik, 2016) orgiitsel kimligin is tatmini ile iliskili oldugunu
gostermektedir.

Kisilerin 1isleriyle olan psikolojik algilari, olumlu ve
olumsuz tutumlarin olugmasini saglamaktadir. Bu kapsamda
orgiit ile kimlik gelistirmenin, 6rgiite olan muhtemel destek
ve taahhiidii artiracag1 beklenmektedir. Bu agiklamalardan
hareketle orgiitsel kimlik algilarinin kisinin isten aldigt
tatmini  etkileyip etkilemedigi asagidaki hipotezle
arastirilacaktir.

Hipotez 1: Orgiitsel kimlik is tatminini pozitif yonli etkiler.

[s tatmini ve ise tutulma, isle ilgili refahin iki 5nemli olumlu
boyutudur (Rothmann, 2008). Is tatmini, kisinin is
kosullarinin veya 6zelliklerinin degerlendirirken duygusal
yonlerine odaklanirken (Christian vd., 2011), ise tutulma,
bir bireyin isten kaynaklanan deneyimlerinin fiziksel,
duygusal ve biligsel yonlerine odaklanmaktadir (Christian
vd, 2011; Truxillo, vd., 2012). Harter, Schmidt ve Hayes
(2002) ise tutulmayr “bireyin katilimi ve tatmini olarak
tamimlamaktadir (Harter, vd., 2002). Enerjik olma, adanma
ve kendini kaptirmayla karakterize edilen ise tutulma
olumlu ve tatmin edici isle ilgili bir zihin durumu olarak
ifade edilmektedir (Schaufeli vd., 2006). Yapilan bazi
aragtirmalarda ise tutulmanin is tatminini artirdig1
goriilmektedir (Wefald ve Downey, 2009; Alarcon ve
Edwards, 2011; Yeh, 2013; Lu vd., 2016; Arslan ve Demir,
2017). Kisiler belirli bir gorevi keyifli veya benlikleriyle
tanimlanabilir bulduklarinda, goreve tam olarak destek
olmalar1 ve katilmalar1 daha olasidir (Patall vd., 2008).

Bu kapsamda asagidaki hipotezler gelistirilmistir.
Hipotez 2: Ise tutulma is tatminini pozitif yonlii etkiler.
Hipotez 2a: Enerjik olma is tatminini pozitif yonlii etkiler.
Hipotez 2b: Adanma is tatminini pozitif yonlii etkiler.
Hipotez 2¢: Kendini kaptirma is tatminini pozitif yonlii etkiler.
Sekil 1. Arastirmanin Modeli

Kontrol degiskenleri
Cinsiyet
Medeni durum

Ise tutulma Enerjik
olma Adanma
Kendini kaptirma

Sosyal kimlik teorisi, bir gruba baglilik ya da birlik algisini
ve kismen benlik saygisini artirmak i¢in gruba iiye olmay1
anlatmaktadir (Tajfel, 1978; Hogg ve Turner, 1985). Sosyal
kimlik teorisi, bireyin kendi sosyal kimligi ile uyumlu
aktiviteleri se¢cme ve yapma egiliminde oldugunu
savunmaktadir (Ashforth ve Mael, 1989). Orgiitsel kimlik
caligsanla Orgiit arasindaki duygusal ve biligsel bir bag
durumu oldugundan ve calisanin kendini ¢aligtif1 orgiit
iizerinden tanimlamasi durumunu ifade ettiginden, bu bag ve
tanimlamanin kisinin isine yonelik duygu, tutum ve
davranislarini da etkilemesi beklenebilmektedir (Otken ve
Erben, 2010). Bu dogrultuda daha yiiksek kimlik seviyeleri,
daha fazla ¢alisan ¢abasiyla sonuglanabilir. Rich vd. (2010),
kendi kisisel degerleriyle oOrgiitiin degerleri arasindaki
uyumu algilayan kisilerin daha yiiksek diizeyde ise tutulma
olasiliklarinin oldugunu ortaya koymustur (Rich vd., 2010).
Orgiitsel kimlik ve ise tutulma arasinda pozitif bir iliski
tespit eden calismalar literatiirde bulunmaktadir (Otken ve
Erben, 2010; He vd., 2014; Karanika-Murray vd., 2015;
Zhag vd., 2017; Bayram 2019). Isine yiiksek seviyede
tutulan ¢alisanlarin isleri ve drgiitleri hakkinda daha olumlu
olmalar1 beklenmektedir. Orgiitsel kimlik kisinin kendisini
grubun bir iyesi olarak gorerek, kimlikle uyusan faaliyetleri
yapmaya ve bu faaliyetlerden tatmin saglamada ise tutulma
kisiyi tesvik edebilir. Buradan hareketle asagidaki hipotezler
gelistirilmistir.

Hipotez 3: Orgiitsel kimlik ile iy tatmini arasindaki iliskide ise
tutulma aracilik rolii oynar.

Hipotez 3a: Orgiitsel kimlik ile is tatmini arasindaki iligkide
enerjik olma aracilik rolii oynar.

Hipotez 3b: Orgiitsel kimlik ile is tatmini arasindaki iligkide
adanma aracilik rolii oynar.

Hipotez 3c: Orgiitsel kimlik ile iy tatmini arasindaki iliskide
kendini kaptirma aracilik rolii oynar.

Olusturulan hipotezler sonucunda arastirmanin modeli Sekil
1’e aktarilmustir.

H2;ahr

Orgiitsel kimlik
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4. Yontem
41, Katilimcilar

Arastirmanin katilimeilarimi Istanbul’da 6zel bir sirkette
caligan, 225 kisi olusturmaktadir. Anket formu bigiminde
hazirlanan sorular, goniilliiliik ve gizlilik esaslarina uygun
olarak arastirmaya katilanlara basili ve cevrimici anket
formuyla  sorulmustur. Karamanoglu ~ Mehmetbey
Universitesi Rektorligii, Bilimsel Arastirma ve Yayn Etik
Kurulu tarafindan 05.10.2020 tarihli ve 21923 sayili yazi ile
etik kurallara uygun oldugu belirlenmistir. Orneklemin
%14’1 kadin (n = 31) %86’s1 ise erkektir (n = 194). Ayrica
katilimcilarin %56’s1 evli (n = 126), %37’si bekar (n = 83),
%2’si esi vefat etmis (n = 4) ve %5’1 ise bosanmistir (n =
12).

4.2. Olgiim Araglar

Orgiitsel Kimlik Olgegi: Katilimeilarin 6rgiitsel kimlik
diizeyini 06lgmek amaciyla Mael ve Ashforth (1992)
tarafindan gelistirilen 6rgiitsel kimlik 6lgegi kullanilmigtir
(Mael ve Ashforth, 1992). Orgiitsel kimlik 6lgegi 6 madde
ve tek boyutludur. Olgege ait Cronbach Alfa giivenilirlik
katsayis1 0.859 olarak bulunmustur.

Ise Tutulma Olgegi: Katilimcilarn ise tutulma diizeylerini
6lgmek igin Schaufeli vd. (2006) tarafindan gelistirilen ise
tutulma olgegine basvurulmustur. Ise tutulma odlceginin
gegerlilik ve giivenilirlik c¢alismas1 Giiler vd. (2019)
tarafindan 6 maddelik kisa versiyonu kullanilarak
yapilmistir (Giiler, vd., 2019). Ise tutulma 6lcegi enerjik
olma, adanma ve kendini kaptirma olmak {izere {i¢ boyuttan
olusmaktadir. Olgege ait Cronbach Alfa giivenilirlik
katsayist 0.887 ve alt boyutlarin giivenilirlik katsayilari ise
enerjik olma i¢in 0.918, adanma diizeyi i¢in .868 ve kendini
kaptirma i¢in 0.860 bulunmustur.

Is Tatmini Olgegi: Katilmcilarin is tatmin diizeylerini
6lgmek i¢in Hackman ve Oldham’in (1975) is Ozellikleri
Anketi’nden uyarlanan Is tatmini dlgegine bagvurulmustur.
Bes maddeden olusan dlgegin Cronbach Alfa giivenilirlik
katsayisi 0.904 ¢ikmustir.

4.3, Istatistiksel Analiz

(maximum likelihood) kestirim yontemi kullanilarak
yapilmistir. Elde edilen sonuglar i¢cin uyum indeksleri ve
ilgili kabul edilebilir degerler (x?/df <3, CFI>0.90, TLI1>0.90
ve RMSEA<0.08) referans almmmistir. Arastirmada
kullanilan degiskenler arasindaki iligkilerin tespiti igin
korelasyon katsayilari (Pearson) hesaplanmistir. Gelistirilen
arastirma hipotezleri i¢in yapisal esitlik modeli her bir
hipotez i¢in ayr1 ayrt model kurulmustur. Kurulan
modellerin  degerlendirilmesinde  dogrulayict  faktor
analizinde kullanilan uyum indeks ve degerleri referans
almmistir. Son olarak aracilik testi icin Monte Carlo
teknigiyle 2000 oOnyiikleme Orneklemi olusturulmus
(6nytikleme giiven araligt %95 olarak alinmistir) ve
modelde dolayli etkilerin anlamliligi test edilmistir
(Preacher ve Hayes, 2008).

5. Bulgular

Olgeklerin yapisal gegerliligi icin yapilan dogrulayici faktor
analizi sonuglar1 veri ile uyumlu olup Tablo 1°de
gosterilmigtir (Hu ve Bentler, 1999). Tablo 1’e¢ gore,
orgiitsel kimlik oOlceginin dogrulayict faktér analizi
sonucunda elde edilen baz1 Ol¢iim degerlerinin, kabul
edilebilir sinirlar disinda kaldigr igin (x? =29.196, y?/df=
3.244, RMSEA=.100, TLI=0.937, CFI=0.962), hata
varyansi eslestirmesi (1 ve 6 madde) yapilmistir. Orgiitsel
kimlik olgegi tekrar yapilan dogrulayici faktor analizi
sonucunda olusan degerlerin kabul edilebilir deger
araliginda oldugu goriilmiistiir. Son olarak tiim Olgliim
araclarmin yer aldigi dogrulayict faktér analizi Olglim
modelinin de kabul edilebilir degerlere ulagtig1 Tablo 1°de
goriilmektedir.

Tablo 1. Olgiim Araglart Dogrulayici Faktor Analizi Sonuglari

A CFI TLI RMSEA
1. Orgiitsel Kimlik * 2172 0.982  0.967 0.072
2. Ise Tutulma 1.836 0.994 0.986 0.061
3. Is Tatmini 1396 0998  0.995 0.042
4. Olgiim Modeli 1399 0978 0.972 0.042

y2/9% Ki-kare Serbestlik Derecesi Orani, CFI; Dogrulayict Uyum
Indeksi, TLI; Tucker Lewis Indeksi ve RMSEA; Yaklasik
Hatalarin Ortalama Karekdkii * Olgegin 1. ve 6. maddeleri arasinda
hata varyansi eslestirmesi yapilmigtir.

Tablo 2’de arastirmada kullanilan degiskenlerin ortalama

Arastirmada kullamlan  dleeklerin - secilen  drneklemde  gkorlary, standart sapmalari ve aralarindaki iliskiler
gecerliligi icin dogrulayici faktoér analizi uygulanmistir. gosterilmistir.
Analiz Amos 23.0 paket programinda en yiiksek olabilirlik
Tablo 2. Degiskenlere Ait Ortalamalar, Standart Sapmalar ve Aralarindaki liskiler (**p<0.01, *p<0.05)
Ort. SS () @ ©) (4) ©) (6)
1. Cinsiyet 1.14 0.35 1
2. Medeni Durum 1.56 0.78 0.108 1
3. Orgiitsel Kimlik 3.59 0.69 -0.002 -0.039 1
4. Enerjik Olma 3.90 0.96 -0.080 0.094 0.269** 1
5. Adanma 3.82 1.04 0.028 0.036 0.331** 0.674** 1
6. Kendini Kaptirma 4.03 0.82 0.096 0.051 0.279** 0.546** 0.495** 1
7. Is Tatmini 3.72 0.94 -0.019 -0.037 0.416** 0.371** 0.383** 0.402**

Tablo 2’de goriildigii iizere orgiitsel kimlik degiskeninin
(Ort.=3.59, SS5=0.69), ise tutulma degiskeninin alt

boyutlarindan enerjik olmanmn (Ort.=3.90, SS=0.96),
adanmanin (Ort.=3.82, SS=1.04), kendini kaptirmanin
(Ort.=4.03, SS=0.82) ve is tatmini degiskeninin (Ort.=3.72,



46 Celebi, M.A. / Journal of Emerging Economies and Policy 2021 6(SI) 41-51

SS=0.94) skor ortalamalar1 ortalama degerden yiiksektir.
Ayrica aragtirmadaki tiim degiskenler arasinda diisiik ve orta
seviyede iliskiler bulunmusgtur.

Aragtirmada 6ne siiriilen hipotezlerin testi icin AMOS paket
programi  kullanilarak, yapisal  esitlik  modelleri
olusturulmustur (Tablo 3). Birinci modelde bulunan birinci
hipotezin test edilmesi i¢in orgiitsel kimlik ve demografik
degiskenler (cinsiyet ve medeni durum) bagimsiz degisken,
is tatmini ise bagimli degisken olarak yapilandirilmistir.
Ikinci modelde ikinci hipotez icin ise tutulmanin birbiri ile
iligkili alt boyutlar1 ve demografik degiskenler bagimsiz
degisken, is tatmini ise bagimli degisken olarak
yapilandirilmigtir.  Aracilik roliinlin  arastirilmast  igin
kurulan igiinci modelde orgiitsel kimlik ve demografik
degiskenler (cinsiyet ve medeni durum) bagimsiz degisken
ise tutulmanin alt boyutu olan adanma araci degisken, is
tatmini ise bagimli degisken olarak yapilandirilmistir.
Dordiincii modelde ise dordiincii hipotezin test edildigi,
orgiitsel kimlik ve demografik degiskenler (cinsiyet ve
medeni durum) bagimsiz degisken ise tutulmanin alt boyutu
olan kendini kaptirmanin araci degisken, i§ tatmini ise
bagimli degisken olarak yapilandirilmistir. Tablo 3’e
bakildiginda kurulan tim modellerin kabul edilir uyum
degerleri araliginda olugu goriilmektedir.

Tablo 3. Modeller ve Uyum Degerleri

Model x2ldf CFlI TLI RMSEA
Model 1 1.475 0.980 0.975 0.046
Model 2 1.478 0.986 0.980 0.046
Model 3 1.318 0.985 0.980 0.038
Model 4 1.333 0.984 0.979 0.039

Birinci modelden elde edilen sonug, orgiitsel kimligin is
tatmine etkisinin oldugudur (4= 0.45 p<0.001). Elde edilen
bulgular neticesinde orgiitsel kimlik arttik¢a is tatmininin

Sekil-2 Hipotez Sonuglari

arttigmmi - gostermis  ve aragtirmanin  birinci  hipotezi
dogrulanmigtir. Caligmanin ikinci hipotezi ikinci modelde
test edilmis, ise tutulmanin alt boyutlarindan enerjik
olmanin (f= 0.02 p= 0.886), dogrudan is tatmini iizerinde
etkisinin olmadigy, ise tutulmanin alt boyutlarindan adanma
(= 0.24 p<0.05) ve kendini kaptirmanin (£= 0.34 p<0.001)
ise etkisi oldugu sonucuna ulasilmistir. Bu bulgular
arastirmaya katilan katilimcilarin adanma ve kendini
kaptirma  diizeyleri arttikga is tatmininin arttigini
gostermigtir.  Arastirmanin H2a hipotezi dogrulanmamis,
H2b ve H2c hipotezleri dogrulanmustir.

Ucgiincii modelde ¢alismanin iigiincii hipotezi (H3b) icin ise
tutulmanm alt boyutlarindan daha onceki hipotezlerde
etkileri bulunan ise tutulmanin alt boyutlarindan adanma ve
kendini kaptirma ile ig tatmini arasindaki dolayli etkilere
bakilmistir. Bunun icin 6ncelikle Monte Carlo teknigiyle
2000 6nyiikleme 6rneklemi olusturulmus (6nyiikleme giiven
aralig1 %95 olarak alinmistir) ve dolayli etkilerin anlamlilig:
test edilmistir (Preacher ve Hayes, 2008). Elde edilen
sonuglar adanma alt boyutunun (a x b=0.13, p<.001, GA
[.07:.23]) is tatmini lizerindeki dolayli etkilerinin anlamli
oldugunu gostermistir. Sonugta elde edilen bulgular
adanmanin orgiitsel kimlik ile ig tatmini arasindaki iliskide
kismi bir aracilik rolil oldugunu gostermis ve H3b hipotezi
dogrulanmigtir. Dordiincii modelde calismanin {iglincii
hipotezi (H3c) i¢in ise tutulmanin alt boyutlarindan kendini
kaptirma alt boyutunun is tatmini {iizerindeki dolayli
etkilerin anlamli oldugu goriilmiistiir (a x b=0.12, p<.001,
GA [.06:.21]). Bu bulgu kendini kaptirmanin 6rgiitsel kimlik
ile ig tatmini arasindaki iliskide kismi bir aracilik rolii
oldugunu gostermis ve H3c hipotezi dogrulanmstir.
Yapilan yol analizleri sonucunda ise tutulmanin adanma ve
kendini kaptirma alt boyutlarmimn orgiitsel kimlik ile is
tatmini arasindaki aracilik roliine ait 6l¢iim modeli Sekil
2’de gosterilmistir.

Ise tutulma

Kontrol degiskenleri adanma

Cinsiyet
Medeni Durum
/

Orgiitsel kimlik

0.13**

Ise tutulma kendini
kaptirma

0.12**
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6. Tartisma ve Sonug¢

Bu aragtirmada, orgiitsel kimligin is tatminini etkileyip
etkilemedigi ve bu siiregte ise tutulmanin aracilik roliiniin
olup olmadigi arastirilmistir. Arastirma sonucunda elde
edilen temel bulgulardan birisi kisinin orgiitsel kimlikle
kendisini  tanimlamasimin, isinden aldig1  tatmini
etkilemesidir. Diger bulgu ise bu etkide ise tutulmanin alt
boyutlarindan adanma ve kendini kaptirmanin kismi aracilik
roliiniin oldugu ortaya cikarilmasidir. ise tutulmanin diger
alt boyutu olan enerjik olmanin ise bu siirecte rolii
bulunmamaktadir. Caligmadan ¢ikan bu sonuglar, kisinin
kendi benligiyle uyumlu orgiitsel kimligi benimsemesinin,
ait olma ihtiyacini karsiladigi ve isten aldig1 tatmini olumlu
olarak etkiledigi ve bu siirecte duygularinin 6n plana ¢ikarak
ise tutulmanin bu etkiye katkida bulundugunu
gostermektedir.

Arastirmadan elde edilen ilk sonug¢ oOrgiitsel kimligin is
tatminini etkiledigidir. Bu durum o6rgiitiin kimliginin kisi
tarafindan kabul edilmesinin orgiit ile kisi arasindaki
iliskide, isle ilgili tutum ve davranislara olumlu yansimasi
ile aciklanabilir. Sosyal kimlik teorisi, kisinin kendi sosyal
kimligi ile uyumlu aktiviteleri segme ve yapma egiliminde
oldugunu savunmaktadir (Ashforth ve Mael, 1989). Sosyal
kimlik teorisi, Orgiit gibi bir gruba baghlik ya da birlik
algisinin kismen benlik saygisini artirmak igin ortaya
ciktigini belirtmektedir (Hogg ve Turner, 1985; Tajfel,
1978). Kisinin &rgiit kimligini sahiplenmesi ve kendisini
orgiit ile tanimlamasi, isle ilgili tutum ve davranislarini
etkilemektedir. Orgiitsel kimligin daha yiiksek kabulii, daha
fazla calisan gabasiyla sonuglanmaktadir. Kisinin olumlu
olarak orgiit kimligini degerlendirmesi igle ilgili olumlu bir
biligsel ve duygusal tutum olan is tatmini ve ise tutulmay1
aynt yonde etkilemektedir. Burada o&zellikle kimlik
olusturmadaki biligsel ve duygusal siireglerin is tatmini
iizerindeki etkisi onemlidir. Biligsel siiregler kiginin 6rgiitiin
kimligini onaylayarak hareket etmesi ile agiklanmaktadir.
Orgiitsel kimliklenme siirecinde edinilen olumlu duygular
ise kiginin iginden daha fazla tatmin olmasina yol
acmaktadir. Bu durum duygusal olaylar teorisinde kisinin i
yerinde gergeklesen olaylara verdikleri duygusal tepkileri ve
bu tepkilerin i performansini ve tatminini nasil etkiledigi ile
tartistlmaktadir. Kisinin iste pozitif duygular i¢inde olmasi
nedeniyle ise iliskin olumlu tutumlar gelistirmektedir. Weis
ve Cropanzano (1996) is tatmini tamamen olmasa da kismen
isyerindeki duygusal deneyimlerden kaynaklanan, kisinin
isiyle ilgili degerlendirici bir yargi olarak tanimlamaktadir.
Bu baglamda orgiitsel kimlige duyulan yiiksek giiven ve
sahiplenme ile ortaya ¢ikan olumlu duygular ¢alisanin isine
olan tatmini etkilemektedir. Elde edilen bu bulgu orgiitsel
kimligin is tatminini etkiledigi ¢aligmalarla tutarlidir
(Karanika-Murray vd., 2015; Bayram, 2019).

Arastirmanin elde ettigi diger sonug ise orgiitsel kimligin ig
tatmini etkilemesinde ige tutulmanin alt boyutlarindan
adanmanin ve ise kendini kaptirmanin roliidiir. Arastirmada
enerjik olma boyutunun ise orgiitsel kimligin is tatminini
etkilemesinde rolii yoktur. Bu durum agiklanmak

istendiginde ise tutulmanin biligsel ve duygusal siireclerine
bakmak yararli olabilir. Kahn (1990) ise tutulmayi, “orgiit
iyelerinin kendilerini is rollerine baglanmasi ve rol
performanslar1 sirasinda kendilerini fiziksel, biligsel ve
duygusal olarak ifade ederek c¢aligmalar1 olarak
gormektedir. Psikolojik tutulma i¢in iki ana boyut duygusal
ve biligsel tutulmadir. Duygusal tutulma, iistler ve akranlarla
iyi iliskiler kurmak ve baskalar1 i¢in empati kurmak
anlamina gelmektedir. Biligsel olarak tutulma ise,
gorevlerinin ve calisma ortamlarindaki rollerinin ¢ok iyi
farkinda olma ile agiklanmaktadir. Kahn'a (1990) gore, bir
calisan belirli bir noktada boyutlardan herhangi birine
tutulma yasayabilmektedir. Ise tutulmanin enerjik olma,
adanma ve kendini kaptirma alt boyutlar1 ise biligsel ve
duygusal olarak ifade edildiginde enerjik olma biligsel yonii
tanimlayabilir, adanma ve kendini kaptirma daha ¢ok
duygusal yonii tanimlayabilir. Enerjik olma kisinin igine
caba harcama istegi, zihinsel dayaniklilik hali ve zorluklar
karsisinda 1srarli olmasi (Schaufeli vd., 2006), kisinin isi ile
ilgili iligkilerinde kapsamli bir bakis agis1 saglamasi
(Maslach ve Leiter, 2008), mesleki olarak yeterli
olduklarina dair inanglar1 bilissel siirecleri anlatmaktadir.
Adanma ve kendini kaptirma boyutlarinda ise kisinin isle
ilgili duygusal siirecleri 6n plandadir. Adanmada kisi cosku
ve istekle isini yapmasi varken kendini kaptirmada mutlu bir
sekilde isiyle mesgul olmasi s6z konusudur. Kahn (1990) ise
kendini kaptirmay1 “orgiit liyelerinin kendilerini is rollerine
baglanmast ve rol performanslart sirasinda kendilerini
duygusal olarak ifade ederek, iste c¢alismalart olarak
gormektedir. Kahn'a gore, bir ¢aligan belirli bir noktada ise
kendini kaptirarak tutulma yasayabilir. Bu tanim, is
tatmininin ise kendini kaptirmanin duygusal yonii ile ilgili
oldugunu gostermektedir Ise tutulma yiiksek diizeyde
adanma ve igine kendini kaptirmay1 igeren ve kisinin orgiitii
ile giliglii bir sekilde kendisini tanimlamasi ve isle ilgili
olumlu bir iyilik hali veya tatmin durumudur. Kisinin
yaptigi isi sevmesi kendisini isine adamasini etkilemektedir.
Orgiitsel kimlik bireyin islerini yaparken cosku, enerji ve
adanma olumlu duygularmi hissetmesi, diisiince ve
eylemlerini genisleterek bireyin is tatminini etkilemektedir.
Dolayisiyla bireyin diisiince ve eylemlerini genisleterek
orgiitiin kimligini biligsel ve duygusal olarak tanimlamasi,
duygularin 6n plana ¢iktig1 ise adanma ve kendini kaptirma
streglerinde belirgin sekilde izlenmektedir. Bu durum
orgiitsel kimligin ig tatmini iizerinde olumlu etkilerine neden
olmaktadir.

Mevcut ¢alismanin vurgulanmasi gereken birkag sinirlilig
vardir. Birincisi, verilerin kesitsel olmasidir, bu da iligkilerin
yonleri hakkinda nedenselligin aragtirilmasini
engellemektedir. Gelecekteki arastirmalarda, boylamsal bir
tasarim  kullanarak nedensellik arastirilabilir.  Ikincisi
katilimcilarin yanitlamis olduklar1 formda gergek egilimleri
yerine, sosyal olarak begenilen egilimlerini (sosyal
begenilirlik etkisi) yansitmis olabilecegidir. Uciinciisii
bagimli ve bagimsiz degiskene ait verinin ayni1 kisiden, ayni
6lgme ortaminda, ayni ifade veya soru baglami ve benzer
ifade veya soru ozellikleri kullanarak (ortak ydntem
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varyansi) toplanmasidir. Arastirmanin bu kisitlar altinda
degerlendirilmesi  gerekmektedir. Ayrica arastirmada
degiskenler arasindaki iliskiler Sosyal Kimlik Teorisi ve
Duygusal Olaylar Teorisi kapsaminda degerlendirilmistir.
Gelecekte yapilacak aragtirmalarda degiskenler arasindaki
iligkilerin ~ farkli  teoriler —kapsaminda incelenmesi
onerilmektedir.
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Extended Summary
Purpose

Organizational identity has been a frequently discussed
concept in the literature that meets the need of belonging to
the organization in which the person works. In this
discussion, the effect of organizational identity on attitudes
and behaviors is investigated. The main purpose of this
study is to understand whether organizational identity
influences job satisfaction and question role of work
engagement in the process. This study will investigate that
how the organizational identity of an individual is reflected
in his own identity and work, and how his relation with
others affects his job satisfaction. Finally, examining the
role of work engagement in this study with regards to the
dimensions that make up compose the concept reveals the
unigueness of the study.

Literature Review

Organizational identity is accepted as a critical structure and
has been discussed for a long time in the field of
organizational behavior that affects the job satisfaction of
the person and the effectiveness of the organization
(Ashforth & Mael, 1989). The organizational identity, which
tries to explain when, why and how the person behaves, is
observed in the attitudes and behaviors of employees.
Organizational identity emphasizes a social identity
compatible with one's identity.

Cognitive evaluation of one's job and its characteristics and
defining oneself with a social identity within the
organization, affects workplace behavior and attitudes in
general (Van Dick et al., 2004), and encourages the
occurance of positive beliefs and feelings towards the
organization (Mael & Ashforth, 2001).

Job satisfaction as an attitude is defined as “how much
people like (satisfaction) or dislike (dissatisfaction) with
their jobs (Spector, 1997). Work engagement is defined in
the literature (Kahn, 1990, 1992) as a positive, satisfying,
emotional-motivational well-being related to work,
characterized by vigor, dedication, and absorption.

The purpose of this study is to understand whether
organizational identity influences job satisfaction and
question the role of work engagement in the process. In
accordance with the purpose of the research, national and
international studies were researched. The studies examined
in the research were accessed via using various databases
(Google Scholar, ScienceDirect, SAGE, EBSCOhost and
Dergipark).

The relationship between organizational identity and job
satisfaction is frequently discussed in the literature. As a
matter of fact, the studies (Van Dick et al., 2004;Riketta
2005, Tiziin 2009;Rich et al., 2010;Ming, Ganli & Fulei,
2014;Basar & Basim,2015;Morgin & Carikei, 2016;S6kmen
& Buyik, 2016) show that the identity is linked with the job
satisfaction. In the literature, there are studies about the
relationship between work engagement and job satisfaction.

In these studies, it is seen that work engagement increases
job satisfaction (Wefald & Downey, 2009;Alarcon &
Edwards, 2011;Yeh, 2013;Lu, et al., 2016;Arslan & Demir,
2017). Finally, there are studies about the relationship
between organizational identity, work engagement and job
satisfaction (Karanika-Murray et al., 2015;Bayram, 2019).
In these studies, the role of work engagement with regards
to the relationship between organizational identity and job
satisfaction has been revealed.

Design/methodology/approach

The sample of this study includes 225 workers in a private
company in Istanbul. The survey method was used in this
study by applying a questionnaire that includes
organizational identity scale (Mael & Ashforth, 1992), job
satisfaction scale (Hackman & Oldham 1975) and work
engagement scale (Schaufeli et al., 2006) in addition to
demographic information.

The data obtained was analyzed with using structural
equation modeling for testing hypothesizes.

The research hypotheses:

Hypothesis 1: Organizational identity positively affects job
satisfaction.

Hypothesis 2: Work engagement (vigor, dedication,
absorption) positively affects job satisfaction. Hypothesis 3:
Work engagement (vigor, dedication, absorption) will
mediate the relation between organizational identity and job
satisfaction.

Findings

Preliminary result of the research showed that
organizational identity increases job satisfaction. H1
assumed that organizational identity leads to an increase in
job satisfaction. H1 was supported. Employees’
identification of themselves with organizational identity
depends on the satisfaction that they obtain from their job.
H2 assumed that work engagement (vigor, dedication,
absorption) leads to an increase in job satisfaction.
Dedication and absorption of the sub-dimensions of work
engagement leads to an increase in job satisfaction. Any
significant effects of the vigor as the other sub-dimension of
work engagement to the job satisfaction was not observed
H2 was partially supported. H3 assumed that organizational
identity leads to an increase in job satisfaction.

H3 predicted that work engagement serves as a mediator in
the relationship between organizational identity and job
satisfaction. Another finding is that employees’ absorption
and dedication has a partial mediating role in this effect.
Results of this research were discussed within the
framework of the existing literature.
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Tawarruq is defined as obtaining cash by selling an asset purchased on credit to a third party other than the
seller. Tawarruq is a controversial issue among Islamic scholars. Tawarruq is permitted in order to ensure that
individuals or institutions with cash shortages avoid interest during the cash provision stages. It is
recommended not to apply the tawarrugq method except for the necessity, instead to meet the fund needs with
participation finance products such as mudarabah, musharakah, murabahah. Organized tawarrug method is the
only tawarruk method that is used by participation banks. At the same time, the tawarrug method is mainly
used by participation banks to restructure the debts of customers who cannot pay their debts on time. In the
study, by briefly mentioning the concept of tawarrug, the method applied by participation banks will be
discussed and suggestions will be made for participation banks. In the application part of the study, the example
of tawarruq application, which is built between a participation bank and a company, will be analyzed and the
accounting process of tawarruqg will be tried to be revealed.

1. Giris

taleplerine cevap verebilmektedir. Katilim bankalar1 ise
faaliyet yapilar1 geregi karsiliginda bir bedel (faiz) almak
sureti ile nakit bor¢ verememektedir. Konvansiyonel

Kisi ya da kuruluslar donem dénem acil nakit ihtiyaci ile
kars1 karsiya gelebilmektedir. Nakit ihtiyact 6zkaynaklardan
karsilanabilecegi gibi 6zkaynaklarin yetersiz olmasi
durumunda bor¢lanmak sureti ile de nakit teminine
gidilebilmektedir. Nakit temininde bankalar bir alternatif
olarak ortaya ¢ikmaktadir. Konvansiyonel bankalar islam
dininde haram olan faiz karsiliginda nakit bor¢ vermek
(kredi kullandirmak) sureti ile kisi ya da kuruluslarin nakit

bankalarin faaliyet yapilar1 faiz sistemi iizerine kurulu iken
Islam hukuku kurallarina riayet ederek faaliyette bulunan
katilim bankalar1 faiz yasagi prensibi ile ¢aligsmaktadir.

Katilim finans triinlerini kullanmak sureti ile faaliyette
bulunan katilm bankalari, miisterilerinin acil nakit
ihtiyaglarii teverruk yontemi ile karsilamaya calismaktadir.
Mevcut durumda katilim bankalar1 uygulanmasi daha kolay
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olmast hasebiyle teverruk yontemlerinden organize teverruk
yontemini kullanmaktadir.

Katilim finans iiriinlerinin islam hukuku kurallarina gore
kullanilmas1 ve raporlanmasi igin standartlar yayinlamak
amact ile Bahreyn’de 1991 yilinda kar amaci giitmeyen
Islami Finans Kuruluslar1 Muhasebe ve Denetim Kurulusu
(Accounting and Auditing Organization for Islamic
Financial Institutions / AAOIFI) kurulmustur. Tirkiye
Katilim Bankalar1 Birligi (TKBB) AAOIFI tarafindan
yayinlanan Ser’i standartlar1 katilim bankalara ve bilgi
kullanicilarina rehberlik etmesi amaciyla Faizsiz Finans
Standardi (FFS) olarak Tiirk¢e’ye cevirerek yaymlamigtir.
FFS 30: Teverruk standardi ve TKBB biinyesinde
olusturulan danigma kurulu tarafindan yayinlanan Katilim
Finans Standardi (KFS) 2: Teverruk standardi
incelendiginde; organize teverruk yoOnteminin katilim
bankasinin ya da misterisinin zarureti durumunda ve
kurallarina uygun kullanilmasi kosulu ile
uygulanabileceginin ifade edildigi goriilmektedir.

Literatiir incelendiginde; teverruk yontemi ve isleyisi
konusunu ele alan ¢aligmalar literatiirde yer alsa da teverruk
yontemini ve muhasebe siirecini ele alan ¢aligmalarin sinirlt
oldugu gozlemlenmektedir. Bu baglamda c¢alismanin
literatiire katki sunmasi beklenmektedir.

Caligmada ilk olarak teverruk yontemi kavram ve uygulama
acgisindan ele alinarak katilim bankasi ve igletme arasinda
kurgulanan &rnek uygulama ile teverruk yoOnteminin
muhasebe siireci katilim bankasi ve isletme agisindan ele
almmaktadir. Ayrica katilim bankalarinin faaliyet yapilarina
daha uygun olmasi hasebiyle organize teverruk ydntemi
yerine klasik teverruk yontemini kullanmalart gerektigi
vurgulanmaktadir.

2. Teverruk
Teverruk kelime anlami olarak “paralanmak, para bulmak,
nakit elde etmek, nakit talep etmek” anlamlarina

gelmektedir (Ismon, 2012: 84; Bayindir, 2015: 196). Kelime
anlam1 itibari ile teverruk, nakit ihtiyacim1 kargilamay1
cagristirmaktadir.

Teverruk, nakit elde etmek amaciyla vadeli satin alinan bir
varligin saticisindan baska ticilincii bir tarafa pesin satilmasi
olarak tanimlanmaktadir (Ayub, 2017: 372; Kazanci, 2018:
20; Turay, 2019: 374-375). Teverruk yontemi nakit elde
etme amact tagimasi sebebiyle bor¢ sdzlesmesi olarak
algilansa da ydntemin uygulanabilmesi i¢in alim — satim
faaliyetleri gergeklestirilmektedir. Bu baglamda da teverruk
yontemi satis sOzlesmesi olarak degerlendirilmektedir
(Erdem ve Tatl1, 2020: 31).

Vadeli olarak satin alman teverruka konu varlik
faydalanmak amaci ile degil pesin satarak nakit temin etmek
amaci ile edinilmektedir. Bu baglamda teverruka konu
olacak varligin piyasada kolaylikla satilabilecek olmasi
onem arz etmektedir.

2.1. Teverrukun Taraflari

Teverrukta {i¢ taraf bulunmaktadir. Bunlar; teverruk
yontemi ile nakit saglayan kisi ya da kurulug (miiteverrik),

satici ve alicidir. Teverruk taraflarindan miiteverrik teverruk
yapmak niyeti ile varlig1 saticidan vadeli satin alip aliciya
pesin satmaktadir.

2.1.1. Nakit Saglayan Kisi ya da Kurulus (Miiteverrik)

Miiteverrik, cesitli sebeplerden dolay1 acil nakit ihtiyaci olan
ve nakit ihtiyacini karsilamak amactyla vadeli satin almig
oldugu varligi, saticisindan bagka bir kisi ya da kuruma
pesin olarak satmak sureti ile nakit temin eden kisi ya da
kurulugtur. Miiteverrikin amac1 varliktan faydalanmak degil
varligi satmak sureti ile nakit ihtiyacini kargilamaktir
(Cebeci, 2019: 594). Miiteverrik, nakit ihtiyacini kargilamak
amactyla vadeli satin almis oldugu varlig1r pesin satmak
sureti ile alig ve satis fiyat1 arasindaki fark kadar bir zarara
katlanmaktadir. S6z konusu zarar tutar1 miiteverrikin
bor¢lanma maliyeti olmaktadir.

Ticari faaliyetlerde satin alinan varlik, lizerine belirli bir kér
eklenmek sureti ile satilmaktadir. Ticari teamiilde zarara
satis dogru bir davranis olarak kabul edilmemektedir. Ancak
bazi sebeplerden dolayi satin alinan fiyattan daha diisiik bir
fiyata (zarara) satis gerceklestirilebilmektedir. Ornegin son
tilketim tarihi yaklasan iiriiniin bozulmadan satilmasini
saglamak amaci ile maliyet fiyatinin altina satilmasi, kusurlu
bir iiriiniin kusurunu sdylemek sureti ile maliyet fiyatinin
altina satilmasi1 vb. s6z konusu olabilmektedir. Aym
zamanda acil nakit ihtiyacinin karsilanmasi amaci ile de
varliklar maliyet fiyatinin altina (zarara) satilabilmektedir.

2.1.2. Satici

Satici, teverruka konu varligi satan taraftir. Teverruk 6zii
itibari ile vadeli satin alinan varligin saticisindan baska
lclincii bir tarafa pesin satilmasi ile ger¢eklesmektedir.
Vadeli satis islemi ise iki sekilde gergeklesebilmektedir.
Bunlardan ilki murdbaha yontemi olarak adlandirilan
maliyet artt1 kar yontemidir. S6z konusu yontemde
miiteverrik de satisa konu varligm maliyet fiyatini
bilmektedir. Satic1 ve miiteverrik maliyet fiyatina eklenecek
kar icin pazarlik yapmaktadirlar. Diger yontem ise
miisavemedir. Miisaveme bilinen normal vadeli satiglardir.
Satici sahibi oldugu varligin maliyet fiyati tizerine belirli bir
kar eklemek sureti ile varligi vadeli satmaktadir.
Miisavemede murabahada oldugu gibi sozlesmeye konu
varligin maliyet fiyat1 miiteverrike bildirilmemektedir. Yani
miiteverrik sozlesmeye konu varligin maliyet fiyatini
bilmemektedir.

2.1.3. Alic

Alicy, saticidan bagimsiz olarak teverruka konu olan varligi
pesin fiyatla satin alan taraftir. Teverruku, asagida ayr bir
baslikta da ele alinacak olan, ine satisindan ayiran en 6nemli
nokta alicinin saticidan ayri, bagimsiz bir kisilik olmasidir.
Bu baglamda teverruka konu varligin alicis1 mutlaka
saticidan bagimsiz bir kisi ya da kurum olmak zorundadir.

2.2. Teverruk Cesitleri

Teverruk yontemi klasik teverruk, organize teverruk ve ters
teverruk olmak tizere ii¢ sekilde gerceklestirilmektedir.
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2.2.1. Klasik Teverruk

Hakiki teverruk (Shinsuke, 2017: 185), fikhi teverruk
(Cetmi, 2018: 32) olarak da ifade edilen klasik teverruk,
yukarida da anlatila geldigi lizere vadeli satin alinan varligin
saticisindan ayri {iglincii bir tarafa pesin satilmasi sureti ile
nakit ihtiyacinin karsilanmasidir. Yani klasik teverruk
bilinen normal teverruk yontemidir. Islam alimlerinin
cogunlugu tarafindan kabul edilen ve izin verilen teverruk
yontemi de klasik teverruk yontemidir (Roslan vd., 2020:
102).

2.2.2. Organize Teverruk

Banka teverruku, munazzam teverruk (Cebeci, 2019: 594)
olarak da adlandirilan banka tarafindan daha oncesinde
organize edildigi i¢in bu ismi alan (Cakir, 2018: 73; Sancar,
2019: 171) organize teverruk, katilim bankasi tarafindan acil
nakit ihtiyaci olan misterisinin nakit ihtiyacinin
karsilanmast amaciyla uluslararasi emtia borsasindan,
genellikle Londra Metal Borsast (LMB), bir kiymetli
madenin, genellikle platin, pesin bedelle satin alinarak
murabaha yontemi ile miisteriye vadeli satilmasi ve borsada
bagka bir broker araciligi ile kiymetli madenin pesin
satilmas1  sureti ile miisterinin nakit ihtiyacinin
karsilanmasidir (Ahmed vd., 2012: 85; Cemberlitag, 2019:
54).

2.2.3. Ters Teverruk

Katilim bankas: tarafindan teverruk yontemi ile nakit temin
edilmesi ters teverruk olarak tanimlanmaktadir. Misteri
yerine katilim bankasmin kendi acil nakit ihtiyacinin
kargilanmasi amaci ile bagvurulan yontem olmasi hasebiyle
ters teverruk olarak adlandirilmaktadir (Hayat ve Aksu,
2020: 1209).

2.3. Teverruk Yonteminin Kurallar:

Teverruk yonteminin Islam hukuku kurallarina uygun
olmasi i¢in dikkat edilmesi gereken hususlar agagidaki
gibidir (FFS 30; KFS 2):

- Sozlesmeye (alim-satima) konu varlik mutlaka mevcut
olmalidir,

- Satis isleminin mevcut varlik ile gergeklesmesi
gerekmektedir, satig gostermelik olmamalidir,

- Varlik tgiincii tarafa satilmadan 6nce miilkiyeti saticiya
gecmelidir,

- Vaat tek tarafli olmalidur,

- Sozlesmeye konu varlik altin, giimiis ya da doviz
olmamalidir,

- Sozlesmeye konu varligin teslim alimmasini engelleyecek
hicbir kayit ya da faaliyet bulunmamalidir,

- Satin alan varlik tclincii bir tarafa satilmalidir, hileli
islemlerle eski sahibine geri satilmamalidir,

- Varligin vadeli satin alindig1 sdzlesme ile pesin satildigi
sozlesme arasinda herhangi bir baglanti bulunmamalidir.

2.4. Teverruk ve Ine Satist

Ine, nakit temin etmek amaci ile vadeli satin alman varligin
saticisina  pesin - ve daha digik bedelle satiginin
gergeklestirilmesidir. Teverruk ve ine nakit temin etmek

amact ile basvurulan yontemlerdir. Teverruk ve ine
arasindaki en belirgin fark vadeli satin alinan varligin pesin
satiginin  gerceklestirilmesi agsamasinda alici tarafla ilgili
olmaktadir (Yanpar, 2015: 172; Samar, 2019: 312). inede
satict ve alici ayni kisi ya da kurum olurken, teverrukta
alicinin mutlaka saticidan ayr1 ve bagimsiz tigiincii bir taraf
olmasi sarttir.

2.5 Teverruk ve Katilim Bankalar1

Katilim bankalar1 konvansiyonel bankalar gibi miisterilerine
herhangi bir fazlalik (faiz) karsiliginda bor¢ para
verememektedir. Katilim bankalar1 faaliyetlerini ticaret ve
ortaklik esasmna dayanan katilim finans {rtinleri ile
gerceklestirmektedir. Mudarebe fon toplamada, murabaha
da toplanan fonlarin degerlendirilmesinde katilim bankalari
tarafindan en fazla kullanilan katilim finans triinleri olarak
ortaya ¢ikmaktadir.

Katilim bankalar1 uygulanmasi daha kolay olmasi hasebiyle
teverruk  gesitlerinden organize teverruk ydntemini
kullanmaktadir. Mevcut uygulamada katilim bankalar1
organize teverruk yonteminde Londra Metal Borsasinda
(LMB) platini miisterisi adina vekéletle satin alip, satin
alinan platini miigterisine vadeli sattiktan sonra miisterisi
adina bagka bir broker araciligi ile LMB’da satarak
miigterisinin nakit ihtiyacini karsilamaktadir (Yurttadur ve
Yildiz, 2017: 122; Hatipoglu, 2019: 85).

Katilim bankalari tarafindan organize teverruk yonteminin
uygulaniyor olmasi Islami hassasiyete sahip kisi ya da
kuruluglar tarafindan olumsuz karsilanmaktadir. Toplum
nezdinde s6z konusu yontemin faiz igerdigi algisi
olusmaktadir. Bu baglamda da katilim bankalarina olan
talep olumsuz yonde etkilenmekte ve katilim bankalarinin
islem hacmi {ilke niifusunun biiyiik ¢ogunlugu Miisliiman
olan Tiirkiye’de gerekli artis1 gosterememektedir.

Katilim bankalart 6deme giigliigli ¢eken miisterilerinin
borglarinin yapilandirilmasinda organize teverruk yontemi
yerine olusabilecek suistimalleri de engellemek adina
bor¢larin  belirli bir ceza mukabilinde yeniden
yapilandirilmasimi tercih etmelidir. Borcunu 6deyemeyen
miigterinin vadesi belirli bir ceza mukabilinde uzatilmak
sureti ile ddeme kolaylig1 saglanarak miisterinin 6deme
islemi kolaylastirilabilir. Islem sonucunda tahsil edilecek
cezalarda karz-1 hasen fonuna aktarilmak sureti ile diger
cezalarla birlikte fon genisletilerek acil nakit ihtiyact olan
miisterilere hizmet sunulabilir.

Acil nakit ihtiyact olan miisterilere de organize teverruk
yerine klasik teverruk yontemi ile islem gergeklestirilebilir.
Ornegin katilim bankasi acil nakit ihtiyaci olan miisterisine
piyasada satis1 kolay olabilecek sifir otomobil gibi bir varligi
murabaha (maliyet art1 kar) ya da miisaveme (normal vadeli
satig) yontemi ile miisterisine satar, miisteri de s6z konusu
otomobili piyasada pesin bedelle satmak sureti ile nakit
ihtiyacin1  karsilayabilir. Katilim  bankas1  karliligim
arttirmak i¢in murabaha ydntemi yerine miisaveme
yontemini uygulamalidir. Toplu sifir otomobil aliminda
daha uygun fiyattan satin alacagi i¢in karhlik artabilecektir.

Otomobil ya da herhangi bir varlik satisinda katilim



Kisacik, H. / Journal of Emerging Economies and Policy 2021 6(SI) 52-62 55

bankalar1 varlik {izerine ipotek koymak sureti ile
alacaklarin1 garantiye almaktadirlar. S6z konusu yontemde
ise bu sorun miisteriye ait baska bir varliga ipotek konulmasi
ya da baskaca teminatlarin alinmasi yoluyla asilabilir.

Bu sayede katilim bankalar1 Islami hassasiyete sahip kisi ya
da kuruluslar nezdinde olusan olumsuz algiy1 kirmak sureti
ile islem hacimleri artabilecektir.

3. Teverruk Muhasebe Siireci

Teverruka ait muhasebe siireci asagida yer alan katilim
bankasi ve isletme arasinda kurgulanan 6rnek uygulama ile
katililm bankasi ve isletme acisindan ayr1 ayn
¢oziimlenecektir. Caligmanin uzamamasi igin 6rnek genel
hatlar1 ile kurgulanarak ¢éziimlenmistir.

Tablo 1: Murabaha Odeme Plani

Ornek: ABC Gida A.S. piyasaya olan acil bor¢larmi 6demek
icin KLM Katilim Bankasi Corum Subesine miiracaat
ederek teverruk talebinde bulunmustur. KLM Katilim
Bankasi, ABC isletmesinin talebini degerlendirerek kabul
etmis ve teverruk islemi 01/01/2020 tarihinde su sekilde
gerceklesmistir: KLM Katilim Bankasi ABC Gida A.S.
adina Londra Metal Borsasinda (LMB) XYZ Metal
sirketinden 250.000,00 TL tutarinda platini satin almis ve
ABC Gida A.S.’ye murdbaha yontemi ile s6z konusu platini
24 ay vadeli, aylik 6demeli, 1,19 aylik kar orani ile satmustir.
Murabaha 6deme plani asagida yer almaktadir. S6zlesmeye
konu platin Londra Metal Borsasinda (LMB) DEF Metal
sirketine pesin 250.000,00 TL’ye satilmig ve tutar ABC
Gida A.S.’nin hesabina aktarilmistir.

KLM Katilim Bankasi Miisteri Bilgileri:

Corum Subesi ABC Gida A.S.

Gazi Cad. No:1 Corum/Merkez Organize Sanayi Bolgesi No:1

”’”Eﬁmjfmﬂ Tel :(0364) 00001 01 Corum/Merkez

Faks: (0364) 000 01 02 Tel/Faks: (0364) 000 03 03
Murabaha Islemi Varhk: Platin Vade: 24 Ay Ayhk Kar Orani: 1,19
Taksit  Taksit Taksit Tutar1 Anapara Kalan Kér Tutarn KKDF BSMV
1 01.02.2020 12.120,95 8.997,20  241.002,80 2.975,00 0,00 148,75
2 01.03.2020 12.120,95 9.109,62  231.893,18 2.867,93 0,00 143,40
3 01.04.2020 12.120,95 9.223,44  222.669,74 2.759,53 0,00 137,98
4 01.05.2020 12.120,95 9.338,69  213.331,05 2.649,77 0,00 132,49
5 01.06.2020 12.120,95 9.455,38  203.875,67 2.538,64 0,00 126,93
6 01.07.2020 12.120,95 9.573,52  194.302,15 2.426,12 0,00 121,31
7 01.08.2020 12.120,95 9.693,14  184.609,00 2.312,20 0,00 115,61
8 01.09.2020 12.120,95 9.814,26  174.794,74 2.196,85 0,00 109,84
9 01.10.2020 12.120,95 9.936,89  164.857,85 2.080,06 0,00 104,00
10 01.11.2020 12.120,95 10.061,05  154.796,80 1.961,81 0,00 98,09
11 01.12.2020 12.120,95 10.186,76  144.610,04 1.842,08 0,00 92,10
12 01.01.2021 12.120,95 10.314,05  134.295,99 1.720,86 0,00 86,04
13 01.02.2021 12.120,95 10.442,92  123.853,07 1.598,12 0,00 79,91
14 01.03.2021 12.120,95 10.573,41  113.279,67 1.473,85 0,00 73,69
15 01.04.2021 12.120,95 10.705,52  102.574,15 1.348,03 0,00 67,40
16 01.05.2021 12.120,95 10.839,29 91.734,86 1.220,63 0,00 61,03
17 01.06.2021 12.120,95 10.974,72 80.760,14 1.091,64 0,00 54,58
18 01.07.2021 12.120,95 11.111,85 69.648,29 961,05 0,00 48,05
19 01.08.2021 12.120,95 11.250,69 58.397,59 828,81 0,00 41,44
20 01.09.2021 12.120,95 11.391,27 47.006,32 694,93 0,00 34,75
21 01.10.2021 12.120,95 11.533,61 35.472,72 559,38 0,00 27,97
22 01.11.2021 12.120,95 11.677,72 23.795,00 422,13 0,00 21,11
23 01.12.2021 12.120,95 11.823,63 11.971,37 283,16 0,00 14,16
24 01.01.2022 12.120,95 11.971,37 0,00 142,46 0,00 7,12

Toplam 290.902,78  250.000,00 38.955,03 1.947,75

Kaynak: Yazar tarafindan olusturulmustur.

ABC Gida A.S. yukarida yer alan 6deme planina gore taksit
tutarlarin1 KLM Katilim Bankasina 6demistir.

3.1. Katilim Bankas1 Muhasebe Kayitlari

Katillm bankalar1 muhasebe uygulamalarini  Kamu
Gozetimi, Muhasebe ve Denetim Standartlar1 Kurumu
(KGK) tarafindan yaymlanan Tirkiye Muhasebe
Standartlar1 ve Tiirkiye Finansal Raporlama Standartlarina

(TMS/TFRS) gore gerceklestirmektedirler. Ayni1 zamanda
katilim bankalar1 1 Ocak 2020 ve sonrasi hesap donemleri
icin yine KGK tarafindan yayinlanan Faizsiz Finans
Muhasebe Standartlarin1  (FFMS) istege bagh olarak
kullanacaklardir. Ancak teverruk ile ilgili olarak
yaymnlanmig heniiz FFMS bulunmamaktadir. Bu baglamda
katilim bankalarmin kayitlar1 hélihazirda uygulanan
TMS/TFRS’lere gore gerceklestirilecektir.
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TMS/TFRS’ler teverruk, mudarebe, murabaha vb. katilim
finans iirtinleri dikkate alinmadan hazirlanan standartlardir.
TMS/TFRS’lere gore gergeklestirilen muhasebe kayitlari ve
bu perspektifte hazirlanan finansal tablolar da katilim finans
iirtinlerinin 6ziinii tam olarak yansitamamaktadir. B u
acidan teverruk yonteminin Oziinii yansitan kayit onerileri
geligtirilmistir.

a) XYZ Metal Sirketinden Platin Satin Alinmasi

Teverruka konu olacak platinin Londra Metal Borsasinda
(LMB) faaliyet gosteren XYZ Metal sirketinden satin

alinmasi asamasinda katilim bankasi tarafindan asagidaki
gibi kayit gerceklestirilecektir:

01.01.2020 BORC ALACAK
392 Alacakh Gegici Hesaplar 250.000,00
39299 Diger Alacakli Gegici
Hesaplar
010 Kasa 250.000,00
Teverruk Igin  Platin  Satin

Alinmasi

1. Giin i¢in Kar Payr Geliri Reeskontu muhasebe kaydi
asagidaki sekilde yapilacaktir:

01.01.2020 BORC ALACAK

220 Kredi Kar Pay:1 Gelir Tahakkuk
Reeskontlar - T.P.
22001 Kar Pay1 Reeskontlar
220012 Katilma Hesaplarindan
536 Orta Ve Uzun Vadeli
isletme Kredilerinden Alinan Kar
Paylar - T.P.
53611 Diger Miisteriler -
(Ozel)
536112 Katilma
Hesaplarindan
1. Giin i¢in Kar Pay1 Geliri Reeskont
Kayd1

95,42

95,42

b) Platinin Murabaha Yéntemi Ile Satilmasi

Platinin murabaha yontemi ile ABC Gida A.S.’ye satilmasi
durumunda asagidaki sekilde muhasebe kaydinin yapilmasi
gerekmektedir:

01.01.2020 BORC ALACAK
136 Orta Ve Uzun Vadeli 250.000,00
isletme Kredileri
13611 Diger Miisteriler (Ozel)
136112 Katilma Hesaplarindan
13611219 ABC Gida A.S.
392 Alacakh 250.000,00
Gegici Hesaplar
39299 Diger

Alacakli Gegici Hesaplar
ABC A.S.’ye Platin Satis1

¢ ) Giinliik Kar Pay1 Geliri Reeskontlari

Katilm bankalar1 tarafindan mudilerine kéar pay1
O6demelerinin hesaplanabilmesi i¢in murabaha alacaklarina
glinlik kadr payr geliri reeskontlar1 hesaplanarak
kaydedilmektedir.

Daha sonra da reeskont kayitlari ters kayit ile kapatilmak
suretiyle kar pay1 tahakkuk kayitlar1 gergeklestirilmektedir.

Giinliik kar payr geliri reeskontu hesab1 i¢in kullanilacak
formiil agagida yer almaktadir:

Giinlik Gelir Reeskontu = Anapara x ((1 + Kér Tutart /
Anapara) (Reeskont Giinii / Taksit Giin Sayist) _ 1)

Murabaha islemi gerceklestirildikten sonra ilk taksit
acisindan 1. giin kar payi geliri reeskontu formiil yardimryla
asagidaki sekilde hesaplanmaktadir:

Taksit Gilin Sayis1 = (01/02/2020 — 01/01/2020) = 31 giin

1. Giin Kar Pay1 Geliri Reeskont Tutar1 = 250.000 x ((1 +
2.975/250.000) ¢/3D 1)

1. Giin Kéar Pay1 Geliri Reeskont Tutar1 = 95,42 TL

Murabaha islemi gergeklestirildikten sonra ilk taksit
acisindan 2. giin kar pay1 geliri reeskontu formiil yardimiyla
asagidaki sekilde hesaplanmaktadir:

Giinliik Gelir Reeskontu = Anapara x ((1 + Kar Tutart /
Anapara) (Reeskont Giinii / Taksit Giin Sayis1) __ 1)

Taksit Giin Sayist = (01/02/2020 — 02/01/2020) = 30 giin

2. Giin Kar Pay1 Geliri Reeskont Tutar1 = 250.000 x ((1 +
2.975/250.000) /30 1)
2. Giin Kar Pay1 Geliri Reeskont Tutar1 = 98,60 TL

2. Giin i¢in Kar Pay1 Geliri Reeskont muhasebe kaydi
yapilmadan 6nce 1. Giin Kar Pay1 Geliri Reeskont muhasebe
kaydi agagidaki sekilde ters kayit ile kapatilmalidir:

01.01.2020 BORC  ALACAK

536 Orta Ve Uzun Vadeli isletme 95,42
Kredilerinden Alinan Kér Paylar: -
T.P.
53611 Diger Miisteriler - (Ozel)
536112 Katilma Hesaplarindan
220 Kredi Kar Pay1 Gelir
Tahakkuk Reeskontlar - T.P.
22001 Kar Pay1 Reeskontlar1
220012 Katilma Hesaplarindan
1. Gin Kar Payr Geliri Reeskont
Kaydinmn Ters Kayitla Kapatilmasi

95,42

2. Giin i¢in Kar Payr Geliri Reeskontu muhasebe kaydi
asagidaki sekilde yapilacaktir:

02.01.2020 BORC  ALACAK

220 Kredi Kéar Pay1 Gelir Tahakkuk
Reeskontlar - T.P.
22001 Kar Pay1 Reeskontlari
220012 Katilma Hesaplarindan
536 Orta Ve Uzun Vadeli
isletme Kredilerinden Alinan Kar
Paylar - T.P.
53611 Diger Miisteriler -
(Ozel)
536112 Katilma
Hesaplarindan
2. Giin i¢in Kér Pay1 Geliri Reeskont
Kayd1

98,60

98,60
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Taksit vadesi gelene kadar her giin, giinliik kar payr geliri
reeskontu formiil yardimiyla hesaplanarak bir o6nceki giin
yapilan kayit ters kayitla kapatildiktan sonra o giiniin giinliik
kar pay1 geliri reeskont kayd1 yapilmalidir.

Murabaha islemi gerceklestirildikten sonra ilk taksite ait 30.
giin kar pay: geliri reeskontu formiil yardimiyla asagidaki
sekilde hesaplanmaktadir:

Giinliik Gelir Reeskontu = Anapara x ((1 + Kéar Tutar1 /
Anapara) (Reeskont Giinii / Taksit Giin Sayist) _ 1)

Taksit Giin Sayist = (01/02/2020 — 31/01/2020) = 1 giin

30. Giin Kéar Pay1 Geliri Reeskont Tutar1 = 250.000 x ((1 +
2.975/250.000) @'Y - 1)

30. Giin Kar Pay1 Geliri Reeskont Tutar1 =2.975 TL

30. Giin i¢in Kar Pay1 Geliri Reeskontu muhasebe kaydi
asagidaki sekilde yapilacaktir:

31.01.2020 BORC  ALACAK
220 Kredi Kar Pay1 Gelir Tahakkuk 2.975,00
Reeskontlar: - T.P.
22001 Kar Pay1 Reeskontlar1
220012 Katilma Hesaplarindan
536 Orta Ve Uzun Vadeli 2.975,00

isletme Kredilerinden Ahnan Kar

Paylar1 - T.P.

53611 Diger Miisteriler -

(Ozel)

536112 Katilma

Hesaplarindan

30. Giin i¢in Kar Pay1 Geliri Reeskont
Kaydi

30. giine ait kar pay1 geliri reeskont kaydi yapilmadan 29.
giline ait kaydin ters kayit ile kapatilmasi gerekmektedir.
Yukarida yer alan kayittan da goriilecegi gibi 30. giin igin
kar pay1 geliri reeskont kaydinda yer alan tutar, geri 6deme
planinda da yer alan, s6z konusu taksit i¢in tahsil edilecek
kar pay1 tutaridir.

Kar pay1 geliri reeskont kayitlari, dnceki giin kayitlar ters
kayitla kapatilmadan aradaki farkin kaydedilmesine
dayanan birikimli yontemle de gerceklestirilebilmektedir.
Yukarida yer alan 1. giine ait hesaplanan kar payi geliri
reeskont tutar1 95,42 TL, 2. giine ait kar pay1 geliri reeskont
tutar1 98,60 TL’den ¢ikarilarak aradaki fark olan (98,60 —
95,42) 3,18 TL ilgili hesaba kaydedilmek sureti ile de kayit
islemi tamamlanabilmektedir.

d) Kar Pay1 Geliri Tahakkuku

Hak edilen kar paylar ile ilgili olarak donemsellik kavrami
geregi ay sonlarinda kar pay1 geliri tahakkuk kayitlarinin
yapilmas1 gerekmektedir. Kar pay1 geliri tahakkuk kayitlar:
yapilmadan 6nce de kar payi geliri reeskont kayitlarinin ters
kayitla kapatilmas1 gerekmektedir.

1. Taksite ait kar pay1 geliri tahakkuk kaydi asagidaki gibi
yapilacaktir:

31.01.2020 BORC ALACAK

220 Kredi Kér Pay1 Gelir Tahakkuk
Reeskontlar: - T.P.
22000 Kar Pay1 Tahakkuklari
220002 Katilma Hesaplarindan
278 Muhtelif Alacaklar - T.P.
27899 Diger Muhtelif Alacaklar
536 Orta Ve Uzun Vadeli
isletme Kredilerinden Ahnan Kar
Paylan - T.P.
53611 Diger Miisteriler -
(Ozel)
536112 Katilma
Hesaplarindan
380 Odenecek Vergi, Resim,
Harg ve Primler - T.P.
38000 Odenecek Vergiler
380005 Banka Ve Sigorta
Muameleleri Vergisi
1. Taksit icin Kar Pay1 Geliri Tahakkuk
Kayd1

2.975,00

148,75

2.975,00

148,75

2. Taksite ait kar pay1 geliri tahakkuk kaydi asagidaki gibi
yapilacaktir:

29.02.2020 BORC ALACAK

220 Kredi Kar Pay1 Gelir Tahakkuk
Reeskontlar - T.P.
22000 Kar Pay1 Tahakkuklar:
220002 Katilma Hesaplarindan
278 Muhtelif Alacaklar - T.P.
27899 Diger Muhtelif Alacaklar
536 Orta Ve Uzun Vadeli
isletme Kredilerinden Alinan Kar
Paylar - T.P.
53611 Diger Miisteriler -
(Ozel)
536112 Katilma
Hesaplarindan
380 Odenecek Vergi, Resim,
Harg ve Primler - T.P.
38000 Odenecek
Vergiler
380005 Banka Ve Sigorta
Muameleleri Vergisi
2. Taksit icin Kar Payr Geliri
Tahakkuk Kayd1

2.867,93

143,40

2. 867,93

143,40

Ornegi uzatmamak igin diger taksitlerin tahakkuk kayitlar:
gosterilmemistir. Diger taksitlere ait tahakkuk kayitlar1 geri
O6deme planinda yer alan veriler kullanilarak ay sonlarinda
gerceklestirilmektedir. Kéar payr tahakkuk kayitlan
yapilmadan once kar pay1 geliri reeskont kayitlarinin ters
kayit ile kapatilmas1 gerekmektedir.
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e) Alacaklarin Tahsil Edilmesi

Katilim bankasi tarafindan murabaha yontemi ile miisteriye
vadeli satilan platinlere iliskin alacaklarin tahsil edilmesi
durumunda asagidaki gibi muhasebe kayd1
gerceklestirilmektedir.

1. aya ait taksit tahsil edildiginde;

01.02.2020 BORC ALACAK

010 Kasa 12.120,95
136 Orta Ve Uzun Vadeli
Isletme Kredileri
13611 Diger Miisteriler
(Ozel)
136112 Katilma
Hesaplarindan
13611219 ABC
Gida A.S.
220 Kredi Kar Pay1 Gelir
Tahakkuk Reeskontlar:
22000 Kar Pay1 Tahakkuklar1
220002 Katilma
Hesaplarindan
278 Muhtelif Alacaklar
27899 Diger Muhtelif Alacaklar

ABC A.S. 1. Taksit Tahsilati

8.997,20

2.975,00

148,75

24. aya ait (son) taksit tahsil edildiginde;

01.01.2022 BORC ALACAK

010 Kasa

136 Orta Ve Uzun Vadeli
isletme Kredileri
13611 Diger Miisteriler
(Ozel)
136112 Katilma
Hesaplarindan
13611219 ABC
Gida A.S.
220 Kredi Kar Pay1 Gelir
Tahakkuk Reeskontlar:
22000 Kar Pay1 Tahakkuklar:
220002 Katilma
Hesaplarindan
278 Muhtelif Alacaklar
27899 Diger Muhtelif Alacaklar

ABC A.S. 24. Taksit Tahsilat1

12.120,95

142,46

7,12

2. aya ait taksit tahsil edildiginde;

01.03.2020 BORC

ALACAK

010 Kasa 12.120,95
136 Orta Ve Uzun Vadeli
isletme Kredileri
13611 Diger Miisteriler (Ozel)
136112 Katilma
Hesaplarindan
13611219 ABC
Gida A.S.
220 Kredi Kar Pay1 Gelir
Tahakkuk Reeskontlar:
22000 Kar Pay1 Tahakkuklari
220002 Katilma
Hesaplarindan
278 Muhtelif Alacaklar
27899 Diger Muhtelif Alacaklar

ABC A.S. 2. Taksit Tahsilati

9.109,62

2.867,93

143,40

Diger taksitlerde tahsil edildiginde yukarida yer alan 6deme
planindaki  veriler  kullanilarak  tahsilat  kayitlar
gerceklestirilecektir.

TMS/TFRS’lere gore gergeklestirilen kayitlarda teverruk
yontemi salt bir kredi sdzlesmesi olarak degerlendirilmekte
ve kayitlarda bu perspektifte gergeklestirilmektedir. Oysa
teverruk yontemi vadeli satin alinan varligin pesin satilmasi
ile nakit teminini kapsamaktadir. Bu haliyle de bir kredi
islemi olarak degerlendirilerek kayitlarin gergeklestirilmesi
yontemin 6ziine aykirilik teskil etmektedir. Bu baglamda
ornek uygulamada teverruka konu varligin saticisi
konumunda olan katilim bankas ilk olarak bir stok hesabi
ile teverruka konu platini kayitlarina almalidir. Daha
sonrada murdbaha yontemi ile gergeklestirilen vadeli satisa
istinaden ABC Gida A.S.’den olan alacagini murabaha
alacagi olarak kaydetmelidir.

Onerilen muhasebe yevmiye kayitlar1 asagida gdsterilmistir:

- Katilim bankasinin ilk olarak bir stok hesabu ile teverruka
konu platini kayitlarina almast;

11.971,37

01.01.2020 BORC ALACAK

028 Murabaha Ve Diger Vadeli
Satiglar i¢cin Alinan Stoklar -
TP.*

02803 Murabaha I¢in Alian
Platin

250.000,00

010 Kasa 250.000,00

Platin alis1

* Bu hesap Katililm Bankalar1 tarafindan kullanilan
TDHP’da yoktur, yazar tarafindan dnerilmektedir.
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- Platinin Satilmasi;

01.01.2020 BORC ALACAK

188 Orta Ve Uzun Vadeli
Murébaha Alacaklari - T.P.*
18811 Diger Miisteriler (Ozel)
188112 Katilma
Hesaplarindan
18811219 ABC A S.
700 Murabaha Ve
Diger Vadeli Satislar - T.P.*
70001 Murabaha
Satis1
190 Ertelenmis Kar (-)
-TP*
380 Odenecek Vergi,
Resim, Har¢ Ve Primler - T.P.
38000 Odenecek
Vergiler
380005 Banka Ve
Sigorta Muameleleri Vergisi
Murabaha Sozlesmesiyle ABC
A.S.’ye Platin Satig1

290.902,78

250.000,00

38.955,03

1.947,75

a) Platinin Katilim Bankasindan Vadeli Satin Alinmasi

ABC Gida A.S. teverruka konu platini KLM Katilim
Bankasi’ndan 24 ay taksitle satin aldiginda agagidaki gibi
kay1t gerceklestirilecektir:

01.01.2020 BORC ALACAK

118 Diger Menkul Kiymetler
11819 Platin
336 Diger Cesitli
Borclar
336.01 KLM Katilim
Bankasi
336.01.19 Teverruk Borcu
436 Diger Cesitli
Borglar
436.01 KLM
Katilim Bankas1
436.01.19 Teverruk Borcu
Teverruk Igin  Platin  Satin
Alinmasi

290.902,78

145.451,39

145.451,39

* Bu hesaplar Katilim Bankalar1 tarafindan kullanilan
TDHP’da yoktur, yazar tarafindan dnerilmektedir.

- Maliyet Kaydi;

01.01.2020

800 Murabaha Ve Diger
Vadeli Satislarin Maliyeti -
T.pP.*
80001 Murabaha Maliyeti
028 Murabaha Ve
Diger Vadeli Satislar icin
Ahnan Stoklar - T.P.*
02803 Murabaha
I¢in Alinan Platin
Maliyet Kaydi

BORC ALACAK

250.000,00

250.000,00

* Bu hesaplar Katilim Bankalar1 tarafindan kullanilan
TDHP’da yoktur, yazar tarafindan 6nerilmektedir.

3.2. Isletme Muhasebe Kayitlar

ABC Gida A.S. acil nakit ihtiyacini kargilamak i¢in KLM
Katilim Bankasi’ndan teverruk yontemi ile 250.000,00 TL
tutarinda platini 24 ay taksitle (murdbaha yontemiyle)
290.902,78 TL’ye satin almis ve Londra Metal Borsasinda
(LMB) DEF Metal sirketine pesin 250.000,00 TL’ye
satmistir.

TMS/TFRS’ler vade farkini faiz olarak degerlendirmekte ve
gerceklestirilecek kayitlarda varligin pesin degeri ve vadeli
fiyat1 arasindaki farki faiz gideri olarak kayit altina alinmasi
gerektigini ongdrmektedir. Katilim finans acisindan vade
farki ise faiz olarak degerlendirilmemektedir. Bu baglamda
vade farki varligin bedeline dahil edilerek kayitlar
gergeklestirilmistir.

300/400 Banka Kredileri hesabinin kullanilmamasinin
sebebi, yukarida da izah edildigi iizere teverruk yonteminin
bir kredi s6zlesmesi olmayisi bir satis sozlesmesi olmasidir.

b) Platinin DEF Metal Sirketine Pesin Satilmasi

ABC Gida A.S. KLM Katilim Bankasi’ndan 24 ay taksitle
satin aldig1 teverruka konu platini pesin olarak DEF Metal
sirketine sattiginda asagidaki gibi kayit gergeklestirilecektir:

01.01.2020 BORC ALACAK
100 Kasa 250.000,00
655 Menkul Kiymet Satig 40.902,78
Zararlan
118 Diger Menkul 290.902,78
Kiymetler
11819 Platin

Platinin Pegin Satilmasi

Teverruk yontemi 6zii itibari ile vadeli (yiiksek) fiyatla satin
alman varligin pesin (diisiik) fiyatla satis1 ile finansman
ihtiyacinin karsilanmasidir. Ornek uygulamada sézlesmeye
konu varlik bir menkul kiymet olmasi hasebiyle alig ve satig
fiyat1 arasindaki fark (bor¢lanma maliyeti) 655 Menkul
Kiymet Satig Zararlari hesabinda muhasebelestirilmistir.
Soézlesmeye konu varligin menkul kiymet olmamasi
durumunda alis ve satig fiyat: arasindaki fark (borg¢lanma
maliyeti) 689 Diger Olagandis1 Gider ve Zararlar hesabinda
muhasebelestirilmelidir.

¢) Katilim Bankasina Borcun Odenmesi

ABC Gida A.S. KLM Katilim Bankasi’na olan borcunu
taksitler halinde 0Odediginde asagidaki gibi kayit
gerceklestirilecektir.
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1. Taksitin 6denmesi;

01.02.2020 BORC ALACAK
336 Diger Cesitli Borglar 12.120,95
336.01 KLM Katilim Bankasi
336.01.19 Teverruk Borcu
100 Kasa 12.120,95

1. Taksitin Odenmesi

Diger taksitler de odendiginde ayn1 sekilde kayit
gerceklestirilecektir. Donem sonunda (31 Aralik) uzun
vadeli olan 436 nolu hesabm 336 nolu hesaba aktarilmasi
gerekmektedir.

4. Sonuc ve Oneriler

Nakit ihtiyacinin karsilanmasinda bagvurulan teverruk
yonteminin giiniimiiz finans uygulamalarina uyarlanmis
sekli, banka tarafindan daha Oncesinde organize edildigi
icin, organize teverruk ismiyle anilmaktadir. Klasik teverruk
yontemine Islam alimlerinin ¢ogunlugu tarafindan cevaz
verilirken, organize teverruk yontemi cogu Islam alimi
tarafindan sakincali olarak degerlendirilmektedir.

Katilm bankalar1 tarafindan klasik teverruk yontemine
nazaran daha kolay uygulanabilen organize teverruk
yontemi, katilim bankasina olan borcunu ddeyemeyen
miisterilere vadenin uzatilarak kolaylik saglanmasi ve acil
nakit ihtiyact olan miisterilerin faize bulagsmadan nakit
ihtiyaclariin karsilanmasi amaglari ile kullanilmaktadir.

Borglarin yeniden yapilandirilmasinda organize teverruk
yontemi yerine suistimalleri dnlemek adina belirli bir ceza
mukabilinde karz-1 hasen yonteminin kullanilmasi katilim
bankalarmmin  faaliyetlerine = daha  uygun  olacagi
diistiniilmektedir. Acil nakit ihtiyaglarinin karsilanmasinda
faize alternatif olarak da organize teverruk yontemi yerine
klasik teverruk yonteminin kullanilmasi 6nerilmektedir.

Organize teverruk yonteminin sakincalart muhasebe
kayitlarinda da kendisini gostermektedir. Organize
teverruka ait muhasebe kayitlarinda uygulanan yontem bir
kredi islemi gibi degerlendirilmek sureti ile kayitlar
gerceklestirilmektedir.  Klasik  teverruk  yonteminin
uygulanmas: durumunda ise katilim bankalarinin faaliyet
yapilarini yansitan varligin stoklara alinmasi ve satis
islemleri ayr1 ayr1 gdsterilmek sureti ile yontemin ozl
yansitilmis olacaktir.

Kamu Gozetimi, Muhasebe ve Denetim Standartlari
Kurumu (KGK) tarafindan katilim finans ({iriinlerinin
muhasebe siiregleri i¢in Faizsiz Finans Muhasebe
Standartlar1 (FFMS) yaymlanmaktadir. Ancak teverruk i¢in
henliz FFMS yaymlanmamigtir. Teverruk yontemi icin de
FFMS yayinlanmasi gerekmektedir.

Literatiirde teverruk yontemi ve sdz konusu ydntemin
uygulama alani ile ilgili ¢aligmalar kismen yer almaktadir.
Ancak yontemin muhasebe boyutunu ele alan ¢aligmalar
literatiirde smurli  kalmaktadir. Calismanin  uygulama
kisminda teverruk yontemi {izerine kurgulanan &rnek hem
katilim bankasi hem de isletme agisindan ¢oziimlenmistir.

Ayrica uygulama bolimiinde Oneriler gelistirilerek
muhasebe kayitlarinda gosterilmistir. Bu agidan ¢aligmanin
literatiire ciddi katkilar sunmas1 beklenmektedir.
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Extended Summary
Purpose:

One of the Islamic finance products, tawarruq is a method
used to meet the cash need by selling the asset purchased on
credit in cash. The tawarrug method, which is an alternative
Islamic finance product in meeting urgent cash needs, is also
used by participation banks today. Participation banks prefer
the organized tawarrug method which is one of the tawarrug
types. While the classical tawarrug method is allowed by
many Islamic scholars, organized tawarruq is criticized on
the grounds that it violates the rules of Islamic law.

The aim of the study is to present the accounting process of
the tawarrug method in terms of both the participation banks
and the business environments, after giving information on
the types, application areas etc. While studies on the field
generally focus on the tawarrug method, the study is unique
because it deals with the accounting process as well as the
tawarruq method.

Literature Review:

In the study, the subject of tawarrug has been extensively
examined by scanning books, articles, etc. in the national
and international literature. Although the studies dealing
with the tawarrug method and its functioning are sufficiently
included in the literature, it is observed that the studies on
the tawarrug method and the accounting process are limited.
In this context, it is expected that the study will contribute
to the literature.

In addition, the study is important in terms of guiding the
information users who want to learn the subject of tawarrugq,
as well as guiding the accountants about the subject.

Design / methodology / approach:

In the study, first of all, the subject of tawarrug was
examined in order to guide the information users. The types
of tawarruq method, its operation etc. are discussed in depth.

In the application part of the study, an example of a tawarruq
transaction between the participation bank and the enterprise
was constructed. It is aimed to guide the information users
by analyzing the accounting processes of the constructed
sample application in terms of both the participation bank
and the business.

Findings

The version of the tawarrug method used to meet the cash
needs, adapted to today's financial practices, is called
organized tawarruq because it was organized by the bank
before. While the classical tawarrug method is permissible
by the majority of Islamic scholars, the organized tawarruq
method is considered objectionable by most Islamic
scholars.

Organized tawarruq method, which can be applied more
easily by participation banks compared to the classical
tawarruq method, is used to provide convenience by
extending the maturity of customers who cannot pay their

debts to the participation bank, and to meet the cash needs
of customers in urgent cash need without incurring interest.

It is thought that it would be more appropriate for the
activities of participation banks to use the gard hasan method
against a certain penalty in order to prevent abuses instead
of the organized tawarrugq method in the restructuring of
debts. It is recommended to use the classical tawarruq
method instead of the organized tawarrug method as an
alternative to interest in meeting urgent cash needs.

The drawbacks of the organized tawarrug method are also
evident in the accounting records. Records are made by
evaluating the method applied in the accounting records of
organized tawarrug as a loan transaction. In the case of
applying the classical tawarrug method, the essence of the
method will be reflected by showing the asset that reflects
the activity structure of participation banks in stocks and
sales transactions separately.

The Public Oversight Accounting and Auditing Standards
Authority (POA) publishes Interest-Free Financial
Accounting Standards (IFFAS) for the accounting processes
of participation finance products. However, IFFAS for
tawarruq has not been published yet. For the tawarruq
method, IFFAS must be published.
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Yonetim alaninda uzun yillardir iizerinde arastirma yapilan bir konu olan orgiitsel vatandaslik davranisi,
¢alisanlarin orgiite olumlu katki saglayacak sekilde goniillii olarak sergiledikleri pozitif davraniglardir. Bu
davranislar zamanla goniillii olmaktan ¢ikarak gesitli baskilar sonucu zorunlu hale gelebilmektedir. Bu durum
orgiitsel vatandaslik davranisinin karanlik yonii olarak degerlendirilen zorunlu vatandaglik davranigi kavramia
dikkatleri yoneltmistir. Bu ¢aliymanin amaci zorunlu vatandashk davraniginin ise yabancilasma tizerindeki
etkisini belirlemektir. Caliyma kolayda ormekleme yontemi ile belirlenen gesitli meslek gruplarindan
(6gretmen, mithendis, akademisyen, 6zel sektor ¢aligsani, devlet memuru) 155 kisi ile yiiriitiilmistiir. Aragtirma
verileri 2019 yili Aralik ayinda toplanmistir. Elde edilen veriler SPSS ve SPSS Amos kullanilarak analiz
edilmistir. Arastirma sonuglarma goére, zorunlu vatandasglik davranisinin igse yabancilasma tizerinde pozitif
yonlii anlaml bir etkisi vardir.
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Organizational citizenship behavior, which has been the subject of research for many years in the field of
management, is the positive behavior that employees display voluntarily in a way that will make a positive
contribution to the organization. These behaviors may cease to be voluntary over time and become compulsory
as a result of various pressures. This situation has directed attention to the concept of compulsory citizenship
behavior, which is considered as the dark side of organizational citizenship behavior. The purpose of this study
is to determine the effect of compulsory citizenship behavior on work alienation. The research was conducted
with 155 people from different professions (teacher, engineer, academician, private sector employee,
officeholder) determined by convenience sampling method. Research data were collected in December 2019.
The obtained data were analyzed by using SPSS and SPSS Amos. According to the research results,
compulsory citizenship behavior has a positive and significant effect on work alienation.

1. Giris

gbrev tanimlarinin disinda goniillii olarak sergiledikleri
roller olarak ifade edilen Orgiitsel vatandaslik davraniginin,

Orgiitsel vatandaslik davramst (OVD), uzun yillardir ~ olumlu gibi goziikse de her zaman goniillii ve isteyerek
yonetim bilimi yazininda dikkat geken ve arastirmalara konu ~ yapilmamasi, bazi baskilar sonucu ortaya ¢tkmasi ve bunun
olan kavramlarin bagsinda gelmektedir. Calisanlarin resmi da olumsuz sonuglara yol agtiginin fark edilmesi dikkatleri
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zorunlu vatandaslik davranisina (ZVD) ¢ekmistir. Orgiitsel
vatandaglik davranisi ile aralarinda dogal olarak bir iligki
olan zorunlu vatandashk davranisi, rol 6tesi davraniglarin
¢ok daha olumsuz bir yansimasini temsil eder (Porpara,
1989; aktaran Vigoda-Gadot, 2006, s. 83).

Yapilan bazi aragtirmalarda (Vigoda-Gadot, 2007; Peng ve
Zhao, 2012; Can Yalgin ve Begenirbas, 2020; Topcu,
Begenirbas ve Turgut, 2017; Ahmadian, Sesen ve Soran,

2017; Aydemir, 2018) ZVD’nin olumsuz Orgiitsel
durumlarla pozitif yonlii; olumlu orgiitsel tutum ve
davranislarla  negatif yonli iligki icinde oldugu

goriilmektedir. Bununla bilikte Yildiz ve Elibol (2021)
zorunlu vatandaslik davranigi ile isten ayrilma niyeti ve
sosyal kaytarma arasinda pozitif yonlii iliski oldugunu
ortaya koymuslardir. Unaldi Baydim vd. (2020), ZVD ve is
stresi arasinda pozitif yonlii bir iliski bulmuslardir. Giirsoy
ve Koksal (2020) ZVD ile bildiren yonetici iletisim stili
arasinda pozitif, ZVD ile danisman yonetici iletisim stili
arasinda negatif yonlii iliski oldugunu bulmuslardir. He vd.
(2020), ZVD ile ¢alisan yaraticilig1 arasinda negatif yonlii
bir iligki tespit etmiglerdir. Zheng vd. (2020) ZVD’nin
mesleki tikenmislik iizerinde pozitif etkisinin oldugunu
tespit etmiglerdir. He vd. (2018), ZVD ve calisan sessizligi
arasinda pozitif yonlii bir iligki oldugunu bulmuslardir.
Sesen ve Soran (2013), “yonetici/amir kaynakli olarak
olusan zorunlu vatandaslik davraniglarinin, ¢alisanlarin isten
ayrilma niyetlerini, tiikenmislik diizeylerini, is streslerini,
sosyal kaytarma davraniglarimi ve is arkadaglari ile
yasadiklart ¢atigmay1 artirmakta; yenilik¢i davranislarini,
orgiitle 6zdeslesme diizeylerini ve bireylere yonelik OVD’yi
azalttigin1” bulmuslardir (s. 410).

Literatiirde dogrudan zorunlu vatandaslik davranist ve ise

yabancilasma kavramlarmi inceleyen sinirli  sayida
(Babadag, 2019) arastirmaya rastlanmustir.  [lgili
arastirmada, zorunlu vatandashik davranisinin  ise

yabancilasmay1 pozitif yonde ve anlamli olarak etkiledigi
belirlenmistir. Zorunlu vatandaslik davraniginin kilit noktasi
olan ekstra rol davranislarinin goniilli olarak degil de cesitli
zorlamalar veya baski sonucunda sergilenmesi durumu,
calisanin Ozgiir iradesini kullanamamasindan dolay1 is ile
ilgili kontroliinii kaybettigini diisiinmesine yol agarak ise
yabancilasma yasamasma neden olabilir. Bu durum Oz
Belirleme Kurami ile sdyle agiklanabilir: Oz Belirleme
Kurami, bireyler ve sosyal baglam arasindaki etkilesimleri
baz alarak davramig, deneyim ve gelisim hakkinda
¢ikarimlarda bulunur. Oz Belirleme Kurami’na gére
insanlar, bu etkilesim siirecinde desteklenmesi halinde
olumlu, engellenmesi halinde ise olumsuz sonuclar1 olan
aidiyet, yeterlik ve 6zerklik olmak iizere ii¢ temel psikolojik
ihtiyaci paylasirlar (Deci vd., 2001; Ryan ve Deci, 2000a
aktaran Durmaz ve Akkus, 2016). Bu ihtiya¢lardan 6zerklik,
bireyin kendi eylemlerini baglatmasi ve se¢im yapmasi
olarak ele alinmaktadir (Andersen, 2000). Bagka bir deyisle
ozerklik ihtiyaci, bireyin 6zgiir iradesi ile, kendi basina karar
vermesi ve davranislarinda inisiyatif kullanmasidir (Ryan ve
Brown, 2003). Yeterlik ihtiyaci, bireyin g¢evresini iyi bir
sekilde etkilesimde bulunma kapasitesidir (Deci ve Ryan,

1985). Bireyin baskalar1 ile baglantili olma ihtiyacidir
(Cihangir Cankaya, 2009, s. 24). ZVD ve ise yabancilagma
etkilesimi 6zerlik ihtiyacinin kargilanamamast durumu ile
iliskilendirilebilir. Ozerklik ihtiyacinin desteklenmesiyle
verilen karar anlamma gelen 6zerk karar verme, bireyin
kendi hedeflerini belirlemesi ve bu hedeflere ulagmak icin
inisiyatif kullanmasidir (Ersoy Kart ve Giildii, 2008). Ozerk
karar verebilen bireyler faaliyetlerinde kendilerini etkili
hissederler. Ayni zamanda ¢aligma ortaminda sorunlarla
basa ¢ikma konusunda yeni yontemler gelistirebilirler (De
Jong ve Kemp, 2003). Ozerklikten yoksunluk yani gesitli
konularla ilgili kararlarda fikir belirtememek, yonetime
katilamamak ve isin denetiminde yer alamamak gibi
durumlar ¢alisanda giigsiizliik hissi yaratir (Blauner, 1964).
Giigsiizliik hisseden ¢alisanlar hayatlarina kendi iradelerinin
degil, sistemin veya {ist konumundakilerin karar verdigi
seklinde bir duyguya kapilirlar (Hoy, 1972). Dolayisiyla
Ozsaygi, kendini gergeklestirme ve Ozerklik ihtiyaglarini
gideremez (Turgut ve Kalafatoglu, 2016) ve islerine karsi
yabancilasirlar  (Nart vd. 2020). Ise yabancilasma,
performans diigiikliigi, ise devamsizliin artmasi, ise
gelmeme, is tatmininde azalma, ise yonelik olumsuz
tutumlarin artmas, is stresinde artis, motivasyon diisiikliigii,
orgiitsel bagliligin azalmasi gibi sonuglara yol acarak (Nef,
1980; Tutar, 2010; Agarwal, 1993, Hirschfeld ve Field,
2000; Mohan ve Prasad, 2014) orgiit {izerinde olumsuz
etkiler yaratabilmektedir. Tim bunlardan hareketle,
ZVD’nin ige yabancilagma lizerindeki etkisinin incelenmesi,
oncelikle iki kavram arasindaki teorik iliskinin gorgiil
caligmalarla dogrulanmasi agisindan 6nem arz etmektedir.
Nitekim yerli ve yabanci literatiirde zorunlu vatandaslik
davranist ve ise yabancilagsma iligkisini inceleyen sinirl
sayida ¢alisma olmasi ve Orgiitlerde yasanan sorunlardan
biri olan ige yabancilasmanin azaltilmasi i¢in kavrami
etkileyen faktorlerden biri olarak zorunlu vatandaslik
davranisinin incelenmesinin literatiire katki saglayacagi
distiniilmektedir. Ayrica uygulayicilara zorunlu vatandaglik
davranist ve ise yabancilagsma kavramlarimin veya bunlari
sergileyen ve yasayan calisanlarin orgiit tizerindeki etkileri
ile ilgili teorik ve pratik bilgiler sunmak arastirmanin bir
diger 6nemini olugturmaktadir.

2. Zorunlu vatandashk davranisi

ZVD, c¢aliganlarin resmi rol (gorev/is) tamimlarinda
bulunmayan iglere yonelik c¢alisma faaliyetlerinde
bulunmalart konusunda giiglii bir sosyal veya yonetsel
baskiya maruz kaldiklarinda gosterdikleri rol Gtesi
davraniglardir (Vigoda-Gadot, 2006, s. 85). Kisaca bireyin
kendi istegi disinda gergeklesen, sergilemek durumunda
kaldig1 ekstra rol davranisi literatiirde zorunlu vatandaglik
davranig1 olarak ifade edilmektedir (Zhao, Peng ve Chen,
2014).

Zorunlu vatandaslik davranisinda, genel olarak bireylerin
calistiklar1 6rgiitlerine yararh olmak igin gosterdikleri ekstra
rol davranislari bir siire sonra i tanimlarinin bir bolimi
haline gelmekte ve kisilerin ilk zamanlarda goéniillii olarak
yaptiklari isler kendi ig tanimlarinda yer alan gorevler gibi
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zorunluluk olmaya baslamaktadir. Bu durum ¢alisana ek
yiikler getirebilmekte hem bireysel hem de 6rgiitsel sorunlar
yaratabilmektedir. Bu nedenle zorunlu vatandaslik
davranigimin, oOrgiitsel vatandaslik davraniginin aksine,
orgiitler icin istenmeyen sonuglara yol actigi/agacagi
diistiniilmektedir. Nitekim Vigoda-Gadot (2006) yapmis
oldugu c¢alismada zorunlu vatandaslik davranisinin
orgiitlerde oldukc¢a yaygin oldugunu ifade etmis ve zorunlu
vatandaslik davranisinin is stresi, orgiitsel politikalar, isten
ayrilma niyeti, tiikenmislik ve ihmalkar davranislar ile
iligkili olabilecegini ileri siirmiistiir. Vigoda-Gadot (2006;
2007) zorunlu vatandaslik davranis1 hakkinda bazi énemli
hususlar {izerinde durmaktadir. Birincisi iggorenlerin
algiladiklar1 baski, ikincisi ise kendi iradesi disinda
gerceklesen ekstra rol davraniglaridir. Eger isgoérenler
tizerilerinde baski hissederse, bu durumda davranislari
gonillii olarak sergilenen Orgiitsel vatandaglik davranigi
olmayacaktir. Ayni sekilde goniilsiiz olarak gergeklestirilen
ekstra rol davranislari da oOrgiitsel vatandaglik davranisi
olarak adlandirilamaz.

Zorunlu vatandaglik davraniginin kavramsal temellerinin
oturtulmasinda her ne kadar Orgiitsel vatandaslik
davranigindan ayr bir yap1 olarak bahsedilmek istense de
Zhang, Liao ve Zhao (2011) zorunlu vatandaslik
davraniginin, aslinda bir gesit orgiitsel vatandaslik davranisi
oldugunu vurgulamiglardir. Ancak buradaki ince ayrim,
yapilan davranigin goniillii olarak yapilma durumuna gore
degismektedir. Buna gore orgiitsel vatandaslik davranisinin
goniilliiliik seviyesi oldukga yiiksek diizeylerde iken,
zorunlu vatandaglik davranisinin goniilliiliik seviyesi diisiik
diizeylerdedir. Yapilan bir bagka ¢aligmada ise; zorunlu
vatandaglik davranisinin bir gekilde orgiitsel vatandaglik
davramiginin  golgesinde  kalarak  fark  edilmedigi,
goriiniirdeki orgiitsel vatandasglik davraniglarinin da her
zaman Orgite fayda saglayacagi yanlis algisinin yaygin
oldugu vurgulanmistir (Y1ldiz ve Yildiz, 2015).

3. Ise yabancilasma

Kisinin ise karsi ilgisiz olmasi olarak ifade edilen ise
yabancilagma isgorenler ve isletmeler i¢in 6nem teskil eden
sorunlardan biri olup “caliganin igine karsi cosku ve baglilik
duymadigim1 gostermekle birlikte, ise yonelik psikolojik ve
genel bir tutumu nitelemektedir” (Hirschfeld, Feild ve
Bedeian, 2000, s. 1881; Tonks ve Nelson, 2008, s. 3).
Blauner (1964) ise yabancilasmayi, “isin; 0Ozerklik,
sorumluluk, toplumsal etkilesim ve kendini gergeklestirme
gibi bireyin insan olarak degerini ortaya koyan kosullarin ve
ortamlarin saglanamamasi durumu” olarak ifade etmektedir.
Bagaran (2008)’a gore ise, “isine yabancilasan bir iggoren,
orgiitiin kendine verdigi orgiitsel konumu benimseyemez.
Isgoren isini elverdigince yasaminin bir pargasi olarak
gérmemeye; Orgiit disinda isinden séz etmemeye calisir.
Orgiitiin ~ yonetimine, toplumsal etkinliklere, —gorevi
digindaki islerle ilgilenmez. Isgoren orgiitiiyle ve isiyle
gurur duymaz. isgéren kendisine orgiitin disinda doyum
kaynaklar1 arar.” Ise yabancilasma, durumlar karsisinda
aktif olmama, sartlarin iyilesmesi i¢in ¢caba gdstermeme, ise
devamda sorunlar, azalan verim ve hata oranlarinin artmasi,

motivasyon diislikligii, orgiitsel bagliligin azalmasi, genel
stres ve ig stresinin artmasi ve i tatmininin azalmasi ile
sonug¢lanmaktadir (Tutar, 2010, s. 173).

Isgorenlerin, kendilerini sadece iiretim yapan bireyler olarak
gormesi, orgiitsel amaglarint elde edememesi, isyerindeki
doyumsuzluklar, sorunlarin ortadan kaldirilamamasi, bazi
keyfi uygulamalar sonucunda olusan diismanlik duygulari
gibi faktorler ise yabancilagmaya sebebiyet verebilmektedir
(Simsek, Celik ve Akgemci, 2006, s. 569). Calisanlar ise
yabancilagmay1 yonetim stili, caligma sartlar1 gibi isletme igi
kaynaklardan dolay1 yasayabilecekleri gibi, sanayilesme,
kentlesme, ekonomik veya teknolojik yap1 gibi isletme dis1
kaynaklardan dolay1 veya tamamen bireysel durumlardan
kaynakli olarak da yasayabilmektedirler. Tiim bu faktorlerin
disinda bu ¢alismada, zorunlu vatandaslik davraniginin da
ise yabancilagmaya neden olacag1 veya ise yabancilasmayi
etkileyecegi diigiiniilmektedir. Ekstra rol davranislarmin
baski sonucu zorunlu olarak yapilmasi bireyin is tizerindeki
kontroliiniin azaldigini veya ortadan kalktigini diigiinerek ise
kars1 ilgisinin azalmasina ve ise yabancilagmasina neden
olabilir. Babadag (2019) zorunlu vatandaglik davraniginin
ise yabancilagma iizerinde yaratacag etkinin Oz Belirleme
Kurami (Self-Determination Theory) ile agiklanabilecegini
one siirmektedir. Oz-belirleme  (self-determination),
davranislarin dig etkenlerden (toplum normlarindan, grup
baskisindan v.b.) ¢ok, bireyin kendi kisisel inang¢lartyla ve
deger yargilartyla belirlenmesi, bireyin kararlarini kendi
basina vermesi olarak tanimlanmaktadir (Budak, 2000). “Oz
belirleme kurami bireyin psikolojik olarak iyi olmasini
saglamak ve motivasyonunu arttirmak i¢in kiginin psikolojik
ihtiyaglarini gidermesi gerektigini belirtmekte ve psikolojik
ihtiyaclar igerisinde; Ozerklik (autonomy) ihtiyacinin da
oldugunu ileri siirmektedir. Birey is igerisindeki
davranislarini ne kadar kendisi yonlendirebiliyorsa o kadar
Ozerklige sahip olacaktir. Eger davranis kisi tarafindan degil
de c¢evresi tarafindan belirleniyorsa; bireyin igsel
motivasyonunun azalacagi diigiiniilmektedir” (Ryan ve
Deci, 2000a, 2000b aktaran Babadag, 2019). Zorunlu
vatandaslik davraniginda da bireyin yapmis oldugu
davranislar artik kendi inisiyatifinden ¢ikmig ve bagkalarinin
baskisi sonucunda gergeklesir olmustur. Bu nedenle zorunlu
vatandaslik davranisinin oldugu bir durumda bireyin
Ozerklik ihtiyacim1 gideremeyecegini sdylemek yanlis
olmayacaktir. Ozerkligin olmadig1 bir durumda ise is,
calisanin  kendini  ifade etmesine ve  kendini
gergeklestirmesine firsat vermemektedir. Bu nedenle de
calisan, yaptig1 isten doyum saglayamamakta, isi sadece bir
arag¢ olarak gérmeye baslamakta, bunun sonucunda ise ise
yabancilagma yasamaya baslamaktadir (Babadag, 2019, s.
353). Dolayisiyla zorunlu vatandaslik davranisinin ise
yabancilagma iizerindeki etkisinin incelenmesi bu agidan
onem arz etmektedir.

HI: Zorunlu vatandashk davramsimin ise yabancilasma
tizerinde pozitif yonlii anlaml bir etkisi vardir.

4, Yontem

Bu arastirmanin amaci, zorunlu vatandaslik davranisinin ise
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yabancilasma iizerindeki etkisini belirlemektir.
Aragtirmanin 6rneklemini kolayda drnekleme yontemi ile
belirlenen 6gretmen, miihendis, akademisyen, 6zel sektor
calisani, devlet memuru gibi farkli mesleklerden 155 ¢alisan
olusturmaktadir. Arastirma ¢evrimi¢i anket yodntemi
kullanilarak gerceklestirilmistir. Veriler 2019 yili Aralik
ayinda toplanmistir. Aragtirma anketini olusturan &lgekler
5’li Likert tip seklinde kullanilmistir. (1=Kesinlikle
Katilmiyorum, 2= Katilmiyorum, 3= Ne katiliyorum ne
katilmryorum, 4=Katilryorum, 5= Kesinlikle Katilryorum)

Arastirmada zorunlu vatandaglik davranigini 6lgmek igin,
Vigoda-Gadot (2007)’mn gelistirdigi Harmanci Seren ve
Unaldi Baydin (2017)’1n Tiirk¢e’ye uyarladigi 5 ifadeden
olusan Ol¢ek kullanilmigtir. “Bu  kurumda yoneticiler
calisanlara resmi gorevlerinin Gtesinde ekstra faaliyetlerde
bulunmalart i¢in baski uygular”, “Bu kurumda resmi
gorevlerin diginda ve resmi bir Gdiillendirme olmadan
fazladan c¢alisma yoniinde bir baski vardir” maddeleri
6l¢ekte bulunan ifadelerden ikisidir. (0=0,885)

Ise yabancilasmay1 6lgmek icin Maddi, Kobasa ve Hoover
(1979)’in  gelistirdigi, Hirschfeld, Feild ve Bedeian
(2000)’in uyarladig1, Tiirkce uyarlamasini ise Ozbek
(2011)’in yaptig1 10 maddelik 6lgekten yararlanilmistir.
“Yasamak icin ¢alisan kisiler, idareciler tarafindan g¢ikar
amagli kullanilmaktadirlar.”, “Calismanin ne ige yaradigini
merak ediyorum.” ifadeleri 6lgekte bulunan maddelerden

ikisidir. (a=0,801)

Aragtrmanin amacina yonelik frekans analizi, faktor
analizleri (agiklayic1 faktdr analizi, dogrulayict faktor
analizi), glivenilirlik analizi, korelasyon analizi ve regresyon
analizi SPSS ve SPSS Amos kullanilarak yapilmstir.

Sekil 1. Arastirma Modeli

Zorunlu Vatandaglik

Davranist Ise Yabancilagsma

etmek i¢in yapilan DFA sonuglarina gore (Tablo 1), uyum
iyiligi degerlerinin hepsinin kabul edilebilir diizeyde oldugu
belirlenmistir. *

Tablo 1. Dogrulayici Faktor Analizi (DFA) Sonuglari

RMSE

Model y2/sd  GFI AGFlI  CFI NFI

A

Zorunlu
vatandaglik
davranisi -
Ise
yabancilagm
a (Model)

2299 0926 0865 0962 0,938

*Degerlendirme Schermelleh-Engel ve Moosbrugger (2003)’e
gore yapilmustir.

Verilerin  normal dagilim varsayimina uygun olup
olmadigin1 ortaya koymak icin degiskenlerin ¢arpiklik ve
basiklik degerleri incelenmigtir. Buna gore, ilgili degerlerin
uygun diizeylerde hesaplandig: goriilmektedir (Tablo 2).

Tablo 2. Carpiklik-Basiklik Degerleri

Degigkenler Carpiklik Basiklik
ZVD ,004 -,048
Iy -1,040 ,075

Zorunlu vatandaglik davranmist1 ve ise yabancilagsma
degiskenlerine ait ortalama, standart sapma ve korelasyon
degerleri incelendiginde (Tablo 3), zorunlu vatandaslik
davranist 3,196 ile ortalamanin iizerinde, ise yabancilagma
2,756 ile ortalamadan diisiik bir degerde hesaplanmistir.
Ayrica degiskenler arasinda iligki olup olmadigim
belirlemek icin yapilan korelasyon analizi sonuglarina gore
zorunlu vatandaslik davranist ve ise yabancilasma arasinda
pozitif yonlii bir iligki oldugu tespit edilmistir (r=0,235;
p<0,01).

Tablo 3. Ortalama, Standart Sapma ve Korelasyon Degerleri

5. Bulgular

Aragtirmada kapsamindaki Orneklemin %54,2°si kadin,
%45,8°1 erkektir. Katilimceilarin biiyiik cogunlugu (%45,2)
26-35 yas araligindadir. Katilimcilarm biiyiik gogunlugunun
(%67,7) evli oldugu gériilmiistiir. Orneklemin, %11,6’sinin
onlisans, %069,7’sinin lisans seviyesinde ve %18,1’inin
lisansiistii seviyede egitim diizeyinde oldugu bulunmustur.
Mevcut kurumunda, 6-10 yil arasinda ¢alistigini ifade
edenler 6rneklemin %57,4’linli olusturmaktadir. Son olarak,
0zel sektorde faaliyet gosteren firmalarin  gesitli
bdliimlerinde gérev yapan ¢alisanlarin 6rneklemde agirlikta
(%56,4) oldugu belirlenmistir. Orneklemi olusturan diger
meslek gruplarinin dagilimi ise, 6gretmen %12,2, miihendis
%5,3, akademisyen %17,4 ve devlet memuru %8,7
seklindedir.

Bir biitiin olarak modelin yapisal gecerlilik durumunu test

Degisken Ort. $s !
Zorunlu Vatandaslik 3,196 1,126
Davranisi

Ise Yabancilasma 2,756 0,717 ,235**

Not: **p<0,01

Bagimsiz degiskenin bagimli degisken {izerindeki etkisini
test etmek i¢in yapilan analiz sonuglarina gore (Tablo 4), F
degeri 8,908 ve anlamlilik degeri %5 anlamlilik diizeyinde
p=0,003 olarak hesaplanmistir. Zorunlu vatandaglk
davranisi ile ise yabancilagma arasindaki iligkiyi gosteren R
degeri 0,235, bagimsiz degiskenin bagimli degiskeni
agiklama diizeyi olan R? degeri 0,055 olarak hesaplanmistir.
Buna gore, ise yabancilasmadaki degisimin %5,5’1 zorunlu
vatandashik davranis1 ile aciklanmaktadir. Zorunlu
vatandaglik davraniginin  ige yabancilagma iizerindeki

0,077
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etkisini belirlemeye calisan model bir biitlin olarak anlaml
bulunmustur (R2=0,055; F=8,908). Buna gore H1 hipotezi
kabul edilmisgtir.

Tablo 4. Regresyon Analizi Sonuglart

literatiirdeki diger benzer calismalar incelendiginde, Kogak
(2018)’1n zorunlu vatandaslik davranist ile kisi-Orgiit uyumu
ve lider-iiye etkilesimi arasinda negatif iligki, Bashir vd.
(2019)’nin, zorunlu vatandaslik davranisi ile psikolojik

Bagimsiz Degisken B

Std. Hata

Beta t p

,149*

Zorunlu vatandaslik davranisi

,050 ,235 2,985 ,003

R=0,235; R?=0,055; Diizenlenmis R?=0,049; F=8,908; *p<0,05

Bagiml degisken: Ise yabancilasma

6. Sonuc¢

Farkli meslek gruplarindan 155 calisan ile gerceklestirilen
bu c¢alismada zorunlu vatandashik davraniginin ise
yabancilagma iizerindeki etkisi incelenmistir. Arastirma
verileri 2019 yili Aralik aymda toplanmistir. Caligmada
demografik ozellikler ile ilgili olarak arastirmaya
katilanlarin biiyiik ¢ogunlugunun kadin ve 26-35 yas
araliginda oldugu; medeni durum agisindan biylik
¢ogunlugunun evli oldugu; egitim diizeyi igin agirhgm
lisans seviyesinde oldugu, 6-10 yil arasinda kurumda
caligmakta olanlarin ¢ogunlukta oldugu ve 6zel sektorde
faaliyet gosteren firmalarin ¢esitli boliimlerinde gorev yapan
calisanlarin agirlikta oldugu goriilmiistiir.

Analiz sonuglarina gore zorunlu vatandaslik davranisinin ige
yabancilagmay1 pozitif yonde etkiledigi bulunmustur. Bu
sonuca gore, ¢alismanin 6rneklemi kapsaminda bireylerin
zorunlu vatandaglik davranigina yonelik algilamalart
arttik¢a ige yabancilasma diizeyi de artmaktadir. Zorunlu
vatandaglik davranigi ile ise yabancilagma ile ilgili ortaya
¢ikan bulgu arastirma ig¢in anlamli bir sonugtur. Bireyin
gonillii olarak gergeklestirdigi ekstra rol davranisinin
kurum veya yonetim tarafindan dayatilarak zorunlu hale
getirilmesi onun is iizerindeki kontroliinii ve 6zerkligini
yitirip i1 anlamsiz gorerek ise yabancilasma sorunu
yasamasina neden olmaktadir. Bu sorunun Oniinne
gegebilmek icin oOrgiitlerde calisanlara islerini yiiriitmeleri
konusunda yapilan igse ve calisanin statiisiine gore gerekli
ozerkligin taninmasi gerekmektedir. Ayrica resmi gorev
tamimlarinin  disindaki faaliyetlerde, daima calisanlarin
rizasinin alinmasi, ¢aligana bu konuda herhangi bir baskinin
uygulanmamasi, ekstra rol davraniginin sergilenmesi veya
sergilenmemesi durumlarmin her ikisinde de c¢alisanin
kendini rahat hissetmesini saglayacak ortamin veya kiiltiiriin
yaratilmas1 gerekmektedir. Birey is ortaminda &zgiir
iradesini kullanarak davrandiginda veya karar verdiginde
duygusal agidan olumlu ruh halinde olacak bu da birgok
tutumunu olumlu etkileyecektir.

Elde edilen sonuglar literatiirdeki benzer nitelikteki tek
¢alisma olan Babadag (2019)’1n sonuglariyla da paralellik
gostermektedir. Babadag (2019) yaptig1 arastirmada zorunlu
vatandaglik davranisinin igse yabancilagsmay1 pozitif yonde
ve anlamli olarak etkiledigini bulmustur. Ayrica

uzaklasma arasinda pozitif iliski, Erogluer (2020)’in
orgiitsel vatandaglik davranigi ile Orgiitsel yabancilagma
arasinda negatif iliski, Bag ve Sirin (2021)’in zorunlu
vatandaglik davranigi ile drgiitsel muhalefet arasinda pozitif
iligki buldugu goriilmiistiir. Dolayisiyla arastirma sonuglari
literatiirdeki diger aragtirmalarin  bulgularmi destekler
niteliktedir.

Calismanin bazi kisitlar1 vardir. Arastirma degisik ¢aligma
alanlarindan  olusan  smirh  sayida  katilmer  ile
gerceklestirildigi icin sonuglar genellenememektedir. fleride
yapilacak aragtirmalarda degiskenler genelleme yapabilecek
sekilde genis kapsamli drneklem itibariyle tek bir meslek
grubu veya meslek gruplari arasinda kiyaslama seklinde ele
almabilir. Diger bir kisit ise ortak ydntem varyansidir.
Arastirma modeline ileride yapilacak olan calismalarda
orgiitsel giiven, algilanan orgiitsel destek gibi diizenleyici
bir aract degisken eklenebilir. Son olarak, zorunlu
vatandaglik davranigi, kisilik konusu itibariyle de
incelenebilir.
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Extended Summary

Purpose

The purpose of this study is to determine the effect of
compulsory citizenship behavior on work alienation.

Literature Review

Organizational citizenship behavior is one of the concepts
that have attracted attention and been the subject of research
in the literature of management science for many years.
Organizational citizenship behavior, which is expressed as
the roles that employees voluntarily display outside of their
formal job descriptions, is not always done voluntarily,
although it seems to be positive, it emerges as a result of
some pressures and it is noticed that this leads to negative
consequences. This situation drew attention to compulsory
citizenship behavior. Compulsory citizenship behavior,
which is naturally associated with organizational citizenship
behavior, represents a much more negative reflection of
extra-role behavior.

In studies (Vigoda-Gadot, 2007; Peng & Zhao, 2012; Can
Yalcin & Begenirbas, 2020; Topcu, Begenirbas & Turgut,
2017; Ahmadian, Sesen & Soran, 2017; Aydemir, 2018),
compulsory citizenship behavior has the same direction with
negative organizational situations and there is an inverse
relationship with positive organizational attitudes and
behaviors.

Design/Methodology/Approach

The online survey method was used as a data collection tool
in the research. The survey consists of three parts. In the first
part, there are statements about measuring compulsory
citizenship behavior, in the second part there are statements
about measuring work alienation, and in the third part there
are questions about demographic information. The
“Compulsory Citizenship Behavior” scale developed by
Vigoda-Gadot (2007) and adapted to Turkish by Harmanci
Seren and Unaldi Baydin (2017) was used in order to
measure compulsory citizenship behavior. The scale “Wok
Alienation” developed by Maddi et al. (1979) adopted by
Hirschfeld et al. (2000) and adapted to Turkish by Ozbek
(2011) was used. The research was carried out with 155
people from different professions (teacher, engineer,
academician, private sector employee, officeholder). The
analysis of the data in the research was made by using the
SPSS statistical package programme. In this context,
frequency analysis, factor analysis (explanatory factor
analysis, confirmatory factor analysis), reliability analysis,
correlation analysis and regression analysis were performed.

Findings

Regarding demographic information, 54.2% of the
participants were female and 45.8% were male. The
majority of the participants (45.2%) are between the ages of
26-35. It was seen that the vast majority (67.7%) were
married. It was found that 11.6% of them had an associate

degree, 69.7% of them had a bachelor's degree and 18.1%
had a postgraduate education level. In terms of working time
in the institution, those who stated working period of 6-10
years constituted 57.4% of the whole group. Finally, it was
determined that the employees working in various
departments of companies operating in the private sector
predominated.

According to the results of the confirmatory factor analysis
performed to test the construct validity of the compulsory
citizenship behavior and work alienation scales and the
model as a whole, all of the goodness of fit values obtained
were at a good level for compulsory citizenship behavior.
According to the results of the correlation analysis, it was
determined that there is a positive relationship between
compulsory citizenship behavior and work alienation. In
addition, according to the results of the regression analysis
conducted to test the main hypothesis of the research,
compulsory citizenship behavior has a significant effect on
work alienation. The results obtained show parallelism with
the results of Babadag (2019), which is the only study of a
similar nature in the literature. Babadag (2019) found in his
research that compulsory citizenship behavior affects work
alienation positively and significantly.
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Bu ¢alismanin amaci, Tiirkiye’de bir asirdan fazladir faaliyet gosteren aile isletmelerinin kurumsal internet
sitelerinde web tabanl itibar degiskenlerine ne diizeyde yer verdiklerini belirlemektir. Arastirmada nitel
aragtirma yontemlerinden icerik analizi yontemi kullanilmis ve tek yonliit MANOVA analizi yapilmgtir.
internet sitelerinde olmasi gereken unsurlar 7 ana kategori ve bu kategoriler altinda yer alan 57 degisken
¢ercevesinde degerlendirilmistir. Calismada incelenen asirlik aile isletmeleri listesi, Yiizyillik Markalar
Dernegi internet sitesindeki “Uye Markalarimiz” baglantisinda yer alan isletme isimleri listesi, Aile Tsletmeleri
ve Girisimcilik Uygulama ve Arastirma Merkezi (AGMER) tarafindan 2004, 2006, 2008 ve 2010 yillarinda
hazirlanan Asirlik Aile Isletmeleri Tablolari ile Dil (2016)’in yapmis oldugu “Tiirkiye’de Uzun Omiirlii
Isletmeler: Kim? Nerede? Ne Yapiyor?” calismasinda belirtilen “Uzun Omiirlii Tiirk isletmelerinin Listesi”
tablosu esas almarak olusturulmustur. S6z konusu tig liste birlestirilmis ve Tiirkiye’de 2020 y1l1 itibariyle 143
asirhk aile igletmesi oldugu belirlenmistir. Bu isletmelerin kurumsal internet siteleri arama motorlar ile
taranmis ve 78 isletmenin kurumsal internet sitesine sahip oldugu saptanmustir. Yapilan analizler sonucunda
incelenen isletmelerin, web tabanli kurumsal itibar degiskenlerini orta etkili diizeyde ele aldiklan
belirlenmistir.
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The aim of this study is to reveal to what extent family businesses that have operated for more than a century
and been recognized as a brand in Turkey, include web-based corporate reputation variables on their websites.
In the study, the content analysis method was used and one-way MANOVA analysis was performed. The
components that should be on the websites were evaluated as 57 items under 7 main categories. The list of
centuries-old family businesses examined in the study, the list of business names in the “Our Member Brands”
link on the website of Yiizyillik Markalar Dernegi, the Table of Centennial Family Businesses prepared by the
Family Business and Entrepreneurship Application and Research Center (AGMER) in 2004, 2006, 2008 and
2010, and Dil (2016)'s “Long-lived Businesses in Turkey: Who? Where? What is she doing?” It was created
on the basis of the “List of Long-lived Turkish Enterprises” table specified in the study. The three lists in
question were combined and it was determined that there are 143 centuries old family businesses in Turkey as
of 2020. The corporate websites of these businesses were scanned with search engines and it was determined
that only 78 businesses had a corporate website. As a result of the analyzes made, it was determined that the
companies examined handled the web-based corporate reputation variables at a moderately effective level .

1. Giris

Aile isletmesi modeli gliniimiizde en ¢ok karsilasilan igletme
modellerinden birisidir. Kiiresel ekonomiye énemli katkilar

saglayan bu isletmeler, bulunduklari ilkelerin ekonomik
faaliyetlerinin de biiyllk bir bolimiinii olusturmakta,
igsizligin azalmasia ve gelir diizeyinin yiikselmesine katki
saglamaktadirlar. Dolayisiyla aile isletmeleri hem kendi
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akraba ve g¢evresi hem de tiim toplum igin 6nemli birer
degerdirler. Aile ve isletme kavramlarmin bir araya
gelmesiyle olusan aile isletmeleri, bir tarafta duygularin ¢ok
yogun yasandigi, aile iyeleri arasindaki etkilesim ve
iletisimin yiiksek oldugu aile ortami1 diger tarafta ise kar elde
etme amacinin hiikkiim stirdiigii isletme ortaminin oldugu bir
yapt olarak karsimiza ¢ikmaktadirlar.

Isletmeler igin hayati 6nem arz eden itibar kavram, isletme
paydaslarinin isletme ile alakali tiim algilamalarmi ifade
etmektedir. Gozle goriilmeyen, parayla satin alinamayan
soyut bir deger olan itibar, paydaslarin zaman igerisinde
varmis oldugu kaniya gore sekillenen ve kendi bakis
acilariyla isletmeyi degerlendirdikleri bir kavramdir.
Kurumsal itibar ise isletmeleri rakiplerinden ayiran stratejik
bir giigtiir. Bu nedenle elde edilen olumlu bir kurumsal
itibar, igletmelerin diger isletmelerle rekabet edebilmesini
saglamakta ve taninirhigini arttirmaktadir.

Gilinliimiiz diinyasinda sinirlarin ortadan kalkmasiyla birlikte
artan rekabet, isletmeleri daha iyiye degil en iyi olmaya
itmektedir. Kurumsal itibar, igletmenin gelecekte de
varligint siirdiirebilme ihtimalini giliglendiren en onemli
stratejik araglardan biridir. Ancak olumlu bir itibarin gok
uzun zaman zarfinda kazanildigi ve en ufak olumsuzlukta
kaybedilme olasilig1 oldugu unutulmamalidir.

Internet kullanimin yaygilasmasiyla kurumsal itibarm
olusturulmasinda ve siirdiiriilmesinde kurumsal internet
siteleri Onemli araglar haline gelmiglerdir. Dolayistyla
¢evrimi¢i ortamda internet sitesinin Kkalitesi Oonem arz
etmektedir. Eger igletmenin kurumsal bir internet sitesi
yoksa veya etkili degilse, igsletmenin faaliyetlerini internet
ortaminda rakiplerine karsi olusturmasi ¢ok zordur.
Dolayistyla anlasilabilir, basit ama etkili ve her zaman
giincel olan kurumsal bir internet sitesi ile isletmelerin hem
yeni miisteri ¢ekmesi hem de mevcut misterileri korumasi
daha kolaydir (Cox ve Dale, 2002). Dijital diinyanin en
o6nemli 6zelliklerinden biri, insanlarin zaman ve mekan farki
gbzetmeksizin internet baglantist olan herkese ulagabilme
kolayligidir. insanlar ister yakminda yasasin isterse
diinyanin diger ucunda olsun bagka insanlarla iletigim
kurabilmekte ve onlarla dogrudan goriisebilmektedir.
Birbirleriyle dogrudan iletisim kuran bu insanlar her konu
hakkinda fikir aligverisinde bulunabilmektedir. Bir bagka
deyisle gegmiste insanlarin sadece yakininda yasayan veya
tanidigr kisilerle fikir aligverisi yapabilirken, liriin ve/veya
hizmet hakkindaki goriiglerini paylasabilirken, bugiin
internet ile beraber diinyanin herhangi bir yerinde bulunan
hi¢ tanimadig1 insanlarla fikir aligverisinde bulunabilmekte,
aligveris deneyimlerini aktarabilmektedir (Solomon, 2003).

Bu baglamda oncelikle konunun kavramsal cergevesinin
temelini olusturan asirlik aile isletmesi ve kurumsal itibar
kavramlar1 agiklanmigtir. Daha sonra arastirma kapsaminda
incelenecek olan asirlik aile isletmelerine, bu isletmelerin
kurumsal web sitelerine, kullanilacak olan web tabanl
kurumsal itibar degiskenlerine, verilerin analizine ve
bulgulara yer verilerek, arastirmaya iligkin sonuglar
degerlendirilmistir.

2. Literatiir
2.1. Asirlik Aile Isletmesi

Bir disiplin olarak isletme yoOnetimi kapsaminda,
isletmelerin varliklarini stirdiirebilmeleri ve
biiyliyebilmeleri i¢in, bir bagka ifadeyle “siirdiiriilebilir
biliylime” i¢in, bircok konu incelenmektedir. Bu konulara
cevre kosullarma karsi neler yapmalart gerektigi,
rakipleriyle nasil basaril bir sekilde rekabet edebilecekleri,
bulundugu ortam igerisinde nasil bir strateji izlemesi
gerektigi gibi konular 6rnek olarak gosterilebilir. Yiiz yildan
daha uzun siire varligini1 devam ettiren bir isletme, disiplin
olan isletme yonetimi agisindan dnemli bir laboratuvardir.
Birgok isletme kurulduktan kisa bir siire sonra kapanmakta
iken, bazi isletmeler ise varligini uzun siire devam
ettirmektedir. Varligmi uzun slire devam ettiren bu tarz
isletmeler her agidan incelenmeli, isletmelerin yasam
oykiilerinden disiplin olan isletme yOnetimi i¢in ders
cikarilmalidir.  Kogel (2012), 5. Aile Isletmeleri
Kongresi’nde ki konusmasinda asirlik isletme kavramini,
kurulus yili itibariyle ¢ok eskilere dayanan ve giiniimiizde
de ekonomik faaliyetlerine devam eden isletmeler olarak
tamimlamigtir. Bir diger tanmima gore ise asirlik aile
isletmeleri, isim, sahiplik degisikligi, birlesme, sektor ve yer
degisikligi gibi durumlar meydana gelmis olsa bile
isletmenin faaliyetlerine ara vermeden uzun yillar varligini
devam ettiren isletmelerdir (Dil, 2016). Asirlik isletmeler,
literatiirde ayrica “kidemli igletmeler”, “koklii isletmeler” ya
da “uzun omiirlii isletmeler” olarak da ifade edilmektedirler.
Asirlik igletmeler, adlarindan anlasildig1 tizere uzun yillardir
varliklarin1 devam ettiren isletmelerdir. Siirdiirilebilirligi
bir siire¢ haline getirmeyi basarabilen bu isletmeler, itibar
kazanan ve toplum tarafindan benimsenen markalar haline
doniigebilirler (Yazici, 2015). Yiz yili askin siiredir
varligin1 devam ettirmeyi basarmig asirlik isletmeler, ayni
zamanda biiyilk bir gelenegin, degerlerin ve mirasin
temsilcileridirler. Bu isletmeler is diinyasi icerisinde saygin
bir konuma sahiptirler (Ariker ve Toksoy, 2016). Tiirkiye’de
bir asirdan fazla siiredir varligini siirdiiren isletme sayis1 az
olmakta birlikte bu isletmelerin biiyiik bir cogunlugu da aile
isletmesidir.

Aile isletmesi kavrami, uluslararasi literatiirde ilk defa
Robert G. Donnelley tarafindan 1964 yilinda Harvard
Business Review’de yayimnlanan “Family Business” isimli
bir makale ile ortaya atilmigtir (Donnelley, 1964). 1990’11
yillarin baslariyla beraber aile isletmeleri ayr1 bir akademik
disiplin olarak kendine yer bulmaya baslamistir; ancak bu
isletmelerin  olusumuna dair ortak bir goriis birligi
olmamasi, aile igletmeleri lizerine arastirmalar yapilmasini
engellemistir (Klein, Astrachan ve Smyrnios, 2005). Aile
isletmeleri iizerine yapilan ilk arastirmalarda isletmeler
kapali sistem olarak ele alinirken igletme-gevre iligkisi
dikkate alinmiyordu. Zaman igerisinde bu yaklasim tarzi
geniglemis, karmagik aile igletmeleri modelleri agik sistem
algisin ortaya ¢ikarmig ve ortaya atilan her model dnceki
modelin smirlarmi genisletmistir (Pieper ve Klein, 2007).

Adindan da anlagilacag iizere aile igletmesi, toplumun iki
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onemli sosyal unsuru olan aile ve isletme kavramlariin
birlesimiyle olusmaktadir (Kaygisiz, Celik ve Kaplan,
2018). Aile igletmelerinin kurulma bigimi, isletmeyi kuran
kisinin karakteri, ailenin kendine 6zgii kiiltiirel degerleri,
ailenin biiytikligii, isletmenin igerisinde bulundugu sektdr
gibi birgok etken, aile igletmesinin yapisini, olusumunu ve
gelisim siirecini etkilemektedir. Dolayisiyla aile ve isletme
kavramlarinin birlesimiyle ortaya ¢ikan aile igletmesi
kavramini belli bir kaliba sigdirmak, belirgin bir tanim ile
ifade etmek oldukga zordur. Bir bagka ifadeyle ne kadar aile
isletmesi varsa o kadar da tanimin yapilmasi s6z konusudur
(Taskir ve Simsek, 2008). Bunun bir sonucu olarak da
kavram literatiirde bircok farkli tanimla kargimiza
¢ikmaktadir. Bu c¢ergevede, aile isletmeleri; sahipligin,
temel karar alma organlart ile icra organlarmin ve hiyerarsik
yapisinin biiyiik ¢ogunlugunun belli bir ailenin {iyelerinin
elinde bulundugu isletmeler (Akdogan, 2000), belli bir
aileden en az iki ya da daha fazla iiyenin mali konularda s6z
sahibi oldugu, isletmenin bilyiikk ¢ogunlugunun her zaman
aile tiyelerinde olmasini istedikleri ve kokeninde ailenin
ortak degerlerinin bulundugu isletmeler aile isletmeleri
olarak kabul edilmektedir (Zimmerer ve Scarborough,
1998). Bir diger tamima gore aile igletmeleri, ailenin
gecimine katki saglayan kisi tarafindan yonetilen, yonetim
kadrolarinin biiyiik bir bdlimiiniin aile iiyeleri tarafindan
olusan ve ayrica kararlarin alinmasinda biiyiik 6l¢iide aile
iiyelerinin etkili oldugu ve aileden en az iki neslin isletmede
istihdam edildigi kurumlar olarak tanimlanmaktadir
(Karpuzoglu, 2001).

Aile isletmesine dair belirtilen tanimlar incelendiginde
¢ogunlugunun, igletmelerin sahiplik yapisi, karar verme
sekli ve calisan profiline odaklandiklari goriilmektedir
(Erdem, Ceylan ve Saylan, 2013).

Farkli farkli tanimlar yapilmis olsa bile herhangi bir
isletmenin aile isletmesi olarak kabul edilmesi i¢in belli
oOlciitler vardir (Akdogan, 2000). Bu dlgiitler,

(i).Isletmenin  yonetim  kademeleri aile
tarafindan belirlenmesi,

(ii).Isletme sahibinin ¢ocuklarmin isletmenin ydnetim
kademelerinde faaliyet gostermesi, en az iki kusagin
isletmenin yonetiminde gorev almasi,

(iii).Ailenin taninmighg1 ile igletmenin taninmiglig
beraber gelismesi,

(iv).Isletme igerisinde faaliyette olan ya da olmayan aile
iiyelerinin davranislarinin isletmeye mal edilmesi,

(v).Ailenin deger ve inanglarinin igletmeyi de baglamasi
seklindedir.

2.2. Kurumsal itibar

yeleri

Tiirk Dil Kurumu’na gore “gilivenilir olma durumu, saygi
gorme ve degerli bulunma” olarak tanimlanan itibar
kelimesinin (Tirk Dil Kurumu, 2020) literatiirde farkli
tanimlamalart mevcuttur. Kavram, koken itibariyle
Arapga’dan Tiirkge’ye gecmis ve bir seyi sayma, giiven,
saygl gosterme, kabul etme, seref, hiirmet etme, ticarette
sOze ve imzaya giiven gibi anlamlara gelmektedir (Sungur,

2015). itibar, herhangi bir topluluk tarafindan birey ya da
herhangi bir sey hakkindaki olumlu veya olumsuz goriisler
(Marconi, 2002); giiven esasli ve inanca dayal1 yapi (Larkin,
2003); bireyin ya da herhangi bir seyin ge¢miste yaptiklarina
bakilarak elde edilen tutum (Gegikli, Ercis ve Okumus,
2016) vb. olarak tanimlanmaktadir.

Bireyler yasamlarin1 siirdiirdiikleri g¢evrede sayginlik
kazanmak, takdir edilmek ve diger insanlarin géziinde farkl
bir konumda olabilmek i¢in iyi bir itibara sahip olmasi
gerekir. Dolayisiyla itibar, kisilerin ¢evrelerine karsi
olusturduklar1 izlenim ve g¢evresi tarafindan nasil
algilandigiyla alakalhidir (Karakose, 2007). Diger taraftan
bakildiginda ise, bireylerin itibar1 kadar isletmelerinde
itibarlar1 oldukca onemlidir. Isletmeler acisindan itibar,
rakiplerine oranla ne derece istiin oldugu, sahip oldugu
gecmis ve gelecek yillardaki planlarinin neler oldugu
seklinde tanimlanabilir (Ural, 2006).

Kurumlarin pazarda sahip olduklart itibar ise kurumsal itibar
olarak adlandirilmaktadir. Mevcut pazar kosullarinda ayakta
kalabilmek ve rekabet giiclerini arttirmak isteyen kurumlar,
iirettikleri mal veya hizmetlerin kalitesi, ona erismesi kolay
olmasi, fiyatt gibi konvansiyonel araglar disinda bagka
araclar da kullanmak zorundadir. Kurumsal itibar bu
araglarin en baginda gelmektedir (Almagik, Alniagik ve
Geng, 2010). Dinamik bir kavram olan kurumsal itibar
oOrgiitiin faaliyetleri ve basarilar1 hakkinda bilgi yaymak
amaciyla organizasyon ve paydaglari (rakipler, yatirimcilar,
tedarikgiler, saticilar, miisteriler, yerel topluluklar ve
calisanlar) arasinda etkilesim olusturarak gelisen bir
kavramdir (Isik, Cigek ve Almali, 2016). Kurumsal itibar,
isletmenin biitiin ortaklart i¢in istenen ¢iktilart saglama
yetenegini tasvir eden ge¢mis faaliyetlerin ve g¢iktilarmin
kolektif bir temsili (Fombrun, Gardberg ve Sever, 2000);
misterilerin, igletme  ¢alisanlarinin, ¢evrenin  ve
yatirimcilarin isletmeye karsi iyi veya kotii gosterdikleri
duygusal tepkiler (Wessels, 2003); isletmenin faaliyette
oldugu siire boyunca cevresinde isletmeye kargi birakmis
oldugu izlenimler (Alsop, 2004); herhangi bir isletmenin
mevcut kaynaklarinin genel olarak degerlendirilmesini,
konumunu ve gelecekteki durumunu temsil eden soyut bir
kavram (Carmeli ve Tishler, 2005) ve belli bir zaman
diliminde paydaslarin isletmeye dair sahip oldugu hayranlik
ve saygmin toplami  (Dowling, 2016) olarak
tanimlanmaktadir.

Hayatin Oniine ¢ikardig1 firsatlari iyi degerlendirerek bugiin
diinyanin en zengin is insanlarindan biri olan Amerikali is
insan1 Warren Buffett ¢alisanlarina hitaben “vereceginiz
kot bir karar neticesinde sirketin para kaybetmesini
anlayigla karsilayabilirim, ancak bu kararmiz girketin
itibarin1 bitirirse ¢ok zalim olurum” diyerek kavramin
isletmeler adina maddi degerden ¢ok daha 6nemli oldugunu
gostermesi acisindan gilizel bir 6rnektir (Kiyat ve Simsek,
2018).

Paydaslarin isletmeye dair ne tiir bilgi olursa olsun kolayca
ulagmasi, isletmenin durum degerlendirmesi yapmasini
etkilemis ve glinimiiz diinyasinda isletmelerin itibara
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yatirim yapmasini zorunlu kilmigtir. Clinki itibar, isletme
ici ve isletme dig1 biitiin paydaslarin isletmeye dair bakis
acilartyla sekillenmektedir. Dolayisiyla, olumlu bir itibar
olusturmak i¢in isletmenin c¢evresiyle iyi iliskiler
gelistirmesi ve bu konuda siireklilik saglamasi sarttir
(Akdogan ve Cing6z, 2014). Bununla birlikte kurumsal
itibarin saglanabilmesi ve korunabilmesi igin ii¢ temel
sorunun cevaplanmasi gerekmektedir (Aydin, 2015).

Nasil bir itibar; kurumlar birbirlerinden farkl
davranislar, ozellikler ve cesitli sonuglar gelistirerek itibar
sahibi olabilir. Ornegin, yonetsel kalite, finansal olarak
giicli olma, sosyal sorumluluk ve yenilik¢ilik gibi
cevaplarin verilebilmesi itibarin yonetilmesinde dnemlidir.

Kim igin itibar; s6z konusu kurumun ise biitiin
kisilerin algilar1 dnemlidir. Fakat bu noktada kimin daha
fazla iistiinliige sahip olacagi belirlenmelidir. Bazi kurumlar
i¢in ¢aliganlar 6n plana ¢ikarken bazilart i¢in miisteriler ya
da denetim kurumlari 6n plana ¢ikabilir.

Hangi amagc icin itibar; nitelikli ¢alisanlara sahip olma ve
onlar1 elde tutma, miisteri sadakati, uzun donemli finansal
performans ve paydas degeri bu amagclar arasinda
gosterilebilir.

Sekil 1. 2020 yili itibariyle Diinyadaki internet Sitelerinin Toplam
Sayist

Toplam Internet Sitesi Sayist
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2.3. Web Tabanli Kurumsal Itibar

Giliniimiizde ¢ok hizli bir degisim ve gelisim i¢inde olan
bilgi ve iletisim teknolojisi ile birlikte isletmeler de bu
degisim ve gelisime ayak uydurmak zorunda kalmislardir.
Yaganan degisim icinde en dikkat cekici alanlarin basinda
ise elektronik mecra gelmektedir. Internet ortaminda gerek
birey gerekse de isletmeye iligkin paylasilan her tiirlii anlik
bilgi, fotograf veya videonun, ortaya koyulan her tiirli
eylemin, sdylenen biitiin sézlerin, olusturulan giivenilirligin
ve sahip olunan giiciin etkilenmemesi, 6zellikle de kurumsal
itibar1 korumanin giderek zorlastig1 giintimiizde ¢ok dikkatli
kullanilmas1 gerekmektedir (Tiirky1lmaz ve Giirdal, 2014).
Bu baglamda gilinlimiiz isletmeleri, dijital varliklardan birisi
olan web tabanli kurumsal itibar1 etkin bir seckilde
yonetmeleri gerekmektedir.

Web tabanli kurumsal itibar, dijital mecralarda kisi, kurum
ya da markanin veya onlarin {iriin ve hizmetlerinin kisiler

iizerinde biraktig1 izlenim ve etkilerin toplami olarak
tanimlanabilir (Kiligcioglu, 2012). Bir diger tanima gore
web tabanli kurumsal itibar, isletmelerin ¢gevrimigi olarak
web  sayfasina  dayali  olusturdugu  performanstir
(Tirkyilmaz ve Giirdal, 2014). Dolayisiyla isletmelerin
dijital ortamda itibarini saglayabilmesi ve koruyabilmesi
onlar1 ne kadar aktif kullandigiyla dogru orantilidir (Karayel
Bilbil ve Giiler, 2017).

Web tabanli kurumsal itibar kapsam olarak, isletmelerin
resmi internet adreslerinde bulunan fotograf, video ve yazi
karakterlerinin orijinalligi, mevcut internet sitesinden
saglanan hizmetlerin giivenilir olmasi, isletmenin irettigi
iiriin ve hizmete iliskin verdigi bilginin dogru ve stirekli
giincel olmasi, kolay ve hizli kullanilabilir bir internet
sitesinin olmasi ve her yerden, her kosulda, herkes
tarafindan kolayca ulasilabilir olmasindan olusmaktadir.
Bunun yani sira internet sitesi iizerinden verilen sosyal
medya hesaplarinin, iletisim bilgilerinin  ve mesaj
kutularmin tamamen dogru olmasi da son derece 6nemlidir.
Sonug olarak giiglii bir web tabanli kurumsal itibara sahip
olmak i¢in; mevcut internet sitesi igerisinde isletmeye ait
tarihge, iletisim bilgileri, vizyon, misyon, yatirimer iligkileri,
giincel haberler ve basin biiltenleri gibi bilgiler bulunmalidir
(Gokdagl, 2010).

Giiniimiizde artan sosyal medya ve mobil kullanimi artik
internet kullanicilarmin ~ web  sitelerini  yeteri kadar
kullanmadig1 algisi olustursa da, isletmenin web tabanli
internet sayfasi yine biitiin diger teknolojilerin altyapisi
konumundadir. Bu nedenle web tabanli kurumsal itibarin
yonetilmesinde isletmelere ait resmi web siteleri nemli bir
kilit noktadir (Dumlu ve Kaygisiz, 2018).

2.3.1. Kurumsal Internet Sitesi

Giliniimiizde internet, is ve glindelik hayatin vazgeg¢ilmez bir
pargasi haline gelmis ve kurumsal faaliyetlerin sanal ortama
tasinmasina neden olmustur (Boztepe, 2014). Bu siiregte
internet ortaminin sunmus oldugu araglardan biri olan
internet sayfalar1 6nemli birer aractir (Giingér, 2018).
Internet sayfalari, icerdigi bilgiler, kullanim alanlar1 ve
hedef kitle ile kurdugu iletisim bakimindan igletmelere
biiyiik kolayliklar saglamaktadir. Ayrica internet siteleri
karsiliklt etkilesime imké&n tanimakta, yazili ve gorsel
materyaller ile de desteklenerek kurumun tanitilmasinda,
hedef kitlenin bilgilendirilmesinde ve hizmet sunumunda
kullanilmaktadir (Cevher, 2015). Internet siteleri disindaki
iletigim araglar1 7 giin 24 saat boyunca erisime agik degildir.
Bu avantajlardan dolay1 kesintisiz bir iletisim araci olan
internet sitesi sayis1 da giin gectikce artmaktadir (Ozsari,
Hosgor ve Hosgor, 2016). 1993 yilinda diinya genelinde
sadece 50 internet sitesi yayinda iken 2020 yilinda bu
rakamin 1,8 milyardan fazla oldugu belirtilmektedir
(Internetlivestats, 2020).

Sanal ortamda isletmenin vitrini konumunda olan kurumsal
internet sitesi, paydaslar tizerinde ilk etkiyi olusturdugu igin
ayrica onemlidir. 14 Ocak 2011°de yiiriirlige giren yeni
Tiirk Ticaret Kanunu ile sirketlere web sitesi kullanimi
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yasalagsmig ve bir zorunluluk haline getirilmistir. Getirilen
yasa ile birlikte web sitelerinin 6nemi daha da artmistir.
Isletmeler web sitesi olustururken gorsellik ve estetikligine,
sitenin kapsam ve igerigine, giivenilir olmasmma ve
kullaniminin kolay olusuna dikkat etmelidirler (Tiirky1lmaz
ve Giirdal, 2014). Kurumsal internet sitesinin ismi bedava
servis saglayicilar tarafindan alinmig bir URL baglantisi
degil de isletmenin kendi adma kayith olmalidir. URL
adresinde isletmenin kendi isminin bulunmasi hedef kitleyi
etkilemekte, daha profesyonel bir gériintii ortaya koymakta,
hatirlanmasi1 ve arama motorlarinda bulunmasi daha kolay
olmaktadir (Koger, 2019).

Kurumsal internet sitesinin ana sayfasi hedef kitleyi ilk
karsilayan sayfa olmasi nedeniyle iyi bir performans
sergilemesi gerekmektedir. Ayni zamanda yiiklenmesi kolay
ve hizli olmalidir. Genel bir hedef kitleye hitap edecek
sekilde icerik ve tasarim dzellikleri belirlenmelidir (Yeygel
ve Temel, 2006). Sitede iyi bir baslangi¢ i¢in, isletme adi,
adresi, isletmeye dair haberler, iletisim bilgileri, yatirimci
bilgileri, ofis ve site haritasi, ig firsatlari, sik¢ca sorulan
sorular, gizlilik bilgileri isletmenin logosu, amblemi,
vizyonu, misyonu, baglanti linkleri, yillik raporlar ve arsiv
boliimiine yer verilmelidir. Isletmenin {irettigi iiriin ya da
sundugu hizmet agiklanmalidir. Internet sitesinde {iriin
satiyorsa {irlin resimleri ve iriinler hakkinda bilgi, hizmet
sunuluyorsa grafikler bulunmalidir (Giigdemir, 2012).
Ayrica isletmeler internet sitelerine ziyaretgi gekebilmek
icin arama motorlari koymali ve site haritasi da
bulundurmalidir. Bunun yaninda isletmelerin internet
sitesinde e-mail adresinin olmasi siteyi ziyaret eden kisilerin
sadece goriislerini paylastigi bir yerden daha fazla anlam
tagimaktadir, ¢linkii karsilikli bir iletisim saglanmasiyla
birlikte isletmeler hedef kitlelerden gelen istek ve
degerlendirmeleri analiz edebilmektedir. Boylelikle hem
olusan sorunlara kisa siirede ¢6ziim iiretebilmekte hem de
olusan taleplere karsilik verilebilmektedir. Isletmeler
internet sitelerini degerlendirmek amaciyla ara ara siteyi
ziyaret etmeli, miisteri goziiyle bakmali ve bilgilerin
giincelligini kontrol etmelidir (Okay ve Okay, 2014).

Ozellikle i¢inde bulundugumuz kiiresel salgin kosullarinda
internet sitelerinin 6nemi daha da artmigtir. Biitiin diinyay1
etkisi altina alan pandemi siirecinde insanlar ev ortaminda
daha fazla zaman gecirmek zorunda kaldigindan bir¢ok kisi
evden ¢ikmadan, internet sitelerini ziyaret ederek islerini
gerceklestirmistir. Dolayisiyla diinyayr kasip kavuran
kiiresel salgin ¢ogu isletme adina kriz olmus olsa da her kriz
firsata doniistiiriilebilir. Isletmelerde bu olaganiistii durumu
glivenilir, hizli, kolay kullanilabilen, hedef kitlenin istek ve
beklentilerini karsilayabilen ve pandemi siirecinde oldukca
onem kazanan g¢evrimigi siparis ve satisin bulundugu bir
internet sitesi olusturarak firsata ¢evirebilir.

3. Arastirma Yontemi

3.1. Arastirmanin Amaci ve Onemi

Bu caligmanin amaci, Tiirkiye’de bir asirdan fazladir

faaliyet gosteren ve varligini halen devam ettiren aile
isletmelerinin kurumsal itibar baglaminda web sitelerinin
incelenmesi ve bu sitelerin itibar degiskenlerine ne derece
uygun oldugunu belirlemektir. Giinlimiiz diinyasinda hangi
sektdrde olursa olsun, iglerini gelistirmek, miisterilerin istek
ve beklentilerine en kisa siirede cevap verebilmek ve yeni
pazarlarda boy gosterebilmek i¢in isletmelerin kurumsal bir
internet sitesi olusturmasi kaginilmaz hale gelmistir. Aksi
takdirde isletmelerin, internetle beraber degisen ticaret
anlayisina ve degisen miisteri profilinin istek ve
beklentilerine cevap verebilmesi zordur. Bu agidan ele
alindiginda ¢aligma, internet sitesi kullaniminin 6nemini
ortaya koymast ve igletmelerin kurumsal itibarini
olusturmada vazgegilmez bir unsur olduguna dikkat ¢gekmesi
bakimindan olduk¢a 6nemlidir.

3.2. Arastirmanin Orneklemi ve Kisitlar

Calismanin kapsami, Yiizyillik Markalar Dernegi internet
sitesindeki “Uye Markalarimiz” baglantisinda yer alan
isletme isimleri listesi, Aile Isletmeleri ve Girisimcilik
Uygulama ve Arastirma Merkezi (AGMER) tarafindan
2004, 2006, 2008 ve 2010 yillarinda hazirlanan Asirlik Aile
Isletmeleri Tablosu ile Dil (2016)’in yapmis oldugu
“Tiirkiye’de Uzun Omiirlii Isletmeler: Kim? Nerede? Ne
Yapiyor?” calismasinda belirtilen “Uzun Omiirlii Tiirk
Isletmelerinin Listesi” tablosu esas almarak
olusturulmustur. S6z konusu ti¢ liste birlestirilmis ve
Tiirkiye’de 2020 yili itibariyle 143 asirlik aile isletmesi
oldugu belirlenmistir. Belirlenen 143 isletmeden 62’sinin
resmi internet sitesinin olmamasi ve 3 isletmenin internet
sitesinin bakimda olmasindan dolay1 78 isletme arastirmaya
dahil edilmistir. Arastirmanin en Onemli kisiti, internet
sitelerinden elde edilen verilerin belli bir zaman diliminde
(11.10.2020-11.11.2020) elde edilmis olmasidir. Bir diger
kisit ise arastirmanin belli bir 6rneklem (78 asirlik aile
isletmesi) tizerinden yapilmasidir. Arastirmaya dahil edilen
78 isletmeye ait genel bilgiler ve resmi internet siteleri Ek
bolimiinde Tablo-1’de kurulus yillarina gore siralanarak
gosterilmektedir.

3.3. Arastirmanin Y 6ntemi

Tiirkiye’de faaliyet gdsteren asirlik aile isletmelerinin resmi
internet sitelerinin web tabanli kurumsal itibar kriterlerine
uygunlugunu Olgmeyi amaglayan bu calismada nitel
aragtirma yontemlerinden biri olan icerek analizi yontemi
kullanilmistir. Icerik analizi, metinsel dokiimanlardaki
degiskenleri O0lgmek icin sistematik, sayisal ve tarafsiz
olarak yapilan analizdir (Wimmer ve Dominick, 2000).
Icerik analizi, benzer verilerin belli bir kavram ve tema
dahilinde bir araya getirilerek diizenlenmesi ve
yorumlanmasidir (Yildirim ve Simsek, 2013). icerik analizi
ile ulagilmak istenen amag elde edilen verileri agiklamak,
veriler arasinda iligki kurmak ve onlar1 yorumlamaktir. Bu
nedenle elde edilen veriler diizenlenerek kodlanir, belirli
temalar olusturulur ve bulgular degerlendirilir (Alkan,
2014). incelenen isletmelerin faaliyet gosterdigi sektore
bagli olarak internet sitelerinde  bulundurduklar
degiskenlerin farklilik gosterip gdstermedigini belirlemek
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amactyla da Tek Yonlii Cok Degiskenli Varyans Analizi
(MANOVA) kullantlmistir. MANOVA analizi
gerceklestirilmeden 6nce verilerin ¢coklu varyans analizi i¢in
gerekli olan varyans-kovaryans homejenligini saglayip
saglamadigi  kontrol  edilmistir. ~ Varyans-kovaryans
matrislerinin homojenligini degerlendirmek igin ise, Box’s
M ve Levene’s test istatistikleri kullanilmigtir. Box’s M
testinin p degeri ,038 ve Levene’s testinin p degeri ,025
olarak bulunmustur. Bu sonuglara goére de varyans-
kovaryans homojenliginin saglandig1 saptanmistir.

1-) Tirkiye’de 100 yildan fazladir faaliyet gosteren asirlik
aile isletmeleri internet sitelerinde web tabanli kurumsal
itibar degiskenlerinin hangilerine ne diizeyde yer
vermektedir?

2-) Isletmelerin faaliyet gosterdigi sektdre gdre web tabanli
kurumsal itibar degiskenleri farklilik géstermekte midir?

3.4. Analiz Birimleri ve Kategorilerin Belirlenmesi

Analiz birimleri, siniflandirmaya tabi tutulan dokiimanda
yer alan temel birimlerdir. Bu temel birimler genel olarak
yedi tirdir: Kelime, kelime grubu ya da ifade, ciimle,
paragraf, kisi, tema ve igerik (Bas ve Akturan, 2017).
Yapilan bu ¢alismada analiz birimi olarak kelime, kelime
grubu ya da ifade, tema ve igerik kullanilmustir.

Aile igletmelerinin  ¢evrimigi  ortamdaki itibarini
degerlendirirken elde edilen verilerin belli bir sistem
dahilinde ¢o6ziimlenebilmesi i¢in aragtirmanin amacina
uygun kodlama formu gelistirilmistir. Kodlama formu
gelistirilirken ilgili literatiir incelenmis ve yapilan inceleme
sonucunda Bauer ve Scharl (2000), Cigcek vd. (2010),
Tiirkyillmaz ve Giirdal (2014), Kent ve Taylor (1998),
Dogan (2017), Cevher (2015), Kurtoglu (2016) ve Kamu
Internet Siteleri Rehberi Projesi (KAMIS) kaynaklarindan
yararlanarak  kategoriler  olusturulmustur.  Sonrasinda
anlamca benzer oOlgiitler gruplandirilarak ana boyutlar elde
edilmistir. Kodlama formunda yer alan kategoriler ve alt
basgliklar1 asagida belirtilmektedir.

Kurumsal Ozellikler: Logo, isletme tarihgesi, Hakkimizda,
Vizyon, Misyon, Orgiitsel yapi, Isletme sahipleri /ortaklar,
Temel degerler, Faaliyet alanlari, Slogan

Mal/Hizmet Bilgisi: Mal/Hizmet hakkinda bilgii,
Mal/Hizmet gorselleri, Mal/Hizmet listesi, Mal/Hizmet
fiyati, Yeni mallar, Kampanya bilgisi, Mal/Hizmet
karsilastirma

Iletisim Bilgisi: iletisim formu, Telefon numarasi, e-posta
adresi, Yazisma adres bilgisi, Harita bilgisi, Yorum/sikayet
/6neri formu, Insan Kaynaklar1 /Is bagvurusu

Site o6zellikleri ve giincellik: Dil segenegi, Mobil uyum,
Site i¢i arama, Son gilincelleme, Aydinlatma metni, Gizlilik
politikasi, Cerez politikasi, Site tasarimi, Site haritasi,
Erisilebilirlik

Teknolojik ozellikler: Interaktif harita, Online canl
iletigim, Kare kod , kullanimi, Mobil uygulama
yonlendirmesi, isletim sistemi, HTML, URL, FTP vb,,

Sertifika, IP

Sosyal medya yonlendirmesi: Facebook,

Twitter, Youtube, LinkedIn, Diger

Instagram,

Medya iliskileri/ Tanitim: Basinda isletme, Giincel haber
duyuru, Tanitim filmi, Tanitim resmi, E biilten iyeligi,
Webinar, Yonetici roportajlar;, Sosyal sorumluluk
kampanyalari, Sik¢a sorulan sorular

Bu boyutlarin her biri aragtirma kapsaminda olan aile
isletmelerine ait kurumsal internet sitelerinde yer verilip
verilmedigi tek tek ayrmtili olarak incelenmistir.
Incelemede aile isletmelerinin kurumsal internet sitelerine
arama motorlar1 iizerinden ulasilmistir. Olgegi olusturan
boyutlardan internet sitesinde yer alanlar i¢in “Var”, yer
almayanlar i¢in “Yok” ifadeleri kullanilarak inceleme
yapilmigtir.

4. Bulgular ve Tartisma

4.1. Isletmelerin Faaliyet Yeri ve Alanlarina iliskin
Bulgular

Bir asirdan fazladir faaliyetlerine devam eden isletmelerin
kurulus yillarma gore dagilimma bakildiginda, 1851-1899
yillart arasinda kurulup varligmi uzun yillar siirdiiren 42
isletmenin oldugu goriilmektedir. 1900 ve sonrasinda
kurulan 31 igletme vardir. 1850 dncesi kurulan yalnizca 5
isletmenin bulunmas: ise dikkat ¢ekicidir. Isletmelerin y1illar
bazinda dagilimi asagida Sekil-2 ile gosterilmistir.

Sekil 2. isletmelerin Kurulus Yillarina Gore Dagilim

m 1800 ve éncesi ™ 1801-1850 m1851-1899 m 1900 ve sonrasi

1% 5%

40%

54%

Calismada yer alan asirlik aile isletmelerinin iller bazinda
dagilimi incelendiginde Istanbul &n plana ¢ikmaktadir.
Yapilan analiz sonucu incelenen isletmelerin  %52’si
Istanbul’da faaliyet gdstermekte iken %8’i Konya’da, %6’s1
Balikesir’de, %4’ii ise Izmir ve Bursa’da faaliyetlerine
devam etmektedir. Isletmelerin %26’s1 ise diger sehirlerde
faaliyetlerini siirdiirmektedirler. Bu dagilim asagida Sekil-
3’de gosterilmistir.

Sekil 3. Isletmelerin Faaliyet Gosterdigi illere Gore Dagilim

mistanbul mKonya mBalikesir mizmir = Bursa mDiger

26%

4%
4%
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Arastirmaya dahil edilen isletmelerin sektdrel dagilimi
incelendiginde, gida {iiretimi ve/veya sunumu ile ilgili
girisimler agirliktadir. Incelenen isletmelerin %62’si gida
sektoriinde faaliyetlerini siirdiirmektedir. Belli bir sektorde
kalmadan ¢esitli sektdrlerde de faaliyet gostererek isletme
grubu haline gelenler %10, tekstil ile ugrasan isletmeler %6,
otel isletmeciligi %3 ve ilag sanayi %1 paya sahiptir. Diger
sektorlerdeki isletmelerin orani ise %18’dir. Asirlik aile
isletmelerinin bulunduklar1 sektorlere gore dagilimlari
Sekil-4 ile gosterilmistir.

Sekil 4. Isletmelerin Faaliyet Gosterdigi Sektorlere Gore Dagilim

mGida wSirketler Grubu mTekstil WOtel Isletmeciligi =~ Ilac mDiger
4.2. Internet Sitelerinin Kategoriler ~Agisindan
Degerlendirilmesi

Olusturulan kodlama formundaki degisken sayisi (57) ve
ornekleme dahil edilen isletme sayist (78) dikkate
alindiginda aragtirilmasi gereken potansiyel degisken sayisi
57x78=4446’dr. Tablo-2 aragtirtlmasi gereken
degiskenlerin ana kategorilerini ve o kategorilere ait
bulgulari igermektedir. Tablo-3’teki veriler incelendiginde,
analize dahil edilen 78 isletmenin web sitesinde mevcut
degiskenlerin 2714’iniin yer aldigi 1732’sinin ise yer
almadigi sonucuna ulagilmistir. Bu sonuca gére olusturulan
kodlama formundaki degiskenlerin %60’ 1inin isletmelerin
internet sitelerinde kullanildig1 gériilmektedir.

Tablo 2. Kategorilere Gore Degisken Sayilari ve Oranlar

Kategoriler Var Yok Toplam

F % F % F %
Kurumsal 649 83.2 131 16.8 780 100
Ozellikler
iletisim bilgisi 401 734 145 26.6 546 100
Site ozellikleri ve 487 62.4 293 37.6 780 100
giincellik
Teknolojik 383 61.3 241 38.7 624 100
ozellikler
Mal/Hizmet 319 58.4 227 41.6 546 100
bilgisi
Sosyal medya 225  48.07 243 5193 468 100
yonlendirmesi
Medya 250 35.6 452 64.4 702 100
iligkileri/tanitim
Toplam 2714  60.33 1732 39.67 4446 100

Tablo-2, kodlama formunda yer alan degiskenlerin ana
kategoriler bazinda dagilimini gostermektedir. Tabloda yer
alan 7 ana boyut altindaki farkli degiskenler internet
sitelerinde bulunma oranlar1 en yiiksek olan kategoriden en
disik olan kategoriye dogru siralanmistir. Buna gore
isletmelerin internet sitelerinde en fazla yer verdigi ana
boyut ziyaretgilerin isletmeyi tanimasina, isletme hakkinda
bilgi edinmesine yardimci olan “Kurumsal 6zellikler”

kategorisi, en az yer verdigi ana boyut ise “Medya
iliskileri/tamitim”  kategorisidir. ~ Ayrica  isletmelerin
%73.4’linlin resmi internet sitesinde iletisim bilgisine yer
vermesi ¢ift yonli iletisime &nem verdiklerini ve
miisterilerden gelen her tiirlii yorum/sikayet/dneriyi dikkate
aldiklarin1 gostermektedir. Sosyal medya kanallar1 her
gegen giin daha fazla kullanicr tarafindan etkin bir sekilde
kullanilmasimma ragmen isletmelerin sosyal medya
platformlarina bu o6nemi vermedigi goriilmektedir. Bu
durum isletmeler admma Dbiiyiikk bir kayip olarak
degerlendirilebilir.

4.3.Internet Sitelerinin Kategoriler ve Degiskenler
Agcisindan Degerlendirilmesi

Tablo-3’te yer alan ifadeler asirlik aile isletmelerine ait
resmi internet sitelerinde isletmeye iliskin yer almasi
gereken olgiitlerden olusmaktadir. Bir isletmeye ait resmi
internet sitesinde logo, isletme tarihgesi, hakkimizda gibi
degiskenlerin mutlaka yer almasi gerekirken vizyon,
misyon, Orgiitsel yapi, isletme sahipleri/ortaklar, temel
degerler, faaliyet alanlar1 ve sloganin yer almasi igletme ile
paydaslar1 arasindaki bagi gii¢lendirecektir.

Tablo 3. Kurumsal Ozellik Kategorisinin Degiskenlerinin
Dagilim

Kurumsal Var Yok Toplam
Ozellikler F % F % F %
Logo 77 98.7 1 13 78 100
Isletme 78 100 - - 78 100
tarihgesi

Hakkimizda 78 100 - - 78 100
Vizyon 16 205 62 79.5 78 100
Misyon 37 474 41 526 78 100
Orgiitsel yap1 11 14.1 67 85.9 78 100
Isletme 78 100 - - 78 100
sahipleri

/ ortaklar

Temel 66 84.6 12 15.4 78 100
degerler

Faaliyet 78 100 - - 78 100
alanlari

Slogan 57 731 21 26.9 78 100
Toplam 576 738 204 262 780 100

Kurumsal o6zellik kategorisi bashigi altinda yer alan 10
degigskenin aragtirma kapsaminda yer alan isletmeler
tarafindan kullamim oranlarmim verildigi Tablo-3’teki
veriler incelendiginde analiz edilen isletmelerin biiyilik
cogunlugunun internet sitelerinde isletme ile ilgili temel
bilgilere yer verdikleri goriilmektedir. Isletmelerin
tamaminin resmi internet sitesinde isletme tarihgesine,
hakkimizda degiskenine, isletme sahipleri/ortaklarina ve
faaliyet alanlarina yer verdigi goriilmektedir. Bunlarin
yaninda isletmelerin %98.7’si logo, %84.6’s1 temel degerler
ve %73.1°1 ise slogana internet sitelerinde yer vermektedir.
Bu noktada isletmelerin resmi internet sitelerinde bu
bilgilere yer vermesi itibar olusturmaya katki sagladigi
sOylenebilir.  Kurumsallagmanin  &nemli  gdstergeleri
arasinda bulunan misyon %47.4, vizyon %20.5 ve orgiitsel
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yap1 %14.1 isletmelerin internet sitelerinde en az yer verdigi
bilgilerdir.

Tablo-4, igletmelerin {iriin bilgisine iliskin degiskenleri
icermektedir. Bu degigkenler isletmelerin iirettigi ve/veya
sattig1 iriinler hakkinda bilgiyi, gorseli, listeyi, fiyati, yeni
iirinleri, tirlinlere dair indirim ve/veya taksit gibi kampanya
bilgilerini ve {irlin karsilastirmay1 kapsamaktadir.

Tablo 4. Uriin Bilgisi Kategorisinin Degiskenlerinin Dagilimi

Mal/Hizmet Var Yok Toplam
Bilgisi F % F % F %
Mal/Hizmetler 72 92.3 6 7.7 78 100
hakkinda bilgi

Mal/Hizmet 70 89.7 8 10.3 78 100
gorselleri

Mal/Hizmet listesi 74 94.8 4 5.2 78 100

Mal/Hizmet fiyati 36 461 42 539 78 100

Yeni 36 46.1 42 53.9 78 100
mallar/hizmetler

Kampanya bilgisi 30 384 48 616 78 100

Mal/Hizmet 3 3.8 75 9%.2 78 100
kargilagtirma
Toplam 321 587 225 413 546 100

Tablo-4’teki sonuglar incelendiginde, isletmelerin %94.8’i
internet sitelerinde bulundurduklari mal/hizmetin listesini
sunmakta, %92.3’i sunduklart mal/hizmet hakkinda bilgi
vermekte, %89.7’si ise mal/hizmetin gorseline yer vermekte
iken, %46.1°1 sunmus olduklart mal/hizmete iliskin {iriin
fiyatt ve yeni mal/hizmete iliskin bilgilere yer verdikleri
goriilmektedir.

Tablo-5, arastirma kapsamimda bulunan asirlik aile
isletmelerine iligkin iletisim  bilgisi  degiskenlerini
icermektedir. Siteden iletisim formu, telefon, mail, adres,
harita Dbilgisi, yorum/sikdyet/6neri formu ve insan
kaynaklari/ig bagvurusu bu degiskenleri olusturmaktadir.

Tablo 5. Iletisim Bilgisi Kategorisinin Degiskenlerinin Dagilim

Var Yok Toplam
F % F % F %

iletisim Bilgisi

Siteden iletisim 50 64.1 28 359 78 100
formu

Telefon numarasi 78 100 - - 78 100
e-posta adresi 73 935 5 6.5 78 100
Yazigsma adres bilgisi 74 948 4 52 78 100
Harita bilgisi 50 641 28 359 78 100

Yorum/Sikayet/Oneri 53 679 25 321 78 100
formu

Insan kaynaklaryis 26 333 52 667 78 100
basvurusu

Toplam 404 739 142 26.1 546 100
Isletmelerin  hem paydaslariyla  dogrudan iletisim

kurabilmeleri hem de onlardan geri bildirim alabilmeleri
icin internet sitelerinde telefon, mail, yorum/sikayet/dneri
formu gibi birtakim secencklere yer vermeleri oldukca
onemlidir. Dolayisiyla Tablo-5’daki iletisim  bilgisi
sonuglart  degerlendirildiginde isletmelerin  tamaminin
telefon bilgisine yer verdigi, %94.8’inin adres bilgisine,

%93.5’inin de mail bilgisine yer verdigi goriilmektedir.
Isletmeler agisindan miisteri istek ve beklentileri oldukca
o6nemlidir. Ancak isletmelerin %67.9 unun internet sitesinde
yorum/sikdyet/dneri formuna yer vermesi bu segenege
yeterince Onem verilmedigini gdstermektedir. Ayrica
giiniimiiz diinyasinda teknolojide gelinen nokta géz oniine
alindiginda isletmelerin %64.1’inin internet sitesinde harita

bilgisini bulundurmasi bu segenegin de ¢ok etkin
kullanilmadigin1  gdstermektedir. Analize dahil edilen
isletmelerin  %33.3’ti ise internet sitelerinde insan

kaynaklari/ig bagvurusu secenegine yer vermektedir.

Tablo-6, isletmelerin resmi internet sitelerini ziyaret eden
miigteriye yardimci olmayr amaglayan site &zellikleri
degiskenlerinden olusmaktadir. Sitenin son giincelleme
tarihi, aydinlatma metni ve gizlilik politikas1 degiskenlerine
yer vermesi siteyi ziyaret eden miisteri lizerinde giiven
olusturmada olduk¢a 6nemli oldugu disiiniilmektedir.

Tablo 6. Site Ozellikleri ve
Degiskenlerinin Dagilimi

Giincellik  Kategorisinin

Site Var Yok Toplam
Ozellikleri ve F % F % F %
Giincellik

Dil secenegi 36 46.1 42 53.9 78 100
Mobil uyum 78 100 - - 78 100
Site i¢i arama 36 46.1 42 53.9 78 100
Son 71 91 7 9 78 100
giincelleme

Aydinlatma 32 411 46 58.9 78 100
metni

Gizlilik 39 50 39 50 78 100
politikasi

Cerez 15 19.2 63 80.8 78 100
politikast

Site tasarimi 78 100 - - 78 100
Site haritasi 57 73.1 21 26.9 78 100
Erisilebilirlik 78 100 - - 78 100
Toplam 520 66.6 260 334 780 100

Isletmelerin resmi internet siteleri sahip oldugu ozellikler
bakimindan ziyaretcileri hem etkileyebilmekte hem de
isletmeye karsi gliven olusturmada Onemli rol
oynamaktadir. Bu baglamda Tablo-6’de analiz edilen site
ozellikleri bulgular1 incelendiginde isletmelerin %91°i son
giincelleme tarihine yer vermekte iken %41.1°1 aydinlatma
metnine, %50’si gizlilik politikasina ve sadece %19.2’si ise
cerez politikasina yer vermektedir. Dolayisiyla isletmelerin
siteyi ziyaret eden ziyaretgilere kars1 gliven olusturmada ve
onlart sitenin giivenilir olduguna inandirmada ¢ok da
basarili oldugu sOylenemez. Arastirma kapsaminda
incelenen igletmelerin internet sitelerinin tamaminin mobil
uyumlu oldugu, kendilerine ait bir site tasarimlarinin
bulundugu ve tamammin erisilebilir durumda oldugu
goriilmektedir. Internet sitelerinin daha zengin goriinmesini
saglayan, ziyaretgiler iizerinde olumlu etki olugturabilecek
degiskenlerden biri olarak disiiniilen dil segeneginin ve
ziyaretgilerin site igerisinde ne aradiklarini bulmada onlara
yardimc1 olacak arama butonu degiskeninin analiz edilen
isletmelerin =~ %46.1°’inde  bulunmasi isletmelerin  bu
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degiskenlere yeteri kadar onem vermediginin gostergesi
olarak degerlendirilebilir. sletmelerin %73.1°i ise sitenin
kullaniminda ziyaretgilere yardime1 olan site haritasina yer
vermektedir.

Tablo-7, isletmelerin resmi internet sitelerinde teknolojik
ozelliklere ne derece yer verdiklerine iligskin bilgileri
gostermektedir.

Tablo 7. Teknolojik  Ozellikler — Kategorisinin
Degiskenlerinin Dagilim1
Teknolojik Var Yok Toplam
Ozellikler F % F % F %

Interaktif harita 50 64.1 28 35.9 78 100
Online canli 17 21.7 61 78.3 78 100

iletisim

Kare kod 5 6.4 73 936 78 100
kullanim1

Mobil uygulama 3 3.8 75 962 78 100
yonlendirmesi

Isletim sistemi 78 100 - - 78 100
HTML, URL, 78 100 - - 78 100
FTP vb.

Sertifika 78 100 - - 78 100
IP 78 100 - - 78 100
Toplam 387 62 237 38 624 100

Tablo-7 incelendiginde, isletmelerin tamamu IP, sertifika,
isletim sistemine, HTML kodlarina, URL ve FTP’ye yer
verdigi goriilmektedir. Isletmelerin %64.1°i de sitelerinde
interaktif harita &zelligine yer vermektedir. Ancak
giniimiizde toplumun hemen hepsinin akilli telefon
kullandig1 diisiiniildiglinde analiz dahilindeki isletmelerin
sadece %3.8’inin internet sitelerinde mobil uygulama
yonlendirme butonu bulundurmasi 6nemli bir eksiklik
olarak degerlendirilebilir. Bununla birlikte incelenen
isletmelerin ~ %62’si  gida  sektoriinde faaliyetlerini
siirdiirmesine ragmen kare kod uygulamasmi kullanan
isletmelerin oran1 %6.4’tiir. Oysaki miisterilerin ziyaret
ettigi internet sitesinde bu isletme Elektronik Ticaret Bilgi
Sistemi’ne (ETBIS) kayithdir yazisim1 gormesi hem
isletmeye kars1 gliveni arttiracak hem de isletmenin itibarimi
arttiracaktir. Arastirma kapsamindaki igletmelerin %21.7’si
ise internet sitesi lizerinden ziyaretgilere online canli hizmet
sunmaktadir.

Teknolojinin bas dondiiriicli bir hizla gelismesiyle beraber
internet kullanimi artmig ve internet her kesimden bireyin
yararlandig1 bir platform haline gelmistir. Bu platformun en
hareketli mecrasi olan sosyal medya kanallar1 ise her gegen
glin daha ¢ok kitle tarafindan kullanilmaya baslamistir.
Insanlarin yasamlarini devam ettirebilmek icin ihtiyac
duydugu hemen her seyi sosyal medya platformlar
iizerinden karsilayabilmeleri, herhangi bir {iriin veya hizmet
satin almadan Once sosyal medya kanallar {izerinden bu
iiriin veya hizmet hakkinda arastirma yapmalar1 ve aragtirma
yaptiklar1 @irlin veya hizmet hakkinda ulastig1 olumlu ya da
olumsuz yorumlardan etkilendikleri diisliniildiigiinde
isletmelerin bu platformlara verecekleri 6nemi daha da
arttirmaktadir.  Dolayisiyla igletmeler sosyal medya

platformlarina yogunlagsmali ve bireylerin ihtiyac1 olsun ya
da olmasin birgok iirlin ve/veya hizmetin tanitimini sosyal
medya lizerinden yapmalidir. Tablo-8da verilen bilgiler
incelenen isletmelerin resmi internet sitelerinde sosyal
medya linklerinden hangilerine yer verdigini igermektedir.

Tablo 8. Sosyal Medya Yonlendirmesi Kategorisinin
Degiskenlerinin Dagilim1

Sosyal Medya Var Yok Toplam

Yonlendirmesi F % F % F %
Facebook 53 679 25 321 78 100
Instagram 45 57.6 33 42.4 78 100
Twitter 34 435 44 565 78 100
Youtube 22 282 56 718 78 100
LinkedIn 12 153 66 847 78 100
Diger 10 1238 68 872 78 100
Toplam 176 375 292 625 468 100

Sosyal medya platformlarinin bu denli 6nemli hale geldigi
giiniimiizde Tablo-8’deki wveriler incelendiginde, analiz
dahilindeki isletmelerin sosyal medyaya yeterince dnem
vermedigi goriilmektedir. incelenen isletmelerin %67.9’u
resmi internet sitesinde Facebook, %57.6’s1 Instagram ve
%43.5’1 de Twitter yonlendirmesine yer vermektedir. Hem
diinya genelinde hem de Tiirkiye’de en ¢ok kullanilan sosyal
medya platformlarindan biri olan Youtube ise isletmelerin
%28.2’si tarafindan kullanilmaktadir. Linkedln ve diger
sosyal medya platformlarinin kullanim oranlar ise diistiktir.

Tablo-9’da s6z konusu isletmelerin medya iliskileri/tanitim
degiskenlerine ait bulgulara iliskin bilgiler verilmistir.

Tablo 9. Medya iliskileri/Tanitim Kategorisinin Degiskenlerinin
Dagilim

Medya Var Yok Toplam
iliskileri/Tamtlm F % F % F %
Basinda igletme 50 641 28 359 78 100
Giincel haber 43 55,1 35 449 78 100
duyuru

Tanitim filmi 26 333 52 66.7 78 100
Tanitim resmi 58 743 20 257 78 100
E-biilten tiyeligi 16 205 62 795 78 100
Webinar 1 12 77 988 78 100
Yonetici 19 243 59 757 78 100
roportajlart

Sosyal sorumluluk 8 102 70 838 78 100

Sikga sorulan 11 141 67 859 78 100

sorular

Toplam 232 331 470 669 702 100
Isletmelerin  internet sitelerinde yer alan medya
iliskileri/tanitima  iligkin ~ bulgulart  igeren  Tablo-9

incelendiginde, isletmelerin en fazla tanitim resmine %74.3
yer verdigi goriilmektedir. Analiz dahilindeki asirlik aile
isletmelerinin kendileri hakkinda basinda g¢ikan haberlere
%064.1, giincel haber duyurusuna %55.1 yer vermektedir.
Bir asirdan fazladir faaliyet gosteren, marka haline gelen
isletmelerin internet sitelerinde tanitim filmine %33.3 yer
vermesi ise dikkat ¢ekicidir. Oysaki igletmelerin kokli bir
gecmisi oldugunun anlatildigi, faaliyet gosterdigi sektdre
dair edinilen tecriibelerin paylasildig1 videolu tanitim filmi
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hedef kitle {izerinde olumlu bir etki olusturacag:
diisiiniilmektedir. Isletmelerin internet sitelerinde e-biilten
yeligi %20.5, webinar %1.2, yonetici roportajlart %24.3,
sosyal sorumluluk %10.2 ve sik¢a sorulan sorular %14.1 en
az yer verdigi degiskenlerdir. Bu noktada incelenen
isletmelerin yarisindan fazlasinin gida sektoriinde faaliyet
gosterdigi diigiiniildiigiinde sik sorulan sorular degiskeninin
cok az isletmenin internet sitesinde yer almast 6nemli bir
eksikliktir.

4.4. Isletmelerin Web Tabanli Kurumsal Itibar
Degiskenlerinin  Kullanim  Etkinligi Sonuglarinin
Degerlendirilmesi

Isletmelerin resmi internet sitelerinde kendilerine ait genel
bilgiler verdigi kurumsal 6zellikler ile ilgili 10, tirettigi {iriin
veya sundugu hizmete iligkin verdigi bilgi 7, ¢ift yonli
iletisimin 6nemli oldugu giliniimiizde iletisim bilgisi ile ilgili
7, internet sitesini ziyaret eden ziyaretgiler iizerinde giiven
olusturmada site ozellikleri ve giincellik ile ilgili 10,
teknolojinin biiyiik bir ivme kazandig: diinyada teknolojik
ozellikler ile ilgili 8, sosyal medya yonlendirmesi ile ilgili 6
ve igletmeden basina yansiyan haberlere, tanitimina katki
saglayan resim ve filme iligkin medya iligkileri/tanitim ile
ilgili 9 olmak iizere olusturulan kodlama formunda yer alan
57 degiskeni kullanip kullanmama 6zellikleri dikkate
almarak etkin kullanma puanit olusturulmustur. Bu
puanlama olusturulurken 1-19 puan arasi “Etkisiz
kullanim”, 20-38 puan arast “Orta etkili kullanim”, 39-57
puan arasi ise “Etkili kullanim” olarak belirlenmistir.
Yapilan inceleme dogrultusunda puanlara gore isletme
sayilarinin dagilimi agagida Tablo-101de verilmistir.

Tablo 10. isletmelerin Web Tabanli Kurumsal itibar Degiskenleri
Kullanim Etkinligi Sonug¢larimim Dagilimi

Etkin Kullamm Puam Frekans %
Etkili Kullanim (39-57) 17 21.79
Orta Etkili Kullanim (20-38) 54 69.24
Etkisiz Kullanim (1-19) 7 8.97
Toplam 78 100

Isletmelerin internet sitesi kullanim etkinligi sonuglarinin
dagilimin1 gosteren Tablo-10 incelendiginde, arastirma
kapsamindaki isletmelerin %21.79’unun internet sitesini
belirlenen  degiskenlere  gore  etkin  kullandigim
gostermektedir. Hangi sektorde faaliyet gosterirse gostersin
isletmelerin sahip olmasi gereken en Onemli araclardan
birisi resmi bir internet sitesidir. Ancak inceleme dahilindeki
asirlik aile isletmelerinin bu araci ¢okta etkin kullanmadigi
goriilmektedir. Yapilan incelemeler isletmelerin
%69.24’1iniin internet sitesini orta etkili kullandigini,
%8.97’sinin ise etkisiz kullandigin1 ortaya koymustur.
Faaliyet gosterdigi sektorde koklii bir gegmise sahip olan,
onemli bir deger olusturan ve marka haline gelen asirlik aile
isletmelerinin ortalama bir internet sitesinde bulunmasi
gereken degiskenlerden olusturulan kodlama formundaki
degiskenlere biiyiik oranda yer verdigi soylenebilir.

4.5. Isletmelerin Faaliyet Gosterdigi Sektore Gore
Web Tabanli Kurumsal Itibar Degiskenlerinin
Kullanim Diizeyi

Arastirmada yer alan 78 isletme gida, hizmet ve diger olmak
iizere ii¢ gruba ayrilmistir. Diger grup igerisinde yer alan
isletmeler alt gruplara boliindiigli zaman varyans analizi i¢in
gerekli olan gruplardaki 6rneklem sayis1 saglanamadigindan
gida ve hizmet grubu icerisinde yer alan igletmeler diginda
kalanlar birlestirilerek tek grupta degerlendirilmistir. Bu
baglamda arastirmada yer alan 78 aile isletmesinden 48’i
gida, 20’si hizmet ve 10’uda diger grubunda yer almaktadir.
Daha 6nceden belirlenmis 7 ana kategori dogrultusunda her
kategoride bulunan degisken isletmenin internet sitesinde
yer aliyorsa “Var” yer almiyorsa “Yok” olarak kodlanmig ve
sonrada her bir isletme i¢in var olan degiskenlerin sayisi
toplanmustir.

Kategorilerde bulunan degiskenlerin internet Sitesinde
bulunmasinin igletmelerin faaliyet gosterdigi sektoére goére
anlamli bir farklilik gosterip gostermedigini belirlemek igin
“Isletme faaliyet alan1” bagimsiz degisken (gida, hizmet,
diger), “Kategoriler” ise bagimli degisken (kurumsal
Ozellikler, iirlin bilgisi, iletisim bilgisi, site 6zellikleri ve
giincellik,  teknolojik  &zellikler, sosyal = medya
yonlendirmesi, medya iligkileri/tanitim) olarak belirlenmis
ve Tek Yonli Cok Degiskenli Varyans Analizi (MANOVA)
yapilmigtir.

Isletmelerin internet sitelerinde web tabanli kurumsal itibar
degiskenlerine yer vermede isletme faaliyet alaninin etkisini
belirlemek icin tek faktorlii MANOVA analizi yapilmistir.
Bu analizin temel sayiltilar1 incelendiginde Box’in M
istatistigine gore yayillma matrisinin homojenliginin
saglandig1 tespit edilmistir (F=1.322, p= ,038). Ayrica
varyans homojenligi kriterinin Levene testi sonuglarina gére
7 alt boyut iginde saglandigi sonucuna ulasilmistir
(Kurumsal 6zellik; F=3,860, p=,025, {iriin bilgisi; F=1,096,
p=,340, iletigim bilgisi; F=,599, p=,552, site 6zellikleri ve
giincellik; F= ,033, p=,967, teknolojik 6zellikler; F=,748,
p= ,477, sosyal medya yonlendirmesi; F=3,393, p= ,039,
medya iliskileri/tamtim; F=2,977, p= ,057). Isletmelerin
web tabanli kurumsal itibar degiskenleri puanlari arasinda
isletme faaliyet alanina gdére anlamli bir farklilagmanin olup
olmadigini belirlemek icin MANOVA analizi uygulanmig
ve sonuglar Tablo-11’de verilmistir.

Tablo 11. MANOVA Sonuglar1

isletme Faaliyet Alanma

i Ka_“"'g:"iki Gire Ortalamalar

i erisinde

Kategoriler gl)egisken F | Anlamhik = 2
Says1 Gida Hizmet Diger

Kurumsal 10 11.54 11.65 12.10 1,396 254 ,036

Ozellikler

Uriin Bilgisi 7 13.92 1435 15.28 1,383 257 ,036

ﬂetigim Bilgisi 7 12.44 12.71 13.71 2,096 ,130 ,053

Site Ozellikleri ve 10 13.97 13.20 14.10 1451 241 ,037

Giineellik

Teknolojik 8 13.67 13.81 14.25 1517 226 039

Ozellikler

Sosyal Medya 6 15.79 16.16 18 2,037 .138 ,052

Yonlendirmesi

Medya 9 16.64 16.44 17.44 ,664 S8 017

Tliskileri/Tanitim
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Tablo-11de verilen analiz sonuglari incelendiginde, tek
faktorli  MANOVA sonucunda isletmelerin  faaliyet
alanlarma goére web tabanli kurumsal itibar degiskenleri
puanlart arasinda kurumsal 6zellikler alt boyutunda (Wilks
Lambda (A)=,097, F=1,396, p=,254, n2=,036), iiriin bilgisi
alt boyutunda (Wilks Lambda (A)=,097, F=1,383, p=,257,
n2=,036), iletisim bilgisi alt boyutunda (Wilks Lambda ()=
,097, F=2,096, p= ,130, n2= ,053), site Ozellikleri ve
giincellik alt boyutunda (Wilks Lambda ()= ,097, F=1,451,
p= ,241, n2= ,037), teknolojik oOzellikler alt boyutunda
(Wilks Lambda (M)= ,097, F=1,517, p= ,226, 12= ,039),
sosyal medya yonlendirmesi alt boyutunda (Wilks Lambda
M= ,097, F=2,037, p= ,138, n2= ,052), medya
iligkileri/tanitim alt boyutunda (Wilks Lambda (A)=,097, F=
,664, p=,518, n2=,017) anlaml bir farklilasma olmadig1
goriilmektedir.

Ayrica isletme faaliyet alani kurumsal o&zelliklerdeki
varyansin %3,6’smm1 (n2), iriin bilgisi alt boyutundaki
varyansin %3.6’sin1  (12), iletisim bilgisindeki varyansin
%5.3%Unti (m2), site ozellikleri ve giincellik boyutundaki
varyansin ~ %3.7’sini (n2), teknolojik  o6zelliklerdeki
varyansin %3.9’unu (2), sosyal medya yonlendirmesindeki
varyansin %5.2°sini (n2) ve medya iligkileri/tanitim alt
boyutundaki  varyansin = %1.7’sini  agiklamaktadir.
Ortalamalara bakildiginda internet sitesinde biitiin
kategoriler icerisinde yer alan degiskenlere diger grubunda
yer alan isletmelerin daha fazla yer verdigi gériilmektedir.
Kurumsal ozellik, tirlin bilgisi, iletisim bilgisi, teknolojik
ozellikler ve sosyal medya yonlendirmesine en az yer veren
gida grubundaki isletmeler iken site 6zellikleri ve giincellik,
medya iligkileri/tanitim degiskenlerine ise en az yer veren
hizmet grubundaki igletmelerdir.

5. Genel Degerlendirme

Bu calismada kurumsal itibar baglaminda Tiirkiye’de
faaliyet gosteren asirlik aile isletmelerinin web sitelerinin
incelenmesi amaglanmigtir. Bu baglamda 100 Yillik
Markalar Dernegi iiyeleri ile Istanbul Kiiltiir Universitesi
Aile Isletmeleri ve Girisimcilik Uygulama ve Arastirma
Merkezi’nin (AGMER) olusturmus oldugu Asirlik Aile
Isletmeleri tablosu ve Dil’in (2016) yapmis oldugu calisma
sonucunda belirlenen 143 aile isletmesinin adi arama
motorlarina yazilarak tarama yapilmis ve 78 aile
isletmesinin internet sitesine ulagilmigtir. Erigilen 78 resmi
internet sitesi igerik analizi yontemiyle incelenmis ve web
tabanli kurumsal itibar degiskenlerine ne diizeyde yer
verdikleri arastirilmigtir. Daha sonra igletmelerin faaliyet
gosterdigi sektore bagli olarak internet sitesinde bulunan
degiskenlerin farklilik gdsterip gdstermedigini belirlemek
icin tek yonli MANOVA analizi yapilmistir. Yapilan
inceleme sonucunda isletmelerin faaliyet alanina gore
internet sitelerinde web tabanli itibar degiskenlerine yer
vermesinde bir farklihk tespit edilmemistir. Ayrica
isletmelerin web tabanli itibar degiskenleri formunda yer
alan toplam 57 degiskene internet sitelerinde yer verip
vermemeleri dikkate almarak bir etkin kullanma puani
olusturulmustur. FElde edilen bulgulara gore 78 aile

isletmesinden 17’sinin (%21.79) internet sitesini etkin
kullandigi, 54’tinitin (%69.24) orta etkili, 7’sinin ise (%8. 97)
etkisiz kullandig1 belirlenmistir. Bu sonuglara paralel olarak
Cicek, Demirel ve Onat (2010), Burdur ilinde faaliyet
gosteren 128 isletmenin sanal ortamda ne kadar yer
aldiklarin1  ve internet sitelerini ne kadar etkin
kullandiklarin1 arastirdiklar1 ¢aligmada da isletmelerin
internet sitelerini orta etkili kullandiklar1 sonucuna
varmiglardir. Ayrica belirlenen 143 isletmeden 65’inin
(%45.5) internet sitesinin olmadigi ve bunun internetin
insanlarin hayatlarinin vazgegilmez bir parcasi haline
geldigi giiniimiizde onemli bir eksiklik olarak dikkat
¢ekmektedir.

Arastirma kapsaminda yer alan asirlik aile isletmeleri
belirlenen kurumsal o6zellik degiskenlerine internet
sitelerinde %83.2 yer verdigi goriilmektedir. Giires, Arslan
ve Yal¢in (2008)’da yapmis oldugu arastirmada turizm
isletmelerinin kurumsal kimligini yansitan degiskenlerin
isletmelerin internet sitelerinde yer almasi gerektigini
belirtmistir. Ayrica Bayram ve Yayli (2009), yaptiklari
calismada konaklama isletmelerinde internet sitesi
tasariminin rolii ve dnemini ortaya koymak icin 286 otel
isletmesinin internet sitesini analiz etmislerdir. Yapilan
analiz sonucunda otel isletmeleri internet sitelerinin biiyiik
¢ogunlugunun bilgi saglayici 6zellikler tasidig1 saptanmustir.
Isletmelerin bu degiskenlere internet sitesinde yer vermesi
hem mevcut miisteriler hem de yeni gelen miisteriler
iizerinde olumlu bir etki olusturdugu sdylenebilir.

Internet siteleri, isletmelerle tiiketiciler arasinda iletigsim
kurabildigi 6l¢iide fayda saglamaktadir. Tiiketiciler internet
sitesi iizerinden sunulan {irtin/hizmeti fiziksel olarak gérme
sansina sahip olmadigi i¢in, igletmelerin internet sitelerinde
driin/hizmetlerle  ilgili  ayrintih  bilgiler  vermeleri
gerekmektedir. Arastirmada incelenen isletmelerden elde
edilen sonuglara bakildiginda isletmelerin  internet
sitelerinde {iriin bilgisi degiskenlerinden iiriin hakkinda
bilgi, iiriin gorseli ve iirlin listesine %92.2 yer verdigi
goriilmektedir.

Atik (2016), yaptig1 ¢alismada Istanbul’da yiyecek-igecek
sektoriinde faaliyet gosteren kidemli aile isletmelerinin
internet sitesi kullanimlarint incelemistir. Kidemli aile
isletmelerinin internet sitelerinde en fazla kurumsal bilgi,
iletisim bilgisi ve irlin bilgisine yer verdigi teknolojik
yeniliklerin internet sitelerine yansitilmasinda
yetersizliklerin oldugu tespit edilmistir. Bu c¢ercecede
aragtirmaya dahil edilen isletmelerin tiiketicilerle ¢ift yonlii
iletisime 6nem verdikleri sdylenebilir.

Boylu ve Tuncer (2008) yapmis olduklari aragtirma ile
konaklama igletmelerinin internet sitelerinin giincel olmasi
gerektiginin Onemini ortaya koymustur. Yapilan bu
aragtirmada da elde edilen sonuglara gore, isletmelerin
internet sitelerinin giincel olmasina gereken dnemi verdigi
goriilmektedir. Internet sitesi icerisinde arama diigmesi
bulundurmak, site igerisinde yer alan bilgilere ulagsma
noktasinda kolaylik saglamakla birlikte diger aracilara
duyulan ihtiyaci da azaltmaktadir. Ayrica isletmelerin sahip
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oldugu bir internet sitesi dil segenegine de sahipse diinyanin
her yerinden o siteye ulasilma imkéan1 verir. Ancak incelenen
isletmelerin hem site i¢erisindeki arama butonuna hem de dil
secenegine yeteri kadar 6nem vermedikleri goriilmektedir.
Bayram ve Yayli (2009) yapmis oldugu ¢alismada internet
sitesinde site i¢i arama, site haritasi, gizlilik ve giivenlik gibi
seceneklerin  bulunmasmin miisterileri internet sitesine
¢cekmede 6nemli rol oynadigi sonucuna ulagmislardir. Bu
calismada incelenen isletmelerin  %56.4’i  internet
sitelerinde ilgili seceneklere yer vermektedir.

Giinlimiiz diinyasinda akilli telefon kullaniminin her gegen
giin artmasiyla birlikte mobil uygulamalarin da
hayatimizdaki yeri her giin artis gostermektedir. Ozellikle
diinyay1 etkisi altina alan pandemi siirecinde diikkanlarin
kapali olma zorunlulugu nedeniyle bir¢cok restoran sadece
evlere servis vermeye bagladi. Calismada elde edilen
bulgulara bakildiginda sadece 3 asirlik aile isletmesinin
internet sitesinde mobil uygulama yonlendirmesine yer
verdigi goriilmektedir. Oysaki c¢alisma kapsaminda
incelenen isletmelerin %62’si gida sektoriinde faaliyet
gostermektedir.

Giinlimiizde sosyal medya insanlarin en ¢ok kullandigi
internet araglarinin basinda gelmektedir. Wearesocial’in
2020 raporuna gore diinyada 3.8 milyardan fazla,
Tiirkiye’de ise 54 milyondan fazla aktif sosyal medya
kullanicist vardir (Wearesocial, 2020). Bu noktada sosyal
medyanin olduk¢a aktif kullanildigr diisiiniildiigiinde
isletmelerin de bu platformlardan uzak kalmamasi gerektigi
ortaya cikmaktadir. Ancak aragtirma kapsamindaki aile
isletmelerinin sosyal medyaya yeteri kadar dnem vermedigi
goriilmektedir.

Isletmelerin medya iliskileri/tanitim boyutu altinda yer alan
degiskenlere internet sitesinde yer verme diizeyleri
degerlendirildiginde en fazla yer verilen degiskenin tanitim
resmi oldugu goriilmektedir. En az yer verilen degiskenlerin
ise webinar, sosyal sorumluluk, sik sorulan sorular ve e-
biilten {yeligidir. Turban vd. (2015) gore bir internet
sitesinin olmazsa olmazlarindan biri “sik sorulan sorular”
secenegidir ¢ilinkii bu segenek internet sitesini ziyaret
edenlerin aradiklar1 bilgiyi bulmasinda rehber gorevi goriir.
E-biilten iyeligi ise, isletmelerin diizenli periyodlarla
miisterilerine isletme hakkindaki giincel gelismeleri haber
verdigi dnemli bir degiskendir. E-biilten tiyeligi miisterilerin
hafizalarinda giincel ve uzun siiren bir isletme imajinin
olugsmasina dolayisiyla da olumlu bir itibar algisi
olusturmaya yardimeci olabilir.

6. Sonuc ve Oneriler

Asirlik aile isletmeleri genellikle gegcmisten gelen iiretim
yontemleri ile faaliyetlerini siirdiiren isletmelerdir. Bu
isletmelerin artan rekabete karst direnmeleri itibarlarini
korumalarma baglidir. Bu nedenle asirlik aile isletmelerin
kurumsal bir internet sitesine sahip olmalar1 ve bu sitenin bir
onceki bolimde belirtilen dlgiitlere gére hazirlanmasi
gerekmektedir. Bir bagka deyisle kurumsal internet sitesi
asirhk  aile igletmelerini  artan rekabet ortaminda

rakiplerinden bir adim 6ne gegirecek, bilgilendirici, etkili ve
cekici bir vitrin olusturmalarina katki saglayacaktir. Ancak
olusturulan bu vitrin {riin/hizmetin  gercek degerini
yansitmali ve miisteri beklentilerini karsilamalidir. Bai ve
Wen (2008) yapmis oldugu calismada internet sitesi
kalitesinin miisteri memnuniyeti ve satin alma niyeti
iizerindeki etkisini arastirmistir.  Yapilan aragtirma
sonucunda internet sitesi kalitesinin miisteri memnuniyeti
tizerinde dogrudan ve olumlu bir etki olusturdugu sonucuna
ulasilmis ve internet sitesinin kalitesinin miisterilerin satin
alma niyetlerini de etkiledigi tespit edilmistir. Dolayistyla
asirlik aile isletmelerinin kurumsal internet sitelerindeki
eksiklikleri acilen gidermeleri, sitelerini giincel tutmalari ve
web tabanli itibar kriterlerine gore giincellemeleri ve heniiz
bir internet sitesine sahip olmayan aile igletmelerinin ise en

kisa siirede kurumsal kiiltlirlerini  yansitan  siteleri
paydaslarmin ziyaretine sunmalart gerektigi
diigiiniilmektedir.

Ayrica diinyay1 etkisi altina alan pandemi siireciyle birlikte
tiketicilerin ¢evrimigi aligverise daha agirhik verdigi
giiniimiizde isletmelerinde {riin hakkindaki tim bilgileri
acik, net, seffaf bigimde ve yeni iiriinleri 6n plana gikararak
internet sitelerinde sunmalar1 gerekmektedir. Bu ger¢evede
tiikketicilerle iletisim kurma noktasinda etkili bir ortam olan
sosyal medya da ihmal edilmemelidir. Calismada ele alinan
isletmeler ve tiim isletmelerin iletisim bilgileri, sosyal
medya hesap bilgileri internet sitelerinde olmalidirlar.
Ayrica iletisim bilgisi degiskenlerine internet sitesinde yer
vermeyen isletmelerin bu degiskenlere yer vermesi isletme
gelecegine  yonelik  6nemli  bir yatinm  olarak
degerlendirilebilir. Ozellikle internet sitesinde isletmenin
sunmus oldugu iriin/hizmete yonelik yorum/sikayet/oneri
formu bulundurmasi hem mevcut miisterilerin igletmeyi ve
sunmus oldugu  iriin/hizmeti objektif  olarak
degerlendirmesini saglamakta hem de gelecek olan yeni
miisterilere isletme hakkinda bir 6n izlenim olusturmaktadir.
Biitiin bunlara ek olarak kiigiik ya da biiyiik olsun
isletmelere diinyaya acilma firsati veren dil segeneginin, stk
sorulan sorularin ve e-biilten iiyeligi seceneginin de asirlik
aile isletmelerin internet sitelerinde yer almasi gerektigi
diistiniilmektedir.

Literatiirde, farkli alanlarda kurumsal internet sitelerini
inceleyen farkli caligmalara rastlamak miimkiindiir. Bu
caligmalar tam olarak kurumsal itibar1 veya web tabanli
kurumsal itibar1 6lgmeye yonelik olmasalar da, ¢ift yonli
iletisimin bir arac1 olan internet sitelerini farkli agilardan ele
alan galismalardir. Yapilan literatiir taramasinda Istanbul’da
yiyecek-igecek hizmeti veren asirlik aile isletmelerinin
internet sitelerini inceleyen bir caligmaya rastlanmistir.
Dolayisiyla tiim asirlik aile isletmelerinin internet sitelerini
kapsayan bir caligmaya rastlanmamistir. Bu yoniiyle soz
konusu c¢aligmanin hem Tirkiye’de marka olarak kabul
gormils asirlik aile igletmelerinin internet sitelerinin
etkinligini arastirmast hem de kurumsal itibarin bir araci
olan internet sitelerini degerlendirmesi bakimindan giincel
verilerden olustugu igin literatiire olumlu katki saglayacagi
diisiiniilmektedir. Internet sitelerinin mevcut durumunun
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incelenmesiyle aile isletmelerinin internet sitelerine
yapmas1 gereken giincellemeler ve internet sitesi olmayan
aile isletmelerinin internet sitesi olustururken dikkat etmesi
gereken, internet sitesinde bulundurmasi gereken bazi
onemli hususlar siralanmistir. Yapilan ¢alismayla birlikte
incelenen aile isletmelerine olumlu katkilar saglanacagi
ongoriilmektedir. Sosyal bilimlerde yapilan biitiin
arastirmalar kesin olmayan sonuglara dayanmakta ve elde
edilen sonuglar iizerinden yorumlamalar yapilmaktadir. Bu
nedenle secilen arastirma konular1 belli smirliliklar
icermektedir. Asirlik aile igletmelerinin internet sitelerinin
incelenmesi konusunda Tiirkiye’de daha &nce kapsamli bir
calismaya rastlanilmamigtir. Dolayisiyla bu ¢aligmanin
gelecek calismalara referans olacagi diistiniilmektedir. Bu
dogrultuda arastirmacilara farkli  sektorlerdeki aile
isletmelerinin internet siteleri incelemesi ve diinyadaki aile
isletmeleriyle karsilastirmalari iceren ¢aligmalarin yapilmasi
onerilmektedir.
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Extended Summary
Purpose

This study aims to examine the websites of family
businesses that have been operating in Turkey for more than
a century and are still in existence in the context of corporate
reputation and to determine to what extent these sites are
suitable for reputation variables. In today's world, it has
become inevitable for businesses to create a corporate
website to develop their business, to respond to customers'
requests and expectations as soon as possible, and to appear
in new markets, regardless of the sector. Otherwisg, it is hard
for businesses to respond to the changing understanding of
trade with the internet and the demands and expectations of
the shifting customer profile. From this point of view, the
study is very important in terms of revealing the importance
of internet site use and drawing attention to the fact that it is
an indispensable element in creating the corporate
reputation of businesses.

Literature Review

It is one of the most studied subjects in the literature to
reveal how many corporate websites contribute to
businesses. For this reason, there are many studies in the
current literature examining the websites of different
business groups. However, the majority of these studies
focus on the websites of the 100 largest companies in
Turkey, the largest airline companies, or hotels operating in
the tourism sector. Therefore, the aforementioned study is
the first in terms of examining the century-old family
businesses that create an important value for Turkey and
become a brand, and it is important in terms of eliminating
the deficiency in this area. From this point of view, it is
thought that the study will make significant contributions to
the literature. The scope of the study is the list of business
names in the "Our Member Brands" link on the website of
Yizyillik Markalar Dernegi, the Centennial Family
Business Table prepared by the Family Businesses and
Entrepreneurship  Application and Research Center
(AGMER) in 2004, 2006, 2008 and 2010 and the Language
(2016)" “Long-lived Businesses in Turkey: Who? Where?
What is she doing?” It was created based on the "List of
Long-lived Turkish Enterprises" table specified in the study.
The three lists in question were combined and it was
determined that there are 143 centuries-old family
businesses in Turkey as of 2020. 78 businesses were
included in the study because 62 of the 143 businesses
identified do not have an official website and the websites
of 3 businesses are under maintenance.

Design/Methodology/Approach

Content analysis method, which is one of the qualitative
research methods, was used in this study, which aims to
measure the compliance of the official websites of centuries-
old family businesses operating in Turkey with web-based
corporate reputation criteria. Analysis units are the basic

units in the classified document. These basic units are
generally of seven types: word, phrase or phrase, sentence,
paragraph, person, theme, and content. In this study, word,
phrase or phrase, theme and content were used as the unit of
analysis. In addition, One-Way Multivariate Analysis of
Variance (MANOVA) was used to determine whether the
variables on their websites differ depending on the sector in
which the companies studied. Before performing the
MANOVA analysis, it was checked whether the data
provided the variance-covariance homogeneity required for
multiple variance analysis. Box's M and Levene's test
statistics were used to evaluate the homogeneity of the
variance-covariance matrices. The p-value of Box's M test
was found to be .038 and the p-value of Levene's test was
found to be .025. According to these results, it was
determined that variance-covariance homogeneity was
achieved. To analyze the data obtained while evaluating the
reputation of family businesses in the online environment, a
coding form suitable for the research was developed. While
developing the coding form, the relevant literature was
examined and as a result of the examination, Bauer and
Scharl (2000), Cigek et al. (2010), Tiirkyilmaz and Giirdal
(2014), Kent and Taylor (1998), Dogan (2017), Cevher
(2015), Kurtoglu (2016) and the Public Websites Directory
Project (KAMIS) to create categories. Afterward, the main
dimensions were obtained by grouping the semantically
similar criteria.

Findings

The data obtained revealed the following results. At first,
according to the field of activity of the enterprises, there was
no difference in the inclusion of web-based reputation
variables on their websites. Also, it has been determined that
businesses use their websites moderately, and it is seen that
businesses give place to determine institutional feature
variables on their websites by 83.2%. The fourth result is
seen that 92.2% of the companies give place to product
information variables, information about the product,
product image, and product list on their websites. The other
result is seen that businesses attach importance to keeping
their websites up-to-date. Additionally, it is seen that their
businesses do not give enough importance to social media.
As the last result, it can be said that today, 65 (45.5%) of 143
businesses do not have a website and this draws attention as
an important shortcoming where the internet has become an
indispensable part of people's lives.
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Tablo 1. Asirlik Aile Isletmeleri ve Kurumsal Web Siteleri

isletme Adi  Kurulus  Uriin/Hizmet Nesil Sayis1 Web Adresi
Yih

Ali  Muhiddin 1777 Sekerleme, Lokum 4 ve 5. Nesil www.hacibekir.com
Hac1 Bekir
Dedem 1800’1er Carik Uretimi 5. Nesil www.osmanlicarikcisi.com
Osmanli
Cariklari
Sekerci  Cafer 1807 Sekerleme, Lokum 5. Nesil www.sekercicafererol.com
Erol
Karakoy 1820 Baklava ve Tatli Cesitleri 5. Nesil www.karakoygulluoglu.com
Giilliioglu
Beyaz Firin 1836 Pasta Cesitleri 5. Nesil www.beyazfirin.com
Kebapei Kadir 1851 Lokanta 4. Nesil www.kebapcikadir.com.tr
Petek Saraciye 1855 Saraciye 5. Nesil www.petek.com
Silkar Holding 1860 Isletme Grubu 3 ve 4. Nesil www.silkar.com
Yagar Pastanesi 1862 Dondurma, Pasta Cesitleri 4. Nesil WWW.yasarpastanesi.com.tr
Giingenci Saat 1864 Saat 3. Nesil WWW.gungenci.com
Kebape1 1867 Lokanta 3. Nesil www.iskender.com.tr
Iskender
Malatya Pazar1 1870 Kuruyemis 4. Nesil www.mpkuruyemis.com.tr
Kurukahveci 1871 Kahve 3 ve 4. Nesil www.mehmetefendi.com
Mehmet Efendi
Yildiz Gida 1873 Gida Uriinleri 5. Nesil www.yildizgida.net
Sabuncakis 1874 Cigekgilik 3. Nesil www.sabuncakis.com
Vefa Bozacisi 1876 Boza 4. Nesil www.vefa.com.tr
Komili 1878 Zeytinyag1, Temizlik Uriinleri 3. Nesil www.komili.com.tr
Meyer Saat 1878 Saat 5. Nesil WWw.meyer.com.tr
Hamamcioglu 1880 Isletme Grubu 5. Nesil www.hamamcioglu.com
Helsan Helva 1880 Helva 3 ve 4. Nesil www.helsan.com
Boybeyi 1881 Miicevher 4. Nesil www.boybeyi.com
Saffet Abdullah 1881 Giillag 3 ve 4. Nesil www.saffetabdullah.com.tr
Giillaglart
Apraham 1882 Kuyumculuk 3. Nesil www.apraham1882.com
Degerli
Metaller
Cemilzade 1883 Sekerleme 4. Nesil www.cemilzade.com.tr
Cogenler 1883 Gida Uriinleri 4, Nesil www.cogenler.com
Helvacilik
Helvact Necmi 1883 Helva 3. Nesil www.helvacinecmi.com
Alikoka Boza 1884 Boza 5. Nesil www.alikoka.com.tr
Evliyazade 1886 Zeytinyagi 3. Nesil www.evliyazadezeytinyagi.com.tr
Zeytinyaglari
imam Cagdas 1887 Tatli, Kebap 2 ve 3. Nesil www.imamcagdas.com
Aktepe 1887- Zeytinyagi 3. Nesil www.aktepezeytin.com.tr
Zeytinyaglari 1888
Tevfik Aydmn 1889 Saat 3 ve 4. Nesil www.tevfikaydin.com.tr
Saat
Iskender 1891 Smokin 4. Nesil www.skendersmokin.com
Smokin
Lezzet Kebap 1891 Lokanta 3, 4 ve 5. Nesil www.lezzetkebap.com
Helvaci Ali 1892 Helva 4. Nesil www.helvaciali.com
Siirt Seref 1892 Lokanta 3 ve 4. Nesil www.serefburyan.org

Biiryan
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Meshur Filibe 1893 Lokanta 4 ve 5. Nesil www.meshurfilibekoftecisi.com
Koftecisi

Tarihi Meshur 1893 Yogurt 3. Nesil www.kanlicayogurdu.com
Kanlica

Yogurdu

Teksima Tekstil 1893 Tekstil Makineleri 4. Nesil www.teksima.site
Tuzcuoglu 1893 Lojistik 3. Nesil www.tuzcuogluevdenevenakliyat.com
Nakliyat

Pera Palas Hotel 1895 Otel Isletmeciligi 4. Nesil www.perapalace.com
Rebul Eczanesi 1895 Eczane 3. Nesil www.rebul.com

Tarihi  Sartyer 1895 Borek 5. Nesil www.tarihisartyerborekcisi.com.tr
Borekeisi

Kutman 1896 Sarap 4. Nesil www.kutmansaraplari.com
Konyali 1897 Lokanta 4. Nesil www.konyalilokantasi.com
Lokantas1

Helvact Hakki 1898 Helva 4. Nesil www.helvacioglu.com.tr
Helvacioglu

Midas  Sizma 1899 Zeytinyag1 4. Nesil www.midaszeytinyagi.com
Zeytinyaglari

Ozsiimer Gida 1900 Gida Uriinleri 3 ve 4. Nesil WWW.0zsumergida.com.tr
Sanayi ve

Ticaret

Pandeli 1901 Lokanta 3. Nesil www.pandeli.com.tr
Lokantasi

Sekerci Ali 1901 Sekerleme 4 ve 5. Nesil www.aligalip.com

Galip

Arkas Holding 1902 Lojistik 2 ve 3. Nesil www.arkas.com.tr

Erig Helva 1903 Helva 4. Nesil www.erishelva.com.tr
Kaptanoglu 1904 Isletme Grubu 3. Nesil www.kaptanoglu.com
Holding

Sanko Holding 1904 Isletme Grubu 5. Nesil www.sanko.com.tr

Arig Pirlanta 1906 Miicevher 3. Nesil www.arispirlanta.com
Haci Levent 1907 Kadayif, Tatli 5. Nesil www.acilevent.com.tr
Haci Stkrii 1907 Lokanta 4. Nesil www.hacisukru.com.tr
Kebapgisi

Koska 1907 Gida Uriinleri 4, Nesil www.koska.com

Koska 1907 Gida Uriinleri 3 ve 4. Nesil www.koskahelvacisi.com.tr
Helvacisi

Splendid Palas 1908 Otel Isletmeciligi 6. Nesil www.splendidhotel.net
Hotel

Emgen Optik 1909 Gozlik 3. Nesil www.emgenoptik.com
Ilancilik 1909 Reklam Ajansi 3. Nesil www.ilancilik.com
Reklam Ajansi

Cer¢i Yusuf 1910 Aktar 3. Nesil www.cerciyusuf.org
Miiftiioglu 1910 Dogal Banyo Sabunlari 4. Nesil www.muftuogludaphe.com
Bilol  Tekstil 1911 Tekstil 3. Nesil www.bilol.com.tr

Servis  Ithalat

Thracat

Abdi  Tbrahim 1912 flag 3. Nesil www.abdiibrahim.com.tr
Tlaglar

Deris 1912 Marka ve Patent Acenteligi 4. Nesil www.deris.com

Develi Restoran 1912 Lokanta 4. Nesil www.develil912.com
Meshur Kofteci 1912 Lokanta 4. Nesil www.meshurkoftecimustafa.com
Mustafa

Uludag igecek 1912 Icecek 3 ve 4. Nesil www.uludagicecek.com.tr
Asri Tursucu 1913 Tursu 3. Nesil WWW.asritursucu.com
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Sokol Ayvalik 1913 Zeytinyag1 3. Nesil www.sokoldelice.com
Zeytinyag1

Yenigiin Gida 1914 Gida Uriinleri 4. Nesil www.yenigungida.com.tr
Karavelioglu 1916 Isletme Grubu 2 ve 3. Nesil www.karavelioglu.com
Isletme Grubu

Dedeman 1918 Isletme Grubu 2 ve 3. Nesil www.dedeman.com.tr
Holding

Bayrakge1 1919 Bayrak 3. Nesil www.bayrakci.com
Bayrak

Fabrikast

Yanyali Fehmi 1919 Lokanta 3. Nesil www.fehmilokantasi.com
Lokantas1

Haci 1920 Baklava, Tatlh 3. Nesil www.hacifadilogullari.com
Fadilogullar

Baklava

Tarihi 1920 Lokanta 4. Nesil www.sultanahmetkoftecisi.com

Sultanahmet
Koftecisi
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Is hayatinda hem astlar hem de yoneticiler arasinda birtakim iliskiler soz konusu olmaktadir. Kaliteli iliski
degisimi sayesinde, ast ve iistler kendilerine bazi1 faydalar saglamaktadirlar. Ayrica yoneticiler, gruplar arast
calisanlara karst da farkli iliskiler gelistirebilmektedirler. Bu ¢alismada, lider-iiye etkilesiminin (LUE) gagri
merkezi ekiplerinde gorev ve baglamsal performans iizerindeki etkisinde takim diizeyinde LUE
farklilagmasimin diizenleyici rolii incelenmistir. Giimiishane Universitesi’nden 09.06.2021 tarih ve 2021/4
sayilt Etik Kurul raporu alindiktan sonra ilgili aragtirma hipotezlerini test etmek amactyla, 228 ¢agr1 merkezi
¢alisan1 ve 40 ¢agr1 merkezi takimi arastirilmig ve caliganlara anket sorulari kota 6rnekleme yontemiyle
uygulanmigtir. Ulagilan veriler neticesinde lider-iiye etkilesiminin, bireysel anlamda gorev ve baglamsal
performans: arttirdigi sonucuna ulasilmistir. Yiiksek diizey farklilagtirilmig lider-iiye etkilesimi ise, bireysel
lider-iiye etkilesiminin sonucu olarak goriilen gorev ve baglamsal performans arasindaki iliskiyi negatif
etkilemistir. Incelenen arastirmalar sonucunda calisma hayati igerisinde calisma performansinin lider-iiye
etkilesiminden farkl sekil ve durumlarda etkilendigi goriilmiistiir. Fakat yapilan ¢alismalar gogunlukla bireyin
performansina odaklanmistir. Bu calismanin 6zgiin tarafi, takimlar arasindaki farklilastinlmis lider-iiye
etkilesiminin incelenmesidir.
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In business life, there are some relationships between both subordinates and managers. Thanks to the quality
relationship exchange, subordinates and managers provide themselves some benefits. In addition, managers
can develop different relationships with employees between groups. In this study, the moderated role of leader-
member exchange (LMX) differentiation at the team level in the effect of LMX on task and contextual
performance in call center teams is investigated. After the Ethics Committee report dated 09.06.2021 and
numbered 2021/4 was received from Giimiishane University, 228 call center employees and 40 call center
teams were researched and survey questions were applied to the employees with the quota sampling method in
order to test the relevant research hypotheses. As a result of the obtained data, it was concluded that leader-
member exchange increased individual task and contextual performance. High-level differentiated leader-
member exchange negatively affected the relationship between task and contextual performance, which is seen
as a result of individual leader-member exchange. Consequently of the researchers examined, it has been seen
that working performance in working life is affected by the leader-member interaction in different ways and
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1. Giris

Lider-iiye etkilesimi, yonetici ve ¢alisan arasindaki kargilikli
iligkiye odaklanmaktadir. Kendi i¢erisinde rol beklentisi ve
sosyal miibadele teorileri ile beslenen bu iligki bi¢giminde
yonetici ve c¢alisanlar fazlasiyla karsilikli iligkiler
gelistirmektedirler. Chiaburu vd. (2014)’e gore, lider-iiye
etkilesimi calisan ve ydnetici arasindaki kargiliklilik ilkesi
dogrultusunda gelismektedir. Ozellikle de bu iliskilerin
kalitesi ¢alisanlarin is davranislarini ve ise kars1 tutumlarini
etkilemektedir (Breewaart vd., 2015: 1). Aslinda lider-iiye
etkilesimi teorisinin ana Onciilii, yonetici ve ¢aligan
iliskilerinde karsilikli saygi, giiven, etki ve yilikiimliiliiklerin
yerine getirilmesidir (Graen ve Uhl-Bien, 1995). Lider-iiye
etkilesimi teorisi, ikili yani karsilikli olusan lider-iiye
etkilesimi 1iligkilerine ek olarak (Henderson vd., 2009;
Vidyarthi vd., 2010), liderlerin ¢alisma gruplarindaki
calisanlarla (lider-iiye farklilagmasi) farkli kalite iliskileri
gelistirmelerini  de icermektedir (Liden, Wayne ve
Sparrowe, 2006). Lider-iiye farklilasmasi dogrultusunda
calisanlarin yoneticiye verecegi karsilik biiyilk ¢ogunlukta
yiiksek performans olacaktir. Bundan dolay1 c¢alisan ve
yonetici arasindaki iliskinin kalite ve devamliliginin,
calisanlarin gosterecegi yiiksek performansa bagli oldugu
sOylenebilir. Yapilan meta-analiz ¢alismasinda, lider-iiye
etkilesimin kalitesinin, is tatmini, is performansi, orgiitsel
vatandaglik davranigi, baglilik gibi olumlu sonuglar
dogurdugunu gostermektedir (Breewaart vd., 2015: 1). Daha
Once yapilan c¢aligmalarda lider-iiye etkilesiminin i
performansint gesitli yollarla etkiledigi goriilmiis, bunun
yani sira pek ¢ok arastirmaci da dikkatlerini LUE ile calisan
performans: iligkisine odaklamistir (Scandura ve Graen,
1984; Wayne ve Ferris, 1990; Graen ve Uhl-Bien, 1995;
Bauer ve Graen, 1996; Berdicchia, 2015; Clarke ve Mahadi,
2016). LUE ve cahsan performans: arasinda iliski
bulundugunu  sdyleyen calismalar yaninda, bazi
calismalarda da LUE ile calisan performansi arasinda
herhangi bir iliski bulunmadig1 ya da ¢ok diisiik oranda iligki
bulundugu sonuglarina ulasilmistir (Tekin, 2018: 346).

Lider-iiye etkilesimi sonuglari hakkinda literatiirde ¢esitli
goriisler soz konusudur (Harris, Li & Kirkman, 2014). Bazi
aragtirmacilar lider-iiye etkilesimi farklilagmasinin, lider-
iye etkilesiminin c¢alisan sonuglar1 iizerindeki olumlu
etkilerini artirabilecegini (Dansereau, Graen ve Haga, 1973;
Graen ve Uhl-Bien, 1995) savunurken, bazi arastirmacilar
ise, lider-iiye etkilesimi farklilagmasinin tutarlilik ve esitlik
ilkelerini ihlal ettigini ve zararl etkilere yol acabilecegini
bulmuslardir (Henderson vd., 2009; Liden vd., 2006).
Gegmis aragtirmalar lider-liye etkilesimi farklilagmasinin
caligan sonuglarii dogrudan etkilemedigini, bunun yerine
caligan sonuglarin etkilemek i¢in diger lider-iiye etkilesimi
yapilariyla  etkilesime — girdigini  biyiik  6lgiide
desteklemektedir (Harris vd., 2014). Lider-iiye etkilesimi
farklilagmasi diisiik, yani iiyeler benzer etkilesime sahip
oldugunda, takim igerisinde yer alan ¢alisanlarin bireysel
diizeydeki etkilesimden olumlu etkilenmeleri s6z konusu
olmaktadir. Bununla birlikte, farklilasma ytiksek yani iiyeler
benzer olmayan lider-iiye etkilesimine sahip oldugunda,

calisma grubu baglaminda katilimi bastirilir ve bireysel
diizeydeki lider-iiye etkilesimi ile gorev ve baglamsal
performans arasindaki arzu edilen iliskiler etkisiz hale
gelmektedir (Harris vd., 2014). Bu cercevede yapilan
arastirmanin temel amaci; lider-liye etkilesiminin gorev ve
baglamsal performans {izerindeki etkisinde farklilasmis
lider-iiye etkilesiminin diizenleyici roliinii tespit etmek ve
aralarindaki iliskiyi c¢agr1i merkezi c¢alisanlarindan elde
edilen veriler vasitastyla ortaya koymaktir.

2. Kavramsal Cerceve

2.1. Lider Uye Etkilesimi, Lider-Uye Etkilesimi
Farklilagsmasi ve Gorev Performansi

Geleneksel olarak is performansi; “bireyin i taniminda yer
alan, yani calisanin is sozlesmesinde agik olarak yazili,
yapmast  gerekli  yikimliliikleri  yerine  getirme
kararliligidir” olarak tanimlanmaktadir (Borman ve
Motowidlo, 1993; Griffin, Neal ve Parker, 2007: 330). Is
performansi, ¢alisan tarafindan gerceklestirilen gorevlerin
yerine getirilmesi sonucunda elde edilen ¢iktilar olarak da
ifade edilmektedir (Sahin, 2018: 37). Is performans,
orgiitsel performans: arttiracak unsurlardan biri olarak
goriildiigiinden, orgiitsel arastirmalarda da is performansi
onemli bir yer edinmistir (Shusha, 2013). Tim bu
sebeplerden otiirii ¢alisan performansi hem literatiirde hem
de uygulamalarda arastirmacilar tarafindan inceleme alani
haline gelmistir. (Borman ve Motowidlo, 1993; Mcdonald
ve Smith, 1995; Bauer ve Green, 1996; Griffin vd., 2007;
Nielsen vd., 2008; Jawahar vd., 2008; Harris vd., 2009;
Walumbwa, Cropanzano ve Hartnell, 2009; Chan ve Mak,
2012; Clarke ve Mahadi, 2016). Is performansi, gorev
performansi ve baglamsal performans olmak tizere iki alt
boyutta incelenme olanagina sahiptir.

Gorev performansi, isletme igindeki uygulamaci (teknik)
faaliyetlerle dogrudan iligkili, daha ¢ok c¢alisanin ana is
yiikiimliiliiklerini yerine getirmesi ile ilgili davranislar
igeren bir durumdur (Griffin vd., 2007: 331; Chan ve Mak,
2012: 288). Calisan tarafindan yerine getirilen, yonetici
tarafindan gozlemlenebilen, igin ana bilesenlerinden olusan
durum gorev performanst olarak adlandirilmaktadir
(Borman ve Motowidlo; 1993: 77; Chan ve Mak, 2012).
Dolayistyla gorev performanst hem bireysel hem de 6rgiitsel
sonuglar1 elde etme agisindan 6nemli bir yere sahiptir (Law,
Wang ve Hui, 2009).

Gorev davranislari, dogrudan ya da dolayli olarak teknik
iglere katkida bulunur ve ayrica ayni orgiit i¢cinde olsa dahi
farkli isler arasinda degiskenlik gostermektedir. Insan
kaynaklar1  sistemi igerisinde o6dil i¢in  gerekli
yiikiimliiliikler tanimlanmaktadir. Bu tanimlamada yer alan
goreve ilisgkin  tutum ve davranislar  degisiklik
gosterebilmektedir. Bu degisikliklerin sebebinin, gorev
tecriibesiyle birlikte degisen bilgi, uzmanlik, beceri ve
yetenek gibi unsurlar oldugu yonetici tarafindan
bilinmektedir (Ozdevecioglu ve Kamgiir, 2009: 58).
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Jawahar ve Ferris (2011), performans degerlendirmede
gorev performans: gibi somut yiikiimliilik ve gostergelere
dayanan bir durumda lider-iiye etkilesiminin 6nemli bir
etkiye sahip oldugunu sdylemektedir. Yoneticisiyle kaliteli
bir etkilesime sahip c¢alisanlar, kaynaklardan daha fazla
yararlanma, yetki alma, egitim ve gelistirme faaliyetlerinden
daha once haberdar olma ve faydalanma gibi konularda
kendilerine belli girdiler saglayacaklardir. Bunun yaninda
calisanina giiven duyan, igin gereklerinin yerine getirildigini
bilen yonetici, calisanina daha fazla yetki devredebilecektir.
Bu siire¢ sosyal miibadele olarak adlandirilmakta olup, ta ki
taraflarin birbirlerinden herhangi bir fayda
saglayamamalarina kadar devam edecektir.

Yoneticisiyle Kkaliteli etkilesime sahip olmak isteyen
¢alisanin, hem mevcut miibadele iligkisinde {izerine diiseni
yapmasi, hem de yoneticinin 6nemli gérdiigii konularda
destek saglamak suretiyle yiiksek performans sergilemesi
beklenmektedir (Giirbiiz ve Ayhan, 2017: 5).

Lider-iiye etkilesiminde yonetici ve caliganlarin siirekli
etkilesim halinde olduklar1 ve bu etkilesimlerin karsilikli
duygu ve  zorunluluklar  sonucunda  farklilastigi
goriilmektedir (Harris vd., 2009: 2374). Ayn1 ekip igerisinde
farkl kalitede lider-iiye iliskileri gelistirmek ise, lider-iiye
etkilesimi farklilasmasi olarak adlandirilmaktadir (Sui vd.,
2015: 2). Lider-iiye etkilesimi farklilagsmasi su sekilde
tanimlanabilir: “Bir liderin, astlar1 ile farkli tipte degisime
girerek, onlarla farkli kalite degisim iliskileri kurdugu bir
stiregtir.” (Henderson vd., 2009: 519). Lider-iiye etkilesimi
farklilagtirma siireci, belirli etkilesim niteliklerine sahip
ekipler olugturabilmektedir (Martin vd., 2017: 154). Lider-
iye etkilesimi farklilagmasi iizerine yapilan ilk
calismalarda, incelenen gruplarin biiyiik cogunlugunda
yonetici-ast iliski kalitesinde grup i¢i farkliliklarm var
olduguna iliskin ortak bir diisiince gelismistir (Dansereau,
Graen & Haga, 1975; Graen ve Cashman, 1975; Liden ve
Graen, 1980).

Iliskisel kalitenin degismesinin nedeni literatiirde farkli
sekillerde agiklanmistir. Dansereau vd. (1975), liderlerin,

Orgiitiin gereksinimlerini kargilamada glivenilir
yardimcilara sahip olma ve ayni zamanda vakit kisitlari
nedeniyle  farklhilastinlmis  iliskiler  gelistirdiklerini

belirtmistir. Aslinda bu diisiince tarz1 sebebiyle, secilen bu
giivenilir ¢alisanlar asil kadro olarak adlandirilmis ve bu
calisanlarin yonetici ile olumlu bir iligkiye sahip olacagi
iizerinde  durulmustur. Diger lider-iiye etkilesimi
arastirmacilarina gore ise iligkiler, yoneticiler ve astlar
arasindaki bir dizi degisim aracilifiyla var olmaktadir
(Dienesch ve Liden, 1986; Liden, Sparrowe ve Wayne,
1997; Wayne, Shore ve Liden, 1997; Uhl-Bien, Graen ve
Scandura, 2000) Bu ikilinin her bir iiyesi arasindaki iligki,
iiyeler tarafindan onemli goriilen, deger verilen davranisa
gore farkli olmaktadir. Kimine gore degisim birimi zorlu
gorevler, bilgi, glivenilirlik, 6zerklik olurken, kimine gore
de arkadashk, tavsiye, sadakat ve saygi olmaktadir
(Dienesch ve Liden, 1986; Liden ve Maslyn, 1998).
Yoneticiler, c¢alisanlariyla farklilagtirilmig — aligverigler

gelistirdiklerinde, kisi kendi lider-iiye etkilesimi ile
digerlerinin lider-liye etkilesimlerini karsilastirdiginda,
iliskiler arasindaki farkin biyiikliigii, muhtemelen kisinin
liderle olan iligkisini degerlendirmesinin yani sira sonraki
tutum ve davranigsal tepkilerini de yonlendirmektedir
(Vidyarthi vd., 2010: 851). Calisanlar, yonetici ile digerleri
arasindaki iliskilerin kalitesinde hakli olmayan biiyiik
farkliliklar oldugunu algilarlarsa, cabalarini keserek ve daha
disik seviyelerde performans gostererek  karsilik
verebilmektedirler (Liden vd., 2006: 723). Bu durum kaliteli
bireysel lider-iiye etkilesiminin gbrev performansini
arttirma egiliminde bazi diisiislere sebep olabilmektedir.
Calisan, farkliliklar1 gordilkce ¢alisma kapasitesini
disiirebilmekte ya da is sozlesmesinin gereklerini tam
olarak yerine getirmeyebilmektedir. Dolayisiyla gorev
performansi azalma gosterebilmektedir. Buradan hareketle,

Hi: Takim diizeyinde lider-iiye etkilesimi farklilasmasi,
bireysel diizey lider-iiye etkilesimi ile gérev performansi
arasindaki iligkiyi diizenlemektedir.

2.2. Lider Uye Etkilesimi, Lider-Uye Etkilesimi
Farklilagsmasi ve Baglamsal Performans

Baglamsal performans, isletmenin teknik yapili islerini
yerine getirmesini saglayan faaliyetlere ek olarak; ¢aligma
ortaminin sosyal ve psikolojik durumunu diizenlemeyi
vurgulamaktadir (Unlii ve Yiiriir, 2011: 185). Baglamsal
performans, isi  olusturan faaliyetlerle  dogrudan
ilgilenmeyip, gorevin daha ileri seviyeye tasinmasi ve
tamamlanmast ile ilgili gorevleri tistlenmektedir (Borman,
2004: 338). Baglamsal olarak adlandirilan faaliyetlerde,
gorev performansmin aksine farkli islerde dahi benzer
durumlar s6z konusu olabilmektedir. Ayrica baglamsal
performansin  6zii, iradeye dayali olmak ve kisisel
Ozelliklerden kaynakli bu davraniglara egilimli olmakla
ilgilidir (Ozdevecioglu ve Kanigiir, 2009: 58).

Yoneticinin igletme igindeki ¢alisanlarina duydugu yiiksek
seviyedeki giiven, yine c¢alisanlarina verdigi birtakim
destekler, yetkiler ve odiiller karsiliginda c¢alisan, normalde
iste gegirmesi gereken siireden daha fazlasini isletmede
gegirecektir. S6z konusu durum, ¢aliganlarin ig tanimlarinda
yer alan rol ve sorumluluklarindan daha ileri bir seviyede
caba gostermelerini saglayacaktir (Graen ve Scandura,
1987; Wayne vd., 1997; Liden ve Maslyn, 1998; van
Yperen, Berg & Willering, 1999: 377). Calisanin
yoneticiden aldig1 destek ve yararlar sayesinde bir
sorumluluk duygusu olugsmakta ve ¢alisan is s6zlesmesinde
tanimlanan gorevlerinin 6tesinde, daha fazla ¢aba, orgiite ve
yoneticiye sadakat ve olmasi gerektiginden daha fazla enerji
ile karsilik vermeye motive olmaktadir (Wayne vd., 1997;
van Yperen vd. 1999). Kaliteli lider-iiye -etkilesimi
sayesinde ¢alisan kendinden beklenenin iizerinde
performans gosterip, baglamsal performansini bir adim daha
ileri gotiirmektedir.

Incelenen meta-analiz ¢alismalarda (Gerstner ve Day, 1997;
Dulebohn vd., 2012), lider-iiye etkilesiminin hem gérev hem
de baglamsal performansla pozitif iliskili oldugunu
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gostermigtir. Yine bir baska analizde Ilies, Nahrgang ve
Morgeson (2007), lider-iiye etkilesimi kalitesinin baglamsal
performans ile pozitif yonde iliskili oldugunu gostermistir.

Lider-liye etkilesimi teorisi, liderlerin ¢aliganlarla
uyumluluk, yeterlilik ve diger faktorlere bagl olarak farkli
2015: 2). Baz1 yoneticiler ¢aliganlartyla daha diisiik kaliteli,
islemsel iliskiler gelistirirken, digerleri resmi is
sozlesmelerinin Otesinde daha yiiksek kaliteli iligkiler
kurmaktadirlar ~ (Martin ~ vd., 2010).  Etkilesimin
farklilagsmasi, calisanlarin yoneticiye ve ayni zamanda
yiksek kaliteli bir degisimin faydalarina esit sekilde
ulasamamasi anlamina gelmektedir (Erdogan ve Bauer,
2010b:  1116). Lider-iiye etkilesimi  farklilasmasi
¢alisanlarin  tutumlarmi, is arkadaslar1  arasindaki
etkilesimleri ve bir bireyin gruba baglanma diizeyini
etkileme potansiyeline sahiptir (Martin vd., 2017). Son
zamanlarda, bu konuyla ilgili aragtirmalar dikkatlerini ayni
calisma grubu i¢inde bir arada var olan yiiksek ve diisiik
kaliteli ~ aligverislerin ~ sonuglarini1  anlamaya  dogru
kaydirmistir (Erdogan ve Bauer, 2010a: 1).

Etkilesim farklilagmasinin derecesinin bireysel tutumlar ve
grup etkililigi icin sonuglar1 arastirilmistir (Henderson vd.,
2009; Liden vd., 2006 ). Liden vd. (2006), lider-iiye
etkilesiminin farklilagmasinin grup performansi igin faydali
oldugunu bulmuslardir. Bu sonucun yaninda bazi
aragtirmacilar tarafindan lider-iiye etkilesiminin
farklilagmasiin neticesinde tutumlarin ve is iligkilerinin
bozuldugu, ¢iinkii farklilagmanin dogasi geregi adaletsizlik
hissi yaratacagi (Hooper ve Martin, 2008) ve disiik
etkilesim kalitesine sahip c¢aliganlar tarafindan bir
yoksunluk hissi olusturabilecegi iddia edilmektedir (Bolino
ve Turnley, 2009).

Lider-iiye etkilesimi teorisine gore, ¢alisanlar liderle olan
iliskilerinin kalitesine biiyiik 6l¢iide bagimlidir ¢iinkii bu
iligskiler ¢aligsanlarin isletmedeki basarilari ve gelecekteki
beklentileri igin kritik bir 6neme sahiptir (Lee ve Chae,
2017). Etkilesim kalitesinin yoneticiyle 6zdeslesme ve
sonraki siirecte performans igin 6nemli bir etkiye sahip
olmas1 agisindan g¢alisanlar grup iginde bir adaletsizlik
duygusu hissetmektedir. Buna bagli olarak calisan, gorev
performansimni belli bir seviyede tutarak, daha diisiik
baglamsal performans sergilemeyi tercih edecektir (Lai,
Chow ve Loi, 2016: 1977). Etkilesimde, ydnetici gorev
atamasini, en kritik gorevi, yiiksek kalitede aligveris
icerisinde oldugu caliganlara, daha az énemli gorevleri ise
diisiik kalitede aligveris igerisinde oldugu calisanlara yapma
egiliminde olabilmektedir. YoOnetici, gorevleri astlar
arasinda  stratejik olarak paylastirma siirecini  iyi
yonetebilirse, yiiksek grup performanst olasiligini
artirabilmektedir. Ama bu durumu calisan tarafi bir motive
araci olarak gormeyip, bu tiirlii davraniglar sergileme yoluna
giderse Ozellikle baglamsal performansinda gozle goriiliir
degismeler s6z konusu olabilir (Liden vd,, 2006: 728).
Liderlerin, daha kaliteli bir aligveris yaptiklar1 ekip
iiyeleriyle karsilikli etkiye ve ikna etmeye giivenleri varken,

daha diisiik kalitede aligveris yaptiklari kisilerle otoritelerini
daha hizli cagirmaya ve hatta en diisiik kalitede aligveris
yaptiklar1 kisileri gérmezden gelmeye veya onlara siirekli
talimat vermeye egilimleri vardir (Vidyarthi vd., 2010: 851).

Literatiirde yapilan calismalarda, lider-iiye etkilesimi
kalitesi ile ¢alisan tepkileri, is tatmini, orgiitsel vatandaglik
davranisi, is performansi (gorev ve baglamsal), tiretkenlik
(Dulebohnvd., 2012: Gerstner ve Day, 1997; llies vd., 2007)
arasinda tutarli pozitif iligkiler oldugu goriilmektedir
(Martin vd., 2010). Liden vd. (2006: 726), yaptigi
calismada, bireysel diizeyde lider-iiye etkilesimi ve bireysel
performans arasindaki iligkiyi incelemis ve takim diizeyinde
lider-iiye etkilesimi farklilagsmasimin, bireysel lider-iiye
etkilesimi ve ig performans arasindaki iligkiyi yonettigini
bulmustur (Liden vd., 2006: 724). Baglamsal performans
daha ¢ok orgiitsel vatandaslik davranisi ile ayn1 dogrultuda
hareket ettiginden, c¢aligsan, takim i¢indeki farklilagtirilmis
iliskileri algiladiginda, bu performanslarinda genel itibari ile
bir diisiis sergileme egilimindedir. Buradan hareketle,

Hy: Takim diizeyinde lider-iiye etkilesimi farklilasmasi,
bireysel diizey lider-iiye etkilesimi ile baglamsal performans
arasindaki iliskiyi diizenlemektedir.

3.  Arastirma Yontemi

3.1. Katilimcilar ve Prosediir

Pek c¢ok sirket i¢in miisteri erisiminin “merkezi” olarak
ortaya ¢ikan cagri merkezleri (Anton, 1996), giiniimiizde
hem miisteriye 6zgii bilginin kaynagi hem de gittik¢e daha
yaygin sekilde dile getirilen miisteri odakli bir diinyada
rekabet avantajinin  en Onemli unsurlarindan  biri
sayilmaktadir (de Ruyter, Wetzels ve Feinberg, 2001). Cagri
Merkezleri Dernegi tarafindan 2019 yilinda agiklanan
raporda, Tiirkiye ¢cagri merkezi hizmetleri sektorii 7,5 milyar
liralik biiytikliik, bir 6nceki yila gore % 21°lik biiyiime ve
115 bin kisilik istihdam ile her gegen giin daha da ivme
kazanan bir sektor haline gelmistir. Giimiishane Universitesi
tarafindan 09.06.2021 tarih ve 2021/4 sayili Etik Kurulu
Raporu alindiktan sonra ¢aligma, Tirkiye’de Erzincan,
Erzurum, Giimiishane ve Istanbul sehirlerinde bulunan 5
adet c¢agri merkezinden yazarlarin kigisel temaslar
dogrultusunda elde edilmistir. Caligmayla ilgili bilgi vermek
ve arastirmada katilimlar tesvik etmek amaciyla sirketlerin
Insan Kaynaklar1 Departmanlari ile iletisime gegilmistir. Bu
dogrultuda, arastirmaya iligkin aragtirma sorulariin igerik
gegcerliligini saglamak adina takim ydneticilerden olusan
kiigiik bir grup ile pilot calisma gergeklestirilmistir. Ayrica,
anket goriismesinden Once c¢esitli takimlardaki iiyelerle
anket sorularina iligkin  derinlemesine  miilakatlar
yapimistir. Calismanin  yiiriitiilmesi asamasinda orgiit
calisanlarina soru formlar1 dagitilmis ve soru formlarinda
bagli bulunduklar1 yoneticilerinin isimleri ve takimlarinda

bulunan kisi sayilarin1 yazmalar1 istenmistir.  Kendi
bilgilerinin  aciga  ¢ikmayacagr  yoniinde  gizlilik
taahhiidiinde bulunulmustur. Dolayisiyla, kendilerinin

kimlik bilgilerine iliskin herhangi bir bilgi istenmemistir.
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Ayrica, tek faktorlii modelle alt1 faktorlii model arasindaki
farklilik ortak varyans probleminin minumuma indirildigini
gostermektedir. Dolayisiyla ortak metot varyansina iligkin
Padsakoff vd. 2003 ve 2012 yilindaki ortak metot
varyansina iligkin prosediirel ve istatistiki ydntemler
izlenerek ortak metot varyansi minimize edilmistir. Yapilan
eslestirmeler sonucunda, 228 ¢alisan ve 40 takimdan elde
edilen verilerle ¢aligmaya devam edilmistir. Calismaya
iliskin elde edilen demografik verilere gore, arastirmaya
katilan isgilerin % 67’si kadindir ve % 55’1 iiniversite ve
istii egitime sahiptir. Katilimcilarm % 87’si 34 yasin
altindadir ve % 65’1 bekardir. Katilimcilarin % 70’1 gelen
cagri, % 16’s1 canli destek, % 8’1 dig arama ve % 6’st1 tele-
satts ekiplerinde c¢aligmaktadir. Katilimcilarin  toplam

Takin Diizeyi (N=40) grup ortalamas!

Lider-liye etkilesimi
farklilagmast

Birey Diizeyi (N=228) ortalamast Gorev Performanst

Lider-tye etkilegimi | -

Baglamsal
Performans

deneyim ortalamast 5,61°dir (= 4,87 ve min. 1; max. 24).
Katilimcilarin mevcut yoneticileri ile kendi ekiplerindeki
ortalama gorev siiresi 2,21 (1,89 ve min. 1; max. 15) ve
takim biiytiklikleri 18,25 (+ 8,31 ve min. 5; max. 30) olarak
bulunmustur.

Sekil 1. Arastirma Modeli
3.2. Veri Toplama Araglari

Lider-Uye Etkilesimi: Calisanlardan, Liden ve Masly’in
(1998) LUE Olgegi’ni kullanarak resmi ekibin liderleriyle
etkilesim diizeylerini degerlendirmeleri istendi. Orijinal
anket, ekip yoneticisi ile lider-tiye etkilesimini 6lgmek igin
tasarlanmistir. Bu Olgekteki on bir madde, etki, katki,
vefakarlik ve profesyonel saygi boyutlarindan olusmaktadir.
Ornek 6geler sunlari igerir: "Y&neticim benim kendisiyle
calismaktan gurur duymami ve zevk almami saglar." ve
"Yoneticim beni yetistirmek ve yonlendirmek i¢in zaman
ayirir.” Lider-iiye etkilesimi igin 1'den (hig) 5'e (¢ok fazla)
kadar degisen bes puanlik bir yanit dlgegi kullanilmistir.
Orijinal Olcekte yonetici Ornekleminde sirasiyla alfa
katsayis1 0,90, 0,78, 0,60 ve 0,92 iken; ¢alisan 6rnekleminde
0,90, 0,74, 0,57 ve 0,89 olarak bulunmustur.

Lider-Uye
3.3. Analizler

Aragtrmanin ¢ok diizeyli dogasi nedeniyle, hipotezler
hiyerarsik dogrusal modelleme kullanilarak test edilmistir

Farklilagsmasi: Lider-iiye etkilesimi

farklilasmasii degerlendirmek icin bir grup veya takim
varyans Ol¢iimii bigimi kullanan ve ayirma cesitliligini
degerlendirmek i¢cin Harrison ve Klein'in (2007)
yonergeleriyle tutarli olan literatiirii takip ederek (6rnegin,
Boies ve Howell, 2006; Liden vd., 2006; Nishii ve Mayer,
2009; Erdogan ve Bauer, 2010a; Liao, Liu ve Loi, 2010; Ma
ve Qu, 2010; Naidoo vd., 2010; Le Blanc ve Gonzalez-Rom,
2012; Harris vd., 2014; Sui vd., 2015; Manata, 2019), lider-
iye etkilesimi farklilagmasini grup i¢i olarak lider-iiye
etkilesiminin standart sapmasi olarak islevsel hale
getirilmistir.

Gorev Performansi: Caliganlara goérev performansini
Olcebilmek i¢in Goodman ve Syvantek (1999) tarafindan
gelistirilen dokuz maddelik bir dl¢cek kullanilmigtir. Ornek
maddeler "Isime yénelik verilen hedeflerimi tuttururum.",
"Daha iist gorevleri yapabilecek nitelikte biriyim." ve “Isin
hedeflerini basarmak i¢in isimi planlar, organize eder ve
teslim tarihine yetistiririm.” seklindedir. 9 maddelik bu
Olgekte 1 (higbir zaman) ve 5 (her zaman) seklinde olan
Likert tipi bir 6l¢ek kullanilmistir. Orijinal Slgegin alfa
katsayis1 0,93’ diir.

Baglamsal Performans: Caliganlarin baglamsal
performansin1  dlgebilmek icin Goodman ve Syvantek
(1999) tarafindan gelistirilen 8 maddelik bir 6lcek
kullanilmistir. Ornek maddeler "Isimi son derece 6zenli
yaparim.", "Gegerli bir mazeretim olsa dahi kolay kolay
isimi aksatmam." ve “Isimi her zaman zamaninda bitiririm.”
seklindedir. 8 maddelik bu 6lgekte 1 (higbir zaman) ve 5 (her
zaman) seklinde olan Likert tipi bir dlgek kullanilmustir.
Orijinal 6lgegin alfa katsayisi 0,93diir.

Kontrol Degiskenleri: Bireysel diizeyde, cinsiyet ve mevcut
yoneticileri ile kendi ekiplerindeki gorev siiresi kontrol
edilirken; takim diizeyinde takim biytlikligi kontrol
edilmistir. Ciinkii biiyiiklik ekip iiyeleri arasindaki
etkilesimi ve dinamikleri etkileyebilir (Wheelan, 2009;
Zhang, Waldman & Wang, 2012). Ozet olarak, ortak yontem
hatasini ortadan kaldirmak i¢in (Podsakoff vd., 2003), farkli
kaynaklardan farkli zamanlarda elde edilen veriler ile
bagimli ve bagimsiz degiskenler ol¢ctimlenmistir.

Tablo 1 Alternatif Olciim Modelleri Endeksleri

Olciim
Modelleri | Df w2 y2/df CFI TLI SRMR RMSEA
Tek fakior 350 4583014 1300 051 047 023 0,19
modeliz
H“M‘fr 349 3601758 1032 0,62 059 0,06 0,17
modeli
Uefaktdr 507 1436708 414 087 086 005 0.10
modeli®
Dort
faktor 344 1114782 324 086 085 006 0,10
modelid
Besfakfor 34 908437 204 088 087 006 009
modeli
Alnfakior 356 653815 202 094 093 0,05 0,07
modeli

(Raudenbush, Bryk, Cheong, Congdon, du Toit, 2004). Bu
yontem, grup-i¢i ve grup-arasi varyans ve kovaryanslari ayri
ayr1 tahmin ederek hem grup-i¢i hem de grup-arasi etkileri
ortaya koymak adina dogru standart hatalar1 kullanarak ¢ok
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diizeyli ve bagimsiz olmayan veriler i¢in dogru parametre
tahminleri ve anlamlilik testlerini saglamaktadir (Bliese,
2002). Dolayisiyla, verileri ayn1 anda test etmek yerine,
hipotezlerin her biri ayr1 ayri test edilmistir. Cilinkii temel
iliskilerin benzer olmasi etkilesim terimleri arasinda ytiksek
diizey coklu baglantiya yol agmustir (Detert ve Burris, 2007;
Furst ve Cable, 2008). Birinci asamada, sinif i¢i korelasyon
katsayilart -ICC (1) (Bliese, 2000) kullanarak alt diizey
degiskenler (lider-iiye etkilesimi, gorev performansi ve
baglamsal performans) arasindaki bagimsiz olmama
derecesi incelenmistir. Hipotez testinden énce, AMOS 23
paket programi kullanilarak Ki-kare istatistikleri ve goklu
uyum indekslerine (Hu ve Bentler, 1999) dayali olarak
Onerilen alt1 faktorlii modelimizin 6l¢lim gecerliligini
degerlendirmek igin Karsilastirmali Uyum indeksi (CFI),
Tucker-Lewis Indeksi (TLI), Yaklasimm Kok Ortalama
Kare Hatas1 (RMSEA) ve Standardize Kok Ortalama Kare
Kalinti (SRMR) dahil Dogrulayic1 Faktdr Analizi (CFA)
gergeklestirilmis ve 6l¢lim modelimizin uyumu alternatif
modellerle karsilastirilmistir.  Tkinci  olarak, birincil
seviyedeki bagimsiz degiskenin ve ikincil seviyedeki
diizenleyici degiskenin capraz seviyeli etkilesimi ortaya
koyulmustur. Grup iiyeliginin bagimli degisken tlizerindeki
etkilerini ortaya koymak i¢in sadece bagimli degiskenlerle
bos modeller ¢alistirilmistir. Hem goérev performansi (ICC1
=0,33, p<0,01) hem de baglamsal performans (ICC1 = 0,32,
p<0.01) i¢in ICC (1) degerleri hesaplanmistir. Son olarak
etkilesimin dogasini ortaya koymak ve egim testlerinden
yararlanmak icin Aiken ve West'in (1991) yaklagimi
Dawson (2014) tarafindan sunulan Excel sayfasindaki
formiilasyonla grafikler ¢izilmistir.

Not: 40 grupta N = 228. CFI = karsilagtirmali uyum indeksi; GFI = Uyum
Iyiligi indeksi, SRMR = standardize edilmis kok ortalama kare kalintisi;
RMSEA = yaklagik kok ortalama kare hatasi, %95 giiven araligi. ® Tiim
gostergeler tek bir katsaytya yiiklenir; ® Gorev performans yiikii bir faktore,
etki, katki, vefakarlik, profesyonel saygi ve baglamsal performans ikinci bir
faktore toplanmustir; ¢ Gorev ve baglamsal performans ayr ayri tek faktore
ve etki, katki, vefakarlik ve profesyonel saygi tek faktére toplanmustir; @
Vefakarlik, katki ve profesyonel saygi tek bir faktore ve etki, gorev
performansi ve baglamsal performans ayr bir faktore toplanmistir. e Katki
ve profesyonel saygi bir faktore ve etki, vefakarlik, gorev performansi ve
baglamsal performans ayr bir faktore endekslenmistir. Ayrica, analizimize
lider iiye etkilesiminin dort boyutu tek bir faktore indirgeyerek devam bir
faktore toplanmustir. f Etki, katki, vefakarlik, profesyonel saygi, gorev
performansi ve baglamsal performans ayr ayri faktdrlerde toplanmigtir.

4. Bulgular

Hipotez testlerimizi gergeklestirmeden oOnce, dogrulayici
faktor analizini gerceklestirerek (CFA) degiskenlerimizin
yakinsak ve ayirt edici gegerliligini Amos 23 paket
programini kullanarak dogrulamaya g¢alisilmistir. Tablo
1’de de goriilecegi iizere alternatif tek faktorlii modele lider-
iiye etkilesimi (etki, katki, vefakarlik ve profesyonel saygi),
gorev performansi ve baglamsal performans degiskenlerini
dahil edilmistir (x2 = 4583,014, df = 350, %2 / df = 13,09,
CFI =0,51, TLI = 0,47, RMSEA = 0,19 ve SRMR = 0,23).
Nihai model sonuglari ise, 2 = 653,815, df= 326, ¥2 / df =
2.02, CFl = 0,94, TLI = 0,93, RMSEA = 0,07 ve SRMR =

0,05 olarak bulunmustur. Model uyumu, Hu ve Bentler
(1999) tarafindan olusturulan kriterler ¢ergevesinde (CFI>
0,90, TLI> 0,90, RMSEA <0,08 ve SRMR <0,06),
calismanin uyum iyilik degerleri kabul edilebilir smirlar
icerisindedir. Bu analizler sonucunda, degiskenler arasinda
yakisak gecerlilik mevcuttur. Bundan dolayi, hipotezler
modeller kullanarak test etmeye karar verilmistir.

Tablo 2. Ortalamalar, Standart Sapmalar ve Degiskenler Arasi
Korelasyonlar

Ot S 1 1 3 4 5

Diizey-1 Degiskenleri

1. Cinsiyet 033 047

2. Yonetici ile Calisma Siiresi 220 181 0l6x -

3, Lider-Uye Etkilegimi 367 091 009 005 (095)

4. Gorev Performanst 410 071 000 000 027 (093

5. Baglamsal Performans 415073 000 000 034 080% (09)
Diizey-2 Degiskenleri

1. Takim Bifytikltigt 1825 832

2, Takim Lider-Uye Etkilesimi 509 633 008

3. Lider-Uye Btkilesim Farkllagmas: 085 029 009 0,18%*

Not: Bireysel diizeydeki 6l¢limler i¢in, n = 228, grup diizeyindeki dlgiimler
icin n =40. Bireysel diizeydeki giivenilirlik tahminleri parantez i¢inde rapor
edilmigtir.* p < 0,05, ** p < 0,01 (iki-kuyruklu).

Tablo 2°de gosterildigi iizere, birey diizeyinde cinsiyet ve
yonetici ile ¢aligma siiresi pozitif iligkilidir (r= 0,16; p<0,05)
ve lider-iiye etkilesimi ile gorev performansi (r= 0,27;
p<0,01) ve baglamsal performans pozitif iliskilidir (r= 0,34;
p<0,01). Takim diizeyinde, grubun lider-iiye etkilesimi ve
lider-iiye etkilesimi farklilagsmasi arasinda pozitif iliski
bulunmaktadir (r=0,18; p<0,01).

Tablo 3. Bireysel Sonuglarin Hiyerarsik Dogrusal Modelleme
(hIm) Analizi

Gorev Performanst Baglamsal Performans

Model | Model 2 Model3 Model 4
Diiey | B sS p S p 0SS B 0SS
Kesisim 355% 004 355%F (46 3MME 04 3ABMF 046
Cinsiyet 008 009 005 009 005 009 003 009
Yoneticiyle calisma sfiresi 000 002 000 002 001 002 001 002
Lider-fiye etkilesimi 017 005  028* 01l 020%* 005 029¢ (1l
Dizey 2
Takim Biiyiliigii 000000 000 000 001 001 000 001
Lider-iiye etkilesimi ort. 079% 030 071% 029
Lider-iiye etkilesimi farklilagmast 0470 022 044 02
Capraz etiilesim
LUE*LUE fark. -0.86% 030 079" 028
Sapmalar 449,919 411,988 451,630 425,318

Not: 40 grupta N = 228. Standartlastirilmamus katsayilar rapor edilmistir.

H1 ve H2 hipotezlerinde, takim diizeyinde lider-liye
etkilesimi farklilasmasinin, bireysel diizeydeki lider-liye
etkilesimin gorev performansi ve baglamsal performans
iizerindeki olumlu etkiyi zayiflatacagini tahmin etmektedir.
H1 hipotezini dogrulamak igin iki asama bulunmaktadir.
Birinci asamada, bireysel diizeydeki lider-iiye etkilesimi
gorev  performanst {izerinde pozitif ve anlamh
bulunmaktadir (y = 0,17, p < 0,01). Ikinci asamada, bireysel
diizeyde lider-iiye etkilesimi ile pozitif (y = 0,28, p < 0,05)
ve grup diizeyinde lider-iiye etkilesimi farklilagmasi negatif
diizeyde (y = -0,47, p < 0,05) anlaml bir etkiye sahiptir.
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Model 2’de bireysel diizeyde lider iiye etkilesimi ile grup
diizeyinde lider-liye etkilesimi farklilagmasinin ¢apraz
etkilesiminin gdrev performansini zayiflattign tespit
edilmistir (y = -0,86, p < 0,01). Buradan hareketle, H1
hipotezi desteklenmistir.

H2 hipotezini dogrulamak icin iki asama bulunmaktadir.
Birinci asamada, bireysel diizeydeki lider-liye etkilesiminin
baglamsal performansi iizerinde pozitif ve anlamli etkisi
bulunmaktadir (y = 0,20, p < 0,01). ikinci asamada, bireysel
diizeyde lider-iiye etkilesimi ile pozitif (y = 0,29, p < 0,05)
ve grup diizeyinde lider-liye etkilesimi farklilagmasi negatif
diizeyde (y = -0,44, p < 0,05) anlamli bir etkiye sahiptir.
Model 2’de bireysel diizeyde lider iiye etkilesimi ile grup
diizeyinde lider-liye etkilesimi farklilagsmasinin ¢apraz
etkilesimin baglamsal performansin1 zayiflattigi tespit
edilmistir (y = -0,79, p < 0,01). Buradan hareketle, H2
hipotezi desteklenmistir

5. Sonug ve Tartisma

Lider-iiye etkilesimi kurami, geleneksel olarak liderlerin
ayni caligma grubundaki cesitli dyelerle farklilagtirilmis
karsilikli iliskiler gelistirme egiliminde oldugunu ileri
stirmiistiir ve bu da lider-iiye etkilesiminin yalnizca bireysel
ve ikili diizeyde degil, ayn1 zamanda takim diizeyinde yani
lider-iiye etkilesimi farklilasmasi ve birey diizeyinde ele
alinmasi gerektigini 6ne siirmektedir (Henderson vd., 2009).
Ozellikle, bireysel lider-iiye etkilesimi, calisanlarm
yoneticiyle iligkilerini (dikey iliskiler) netlestirmede dnemli
oldugu gibi, calisanlarin takim i¢i ya da takimlar arasi
durumlarimi (yatay iligkileri) anlamalarma da yardimci
olmak ac¢isindan esit derecede dnemlidir.

Sekil 2. Egim Testi (Gorev Performansi)

Diigitk LUEFark (-1 SD) - - - Yiiksek LUEFark (+1 SD)
48
4,6
4.4
42

3.6
3.4

Gorev Performans

Diisik LUE (-1 SD) Yitksek LUE (+1 SD)
Lider-Uye Etkilesimi

Le Blanc ve Gonzalez Roma’nin yaptig1 ¢aligmada (2012),
orta dgretim i¢in Hollanda'daki yedi okuldan 38 6gretmen
takimt secilmistir. Takimlarin lider-iiye etkilesimi kalite
medyan1 takim performansi ile anlamli olarak pozitif yonde
iliskilidir (B = 0,48; p< 0,05). Ayrica, takimlarin LMX
farklilasmast ve takimlarin lider-liye etkilesimi kalite
medyanin etkilesim terimi de istatistiksel olarak anlamh
bulunmustur (B = -0,23; p<0,05). Yine Chiniara ve Bentein
yaptiklart c¢alismada (2018), yiiksek teknolojili iiriinler
tasarlayan ve iireten biiyiik bir Kuzey Amerika girketindeki
403 calisan ve 130 ekibi lider-iiye iligkisi kalitesinde diisiik
farklilasma algilandiginda ekip uyumunu, ekip gorev
performansim1  ve  Orglitsel vatandashik  davranigini
incelemislerdir. Algilanan lider-iiye farklilagmasi, takim
uyumu ile anlamli ve negatif olarak iliskilidir (r = —0,58, p

<0,001). Takim uyumu, performansin her iki bileseni olan
takim gorev performansi (r = 0,20, p <0,05) ve orgiitsel
vatandaglik davranis1 (r = 0,34, p <0,01) ile dnemli dlciide
iligkili bulunmustur.

Sekil 3. Egim Testi (Baglamsal Performansi)

Diisiik LUEFark (-1 SD) - - - Yiiksek LUEFark (+1 SD)

48

44
42

3.8
3,6
34 4

Baglamsal Performans

Dissiik LUE (-1 SD) Yitksek LUE (+1 SD)
Lider-Uye Etkilesimi

Yapilan ¢alismalarda aslinda genellikle bireysel diizeydeki
lider-iiye etkilesimi ve ¢iktilarina odaklanilmistir (Martin
vd., 2010; Sui vd., 2015). Istisna c¢alismalarda ise
farklilastirilmis etkilesimin var olan kaliteli bireysel lider-
iye etkilesimini olumsuz etkileyebilecegi iizerinde
durulmustur (Erdogan ve Bauer, 2010b; Martin vd., 2017).
Bundan dolay1, bu g¢alismada &zellikle takim iligkilerinin
farklilastirilmasiyla birlikte takimin performansinin artacagi
fakat bireysel lider-iiye etkilesimi ve bireysel performans
arasindaki diizenleyici etkiden dolayr aslinda bireysel
performansta diisiislere neden olacagi teorik anlamda
calismanin alana katkisini ortaya koymaktadir. Gegmiste
yapilan ¢alismalarda (Gerstner ve Day, 1997; Dulebohn vd.,
2012; Liden vd., 2006) lider-iiye etkilesiminin goérev ve
baglamsal performansi olumlu etkileyecegi sonuglarina
ulagilmistir. Yine Ilies vd., (2007) lider-iiye etkilesiminin
Ozellikle baglamsal performans tizerinde olumlu etkileri
oldugu sonuglarma ulagmiglardir. Bu dogrultuda, yaptigimiz
calismada da ayni1 sonuglar elde edilmistir. Takim i¢i lider-
iye etkilesimi farklilasmasinin takim i¢i bozulmalara ve
esitsizliklere neden olacagl disiincesiyle performansi
olumsuz etkileyecegi sonuglarma varilmigtir (Erdogan ve
Bauer, 2010b; Martin vd., 2017; Hooper ve Martin, 2008;
Bolino ve Turnley, 2009). Calismada yaptigimiz analizler
sonucu takim diizeyinde, grubun lider-iiye etkilesimi ve
lider-iiye etkilesimi farklilagmasi arasinda olumlu iligkiler
tespit ettik. Ayrica bireysel diizeyde lider-iiye etkilesimi ile
grup diizeyinde lider-iiye etkilesimi farklilagsmasinin ¢apraz
etkilesiminin gérev ve baglamsal performansi zayiflattigi
tespit edilmistir. Yine literatlirle dogru orantida sonuglar
elde edilmistir.

Arastirmanmn  sahip oldugu kisitlardan ilki, toplanan
verilerin ¢aligan gruplarinin birbirleriyle daha az etkilesimde
oldugu ¢agr1 merkezi calisanlari olmasidir. Ulusal salgin
doneminde calisanlarin daha ¢ok uzaktan ya da esnek
calistig1 bir dénemde verilerin toplanmasi sonucu istenen
sonug daha derinlemesine bulunamamaistir. Normal sartlarda
sahada birlikte, siirekli iletisim ve etkilesim halinde olmak
durumunda kalan c¢alisan gruplar1 {izerinde arastirmay1
stirdiirebilseydik ulasilmak istenen sonuglara daha kuvvetli
bildirimler yapilabilirdi. Ikinci kisit ise, veriler belli bir



Demirbag, O. & Kii¢iik, M. / Journal of Emerging Economies and Policy 2021 6(SI) 90-101 97

zaman diliminde gerceklestirilmistir. Lider-iiye etkilesimi
farklilagtirmasinin zaman i¢inde nasil bir gelisme gosterdigi
boylamsal olarak arastirilabilir.

Arastrmanin alana katkisi, bireysel diizeyde lider iiye
etkilesiminin goérev ve baglamsal performansla iligkisinde
lider-iiye etkilesimi farklilasmasimin diizenleyici etkide
oldugudur. Biitiinliyle ulusal literatiirde yok denecek
diizeyde takim  diizeyinde  lider-iiye  etkilesimi
farklilagtirmas1  ilizerinde durulmus, c¢okca lider-iiye
etkilesimi bireysel ve orgiitsel ¢iktilarla iligkilendirilmistir.
Caligmanin Orglitsel davranig alanina kuramsal olarak
onemli katkilar saglamasi planlanmaktadir. Ileride
yapilmas1 beklenen c¢aligmalarda iizerinde durulmasi
gereken konular iki farkli sekilde incelenebilir. Oncelikli
olarak hem bireysel diizeyde hem de takim diizeyinde
iligkisel lider-iiye etkilesimi incelenerek arastirmalara dahil
edilmelidir. kinci olarak ulusal literatiirde ¢ok az lizerinde
durulmus olan lider-iiye etkilesimi farklilagtirmasinin
orgiitler ve ¢alisanlar agisindan ortaya ¢ikaracagi 6nemli ve
farkli kritik sonuclarmma bakilmalidir. Bu baglamda ise,
dondstiiriicii liderlik, hizmetkar liderlik, orgiitsel baglilik,
ise devamsizlik, tretkenlik, verimlilik gibi etkilerine de
bakilmas1 6nerilmektedir.

References

Aiken, L. S., & West, S. G. (1991). Multiple regression:
testing and interpreting interactions. London: Sage
Publications.

Anton, J. (1996). Call venter management by the numbers.
Santa Maria: Press on Regardless.

Bauer, T. N. & Green, S. G. (1996). Development of a
leader-member exchange: A longitudinal test. Academy
of Management Journal  39(6), 1538-1567.
doi:10.2307/257068

Berdicchia, D. (2015). The relationship between LMX and
performance: The mediating role of role breadth self
efficacy and crafting challenging job demands.
Electronic Journal of Management 1, 1-28.

Bliese, P. D. (2000). Within-group agreement, non-
independence, and reliability: Implications for data
aggregation and analysis. In K. J. Klein & S. W. J.
Kozlowski (Eds.), Multilevel theory, research, and
methods in organizations: Foundations, extensions, and
new directions 349-381.

Bliese, P. D. (2002). Multilevel random coefficient modeling
in organizational research: Examples using SAS and S-
PLUS. In F. Drasgow & N. Schmitt (Eds.), The Jossey-
Bass business & management series. Measuring and
analyzing behavior in organizations: Advances in
measurement and data analysis, 401-445.

Boies, K. & Howell, J. M. (2006). Leader—-member
exchange in teams: An examination of the interaction
between relationship differentiation and mean LMX in

explaining team-level outcomes.
Quarterly, 17(3),

doi:10.1016/j.leaqua.2006.02.004

Bolino, M. C. & Turnley, W. H. (2009). Relative deprivation
among employees in lowerquality leader—member
exchange relationships. The Leadership Quarterly, 20,
276-286. doi:10.1016/j.leaqua.2009.03.001

Borman, W. C. & Motowidlo, S. J. (1993). Expanding the
criterion domain to include elements of contextual
performance. Personnel Selection in Organizations, 71-
98.

Borman, W. C. (2004). The concept of organizational
citizenship. Current Directions in Psychological
Science, 13 (6), 238-241.

Breevaart K., Bakker, A. B., Demerouti, E. & van den
Heuvel, M. (2015). Leader-member exchange, work
engagement, and job performance. Journal of
Managerial Psychology, 30(7). doi:10.1108/jmp-03-
2013-0088

Chan, S.C.H. & Mak, W. (2012). Benevolent leadership and
follower performance: the mediating role of leader—
member exchange (LMX). Asia Pacific Journal
Management, 29(2), 285-301. doi:10.1007/s10490-011-
9275-3

Chiaburu D.S., Smith T.A., Wang, J. & Zimmerman, R.D.
(2014). Relative importance of leader influences for
subordinates’ proactive behaviors, prosocial behaviors,
and task performance a meta-analysis. Journal of
Personnel Psychology, 13, 70-86.

Chiniara, M. & Bentein, K. (2018). The servant leadership
advantage: when perceiving low differentiation in
leader-member relationship quality influences team
cohesion, team task performance and service OCB. The
Leadership Quarterly, 29(2), 333-345.
doi:10.1016/j.leaqua.2017.05.002

Clarke, N. & Mahadi, N. (2016). Differences between
follower and dyadic measures of Imx as mediators of
emotional intelligence and employee performance,
wellbeing, and turnover intention. European Journal of
Work and Organizational Psychology, 1-12.

Dansereau F., Graen G. B. & Haga WJ. (1975). A vertical
dyad linkage approach to leadership within formal
organizations: Alongitudinal investigation of the role
making process. Organizational Behavior and Human
Performance, 13, 46-78. doi: 10.1016/0030-
5073(75)90005-7.

Dawson, J. F. (2014). Moderation in management research:
What, why, when and how. Journal of Business and
Psychology, 29, 1-19. doi.org/10.1007/s10869-013-
9308-7.

De Ruyter, K. O., Wetzels, M., & Feinberg, R. (2001). Role
stress in call centers: Its effects on employee

The Leadership
246-257.



98 Demirbag, O. & Kii¢iik, M. / Journal of Emerging Economies and Policy 2021 6(SI) 90-101

performance and satisfaction. Journal of interactive
Marketing, 15(2), 23-35. doi:10.1002/dir.1008

Detert, J. R. & Burris, E. R. (2007). Leadership behavior and
employee voice: 1s the door really open? The Academy
of  Management  Journal, 50(4), 869-884.
doi:10.2307/20159894

Dienesch, R. M., & Liden, R. C. (1986). Leader-member
exchange model of leadership: A critique and further
development. Academy of Management Review, 11,
618-634. doi:10.5465/amr.1986.4306242

Dulebohn, J. H., Bommer, W. H., Liden, R. C., Brouer, R.
L., & Ferris, G. R. (2012). A meta-analysis of
antecedents and consequences of leader-member
exchange. Journal of Management, 38(6), 1715-1759.
d0i:10.1177/0149206311415280

Erdogan, B. & Bauer, T. N. (2010a). Differentiated leader-
member exchanges: the moderating role of justice
climate. Academy of Management Proceedings, 1, 1-6.
d0i:10.5465/ambpp.2010.54492402

Erdogan, B. & Bauer, T. N. (2010b). Differentiated leader—
member exchanges: the buffering role of justice climate.
Journal of Applied Psychology, 95(6), 1104-1120. doi:
10.1037/a0020578

Furst, S. A. & Cable, D. M. (2008). Employee resistance to
organizational change: Managerial influence tactics and

leader-member  exchange. Journal of Applied
Psychology, 93(2), 453-462. doi:10.1037/0021-
9010.93.2.453

Gerstner, C. R. & Day, D. V. (1997). Meta-analytic review
of leader-member exchange theory: correlates and
construct 1ssues. Journal of Applied Psychology, 82,
827-844. doi:10.1037/0021-9010.82.6.827

Goodman, S. A. & Svyantek, D. J. (1999). Person—
organization fit and contextual performance: do shared
values matter. Journal of Vocational Behavior, 55(2),
254-275. doi:10.1006/jvbe.1998.1682

Graen, G. & Cashman, J. F. (1975). A role making model in
formal organizations: A developmental approach. In J.
G. Hunt & L. L. Larson (Eds.), Leadership frontiers,
143—165. Kent, OH: Kent State Press.

Graen, G. B. & Scandura, T. A. (1987). Toward a
psychology of dyadic organizing. Research in
Organizational Behavior, 9, 175-208.

Graen, G. B. & Uhl-Bien, M. (1995). Relationship-based
approach to leadership: Development of leader-member
exchange (Imx) theory of leadership over 25 years:
applying a multi-level multi-domain perspective. The
Leadership Quarterly, 6(2), 219-247.
d0i:10.1016/1048-9843(95)90036-5

Griffin, M. A., Neal, A. & Parker, S., K., (2007). A new
model of work role performance: Positive behaviour in
uncertain and interdependent contexts. Academy of

Management Journal, 327-347.

doi:10.2307/20159857

Giirbiiz, S. & Ayhan, O. (2017). Lidere yakin olmanin
dayanilmaz hafifligi: Lider-liye etkilesimi, gorev
performansi, tecriibe ve terfi edebilirlik arasindaki
iliskilerin testi. Tiirk Psikoloji Dergisi, 32(80), 1-15

Harris, K. J., Wheeler, A. R. & Kacmar, K. M. (2009).
Leader—-member exchange and empowerment: Direct
and interactive effects on job satisfaction, turnover
intentions, and performance. The Leadership Quarterly,
20(3), 371-382.

Harris, T. B., Li, N. & Kirkman, B. L. (2014). Leader—
member exchange (LMX) in context: How LMX
differentiation and LMX relational separation attenuate
LMX’s influence on OCB and turnover intention. The
Leadership Quarterly, 25, 2, 314-328.
doi:10.1016/j.leaqua.2013.09.001

Harrison, D. A. & Klein, K. J. (2007). What’s the
difference? Diversity constructs as separation, variety, or
disparity in organizations. Academy of Management
Review, 32(4), 1199-1228.
doi:10.5465/amr.2007.26586096

Henderson, D. J., Liden, R. C., Glibkowski, B. C. &
Chaudhry, A. (2009). LMX differentiation: A multilevel
review and examination of its antecedents and outcomes.
The Leadership  Quarterly, 20(4), 517-534.
doi:10.1016/j.leaqua.2009.04.003

Hooper D.T. & Martin R. (2008). Beyond personal leader—
member exchange (LMX) quality: The effects of
perceived LMX variability on employee reactions.
Leadership Quarterly, 19, 20-30. doi:
10.1016/j.leaqua.2007.12.002

Hu, L. T. & Bentler, P. M. (1999). Cut-off criteria for fit
indexes 1n covariance structure analysis: Conventional
criteria versus new alternatives. Structural Equation
Modeling: A Multidisciplinary Journal, 6(1), 1-55.

llies, R., Nahrgang, J. D. & Morgeson, F. P. (2007). Leader—
member exchange and citizenship behaviors: a meta-
analysis. Journal of Applied Psychology, 92, 269-277.
d0i:10.1037/0021-9010.92.1.269

50(2),

Janssen, O. & van Yperen, N. W. (2004). Employees’ goal
orientations, the quality of leader-member exchange, and
the outcomes of job performance and job satisfaction.
Academy of Management Journal, 47(3), 368-384.
doi:10.5465/20159587

Jawahar, I. M., Meurs, J. A., Ferris, G. R. & Hochwarter, W.
A. (2008). Self-efficacy and political skill as
comparative predictors of task and contextual
performance: A two-study constructive replication.
Human Performance, 21(2), 138-157.
doi:10.1080/08959280801917685



Demirbag, O. & Kii¢iik, M. / Journal of Emerging Economies and Policy 2021 6(SI) 90-101 99

Jawahar, 1. M. & Ferris, G. R. (2011). A longitudinal
mvestigation of task and contextual performance
mfluences on promotability judgments. Human
Performance, 24(3), 251-269.
doi:10.1080/08959285.2011.580806

Lai, J. Y. M., Chow, C. W. C. & Loi, R. (2016). The
interactive effect of LMX and LMX differentiation on
followers’ job burnout: Evidence from tourism industry
in Hong Kong. The International Journal of Human
Resource Management, 1-27.
doi:10.1080/09585192.2016.1216875

Law, K. S., Wang, H. & Hui, C. (2009). Currencies of
exchange and global LMX: How they affect employee
task performance and extra-role performance. Asia
Pacific Journal of Management, 27(4), 625-646.
d0i:10.1007/s10490-009-9141-8

Le Blanc, P. M. & Gonzalez-Roma, V. (2012). A team level
investigation of the relationship between leader—member
exchange (LMX) differentiation, and commitment and
performance. The Leadership Quarterly, 23(3), 534-
544. doi:10.1016/j.leaqua.2011.12.006

Lee, K. & Chae, Y. J. (2017). LMX differentiation,
diversity, and group performance. Career Development
International, 22(2), 106-123. doi:10.1108/cdi-11-
2015-0154

Liao, H., Liu, D. & Loi, R. (2010). Looking at both sides of
the social exchange coin: A social cognitive perspective
on the joint effects of relationship quality and
differentiation on creativity. Academy of Management
Journal, 53(5), 1090-1109.
d0i:10.5465/amj.2010.54533207

Liden, R. C. & Maslyn, J. M. (1998). Multidimensionality
of leader-member exchange: An empirical assessment
trough scale development. Journal of Management, 24,
43-72.

Liden, R. C., Sparrowe, R. T. & Wayne, S. J. (1997).
Leader-Member Exchange Theory: The Past and
Potential For The Future, Research in Personnel and
Human Resources Management, 15, 47-1109.

Liden, R. C., Erdogan, B., Wayne, S. J. & Sparrowe, R. T.
(2006). Leader-member exchange, differentiation, and
task interdependence: Implications for individual and
group performance. Journal of Organizational
Behavior, 27, 723-746. DOI: 10.1002/job.409

Ma, L. & Qu, Q. (2010). Differentiation in leader—member
exchange: A hierarchical linear modeling approach. The
Leadership Quarterly, 21(5), 733-744.
doi:10.1016/j.leaqua.2010.07.004

Manata, B. (2019). The effects of LMX differentiation on
team performance: Investigating the mediating
properties of cohesion. Journal of Leadership &
Organizational Studies, 154805181984279.
d0i:10.1177/1548051819842792

Martin, R., Epitropaki, O., Thomas, G. & Topakas, A.
(2010). A critical review of leader-member relationship
(LMX) research: future prospects and directions.
International Review of Industrial and Organizational
Psychology, 25: 61-91.

Martin, R., Thomas, G., Legood, A. & Russo, S. D. (2017).
Leader—member exchange (LMX) differentiation and
work outcomes: Conceptual clarification and critical
review. Journal of Organizational Behavior, 39(2), 151
168. doi:10.1002/job.2202

Mcdonald, D. & Smith, A. (1995). A proven connection.
Compensation & Benefits Review, 27, 1: 59-64.

Naidoo, N. J., Scherbaum, C. A., Goldstein, H. W. & Graen,
G. B. (2010). A longitudinal examination of the effects
of LMX, ability, and differentiation on team
performance. J Bus Psychol (2011) 26:347-357. doi
10.1007/s10869-010-9193-2

Nielsen, K., Randall, R., Yarker, J. & Brenner, S.-O. (2008).
The effects of transformational leadership on followers’
perceived work characteristics and psychological well-
being: a longitudinal study. Work & Stress, 22(1), 16—
32. doi:10.1080/02678370801979430

Nishii, L. H. & Mayer, D. M. (2009). Do inclusive leaders
help to reduce turnover in diverse groups? The
moderating role of leader—member exchange in the
diversity to turnover relationship. Journal of Applied
Psychology, 94(6), 1412-1426. doi:10.1037/a0017190

Ozdevecioglu, M. & Kamgiir, S. (2009) Calisanlarin iligki
ve gorev  yoOnelimli  liderlik  algilamalarinin
performanslar1  {izerindeki etkileri. Karamanoglu
Mehmetbey Universitesi [IBF Dergisi, 11(16), 53-82.

Podsakoff, P. M., MacKenzie, S. B., Podsakoff, N. P. & Lee,
J. Y. (2003). The mismeasure of management) and its
implications for leadership research. The Leadership
Quarterly, 14(6), 615-656.

Raudenbush, S., Bryk, A., Cheong, Y. F., Congdon, R. & du
Toit, M. (2004). HIm 6: Hierarchical linear and
nonlinear modeling. United State of America.

Scandura, T. A. & Graen, G. B. (1984). Moderating effects
of initial leader—-member exchange status on the effects

of a leadership intervention. Journal of Applied
Psychology, 69(3), 428-436. doi:10.1037/0021-
9010.69.3.428

Shusha, A. (2013). The mediating role of leader-member
exchange in the relationship between transformational
leadership and job performance. European Journal of
Business and Management, 5(8), 157-164.

Sui, Y., Wang, H., Kirkman, B. L. & Li, N. (2015).
Understanding the curvilinear relationships between
LMX differentiation and team coordination and
performance. Personnel Psychology, 69(3), 559-597.
doi:10.1111/peps.12115



100 Demirbag, O. & Kii¢iik, M. / Journal of Emerging Economies and Policy 2021 6(SI) 90-101

Sahin, F. (2018). Lider-iiye etkilesimi ile isten ayrilma niyeti
arasindaki iligki izerinde cinsiyetin etkisi. Ege
Akademik Bakig, 11(2), 277 — 288.

Tekin, E. (2018). Lider-iiye etkilesiminin ¢alisan
performans: iizerindeki etkisinde oOrgiitsel vatandaslik
davranismin araci rolii. Karadeniz Teknik Universitesi
Sosyal Bilimler Enstitiisii Sosyal Bilimler Dergisi, 8(16),
343-363.

Uhl-Bien, M., Graen, G. B. & Scandura, T. A. (2000).
Implications of leader—-member exchange (LMX) for
strategic human resource management systems:
relationships as social capital for competitive advantage.
Research in Personnel and Human Resources
Management, 18, 137-185.

Unlii, O. & Yiiriir, S. (2011) duygusal emek, duygusal
tikenme ve gorev/baglamsal performans iliskisi:
Yalova'da hizmet sektorii galiganlar: ile bir aragtirma.
Erciyes Universitesi Iktisadi ve Idari Bilimler Fakiiltesi
Dergisi, Say1: 37, Ocak-Haziran, 183-207.

Walumbwa, F. O., Cropanzano, R. & Hartnell, C. A. (2009).
Organizational justice, voluntary learning behavior, and
job performance: A test of the mediating effects of
identification and leader-member exchange, Journal of
Organizational Behavior, 30(8), 1103-1126.

Wayne, S. J. & Ferris, G. R. (1990). Influence tactics, affect,
and exchange quality in supervisor-subordinate
mteractions: A laboratory experiment and field study.
Journal of Applied Psychology, 75(5), 487-499.
https://doi.org/10.1037/0021-9010.75.5.487

Wayne, S. J., Shore, L. M. & Liden, R. C. (1997). Perceived
organizational support and leader—member exchange: A
social exchange perspective. Academy of Management
Journal, 40, 82—111.

Wheelan, S. A. (2009). Group size, group development, and
group productivity. Small Group Research, 40(2), 247—
262. d0i:10.1177/1046496408328703

van Yperen, N.\W., Berg, A.E. & Willering, M.C. (1999).
Towards a better understanding of the link between
participation in decision-making and organizational
citizenship behaviour: a multilevel analysis. Journal of
Occupational and Organizational Psychology, 72(3),
377-392. d0i:10.1348/096317999166734

Vidyarthi, P.R., Liden, R. C., Anand, S., Erdogan, B. &
Ghosh, S. (2010). Where do i stand? Examining the
effects of leader—member exchange social comparison
on employee work behaviors. Journal of Applied
Psychology, 95(5), 849-861. doi:10.1037/a0020033

Zhang, Z., Waldman, D. A. & Wang, Z. (2012). A

multilevel investigation of leader- member exchange,

informal leader emergence, and individual and team

performance. Personnel Psychology, 65(1), 49-78.

Doi:10.1111/J.1744-6570.2011.01238.X


https://doi.org/10.1037/0021-9010.75.5.487

Demirbag, O. & Kiiciik, M. / Journal of Emerging Economies and Policy 2021 6(SI) 90-101 101

Extended Summary

Purpose

In this study, we aim to investigate the validity of the EKC
hypothesis at the sectoral level. To this end, we focus on five
different sectors: power industry, buildings, transport, other
industrial combustion, and other sectors. We conduct our
empirical investigation for the 28 OECD countries over the
period between 1971 and 2018. The empirical investigation
of the EKC hypothesis on a sectoral basis becomes
important due to the following reasons. First, the sectoral
share of CO; emissions significantly varies. For example,
while the energy industry generates 29% of greenhouse gas
emissions in the OECD countries, it is 24% and %7 for the
transport and industrial process, respectively. Second, the
CO; emissions trend of the sectors is not the same. While
the share of energy industries has a decreasing trend since
2005, it is opposite, especially for the transport and
agriculture sectors. Therefore, the effect of income on
emissions might differ depending on the sector covered. In
this regard, such an empirical investigation conducted at the
sectoral level might enable us to observe sectoral differences
and to design sector-specific policies.

Literature Review

The empirical testing of the environmental Kuznets curve
(EKC) hypothesis is one of the most studied topics in the
energy economics literature to analyze the environment-
growth nexus. Therefore, there exist many studies in the
existing literature testing the validity of the EKC hypothesis
for different country groups and study periods. However, the
vast majority of these studies generally focus on total CO;
emissions by ignoring the sectoral level differences in
emissions. This study aims to fill this research gap for the
OECD countries. To the best of our knowledge, there is no
other study in the literature that empirically investigates the
validity of the EKC hypothesis for different sectors of the
OECD countries analyzed in our study and compares the
results. From this point of view, it is believed that this study
will significantly contribute to the literature.

Design/Methodology/Approach

The empirical analysis of this study is based on the panel
data cointegration tests and estimators. Our empirical
investigation mainly consists of four parts: cross-sectional
dependence, unit root properties of data, cointegration tests,
and long-run parameter estimates. We compile our data
from four different sources: Emissions Database for Global
Atmospheric Research (EDGAR) for sectoral CO;
emissions (Crippa et al. 2020), World Bank Development
Indicators (WDI) for income per capita and urbanization
(WDI, 2021), International Energy Agency for energy
consumption (IEA, 2020), and Gygli et al. (2019) for
globalization index. Our country sample is as follows:
Australia, Austria, Belgium, Canada, Chile, Denmark,
Finland, France, Germany, Greece, Iceland, Ireland, Israel,

Italy, Japan, Korea Rep., Luxembourg, Mexico,
Netherlands, New Zealand, Norway, Portugal, Spain,
Sweden, Switzerland, Turkey, United Kingdom, and the
United States. We begin our empirical investigation by
testing cross-sectional dependence. For the empirical testing
of the cross-sectional dependence, we perform the technique
proposed by Pesaran (2004). We, secondly, test the
stationarity properties of panel data by applying unit root
tests developed by Pesaran (2007) and Breitung Das (2005).
Thirdly, we conduct two different cointegration tests:
Pedroni (1999, 2004) and Westerlund (2007). After
confirming the long-run relationship between sectoral
emissions and its determinants, we estimate the long-run
parameters using the mean group estimators developed by
Pesaran and Smith (1995) and Eberhardt and Teal (2010).

Findings

The empirical results reveal the following results. First, the
EKC hypothesis is valid for the power industry and transport
sectors, meaning that income is an important factor in
determining the CO; emissions of these sectors. Therefore,
while an increase in income raises CO, emissions from these
sectors in the first stage, this effect is expected to be negative
after reaching a turning point in the second stage. Second,
the estimated parameters for both income per capita and the
square of income per capita are found to be statistically
insignificant for the buildings, other industrial combustion,
and other sectors. Therefore, the EKC hypothesis is not valid
for these sectors. Third, energy consumption is an important
factor in explaining changes in sectoral emissions. The
effect of energy consumption is statistically significant and
positive for all sectors. Forth, while urbanization negatively
affects CO, emissions from industrial combustion, other,
and transport sectors, it is positive for buildings. Fifth, the
effect of globalization on power industry emissions is
positive and statistically significant.
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Bu ¢alismanin amaci kadin girisimciligini arttiracak dneriler sunmaktir. Bu amagla belirlenen bireysel faktorler
ve devlet destegi faktoriiniin belirlenen hipotezlerle kadin girisimeiligi iizerine etkisi test edilecektir.
Calismada, bireysel faktorlerden; yas, 6zgiiven, basarisizlik korkusunun olmamasi, girisimcilik tecriibesi,
girisim firsat1 algisi, tamdik girisimeinin bulunmasi, egitim diizeyi gibi faktorler ile devletin girisimcilere
sagladig1 devlet destegi faktoriiniin test edilmesi i¢in Kiiresel Girisimcilik Monitorii veri tabanina ait 80 tilkeyi
kapsayan 2010-2016 yillar1 arasi girisimcilik verilerinden istifade edilmistir. Caligma bulgulart beklenenle
paralel olarak bireysel faktorlerin kadin girigimciligi iizerine olumlu etkisinin oldugunu gostermektedir.
Ayrica, llke diizeyinde kadin girisimcilere saglanan girisimcilik tesvikleri faktoriiniin de beklendigi gibi
girisimcilikte bulunma problemlerini ortadan kaldirmada etkili oldugu ve dolayisiyla kadinlarin girisimeilik
baglatma egilimini arttirdig1 sonucuna varilmigtir. Calisma, giincel yonetim konularindan biri girisimcilige
farkli bir bakis agisi kazandirmis ve ekonomik kalkinmanin onciisii girisimeilik faaliyetlerine egilimi
arttirmaya yonelik 6nemli sonuglara ulagmistir. Caligma sonunda, kadinlarin girisimcilik faaliyeti baslatmalar
tizerinde ilgili sektorde tecriibe edinmenin, is yeteneklerini arttirict aktivitelerde bulunmanin ve tilke diizeyinde
saglanan finansal ve ekonomik boyutta devlet desteginin oldukga olumlu katkisinin oldugu gézlenmistir.
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The entrepreneurial activities are the pioneers of economic development. The purpose of this study is to find
how to increase the level of women entrepreneurship. The study suggests that entrepreneurial incentives factor
and individual factors such as self-confidence, no fear of failure, entrepreneurial experience, opportunity to
being an entrepreneur, having an entrepreneurial role model, education level and age could increase the level
of women entrepreneurship. The factors have been tested by specific hypotheses. The data has been gathered
from Global Entrepreneurship Monitor database which examines the data of 80 countries the years between
2010-2016. The study measures the effectiveness of micro- and macro-level factors and the findings support
the argument that the factors have positive impact on women entrepreneurship. The study concluded that the
entrepreneurial incentives factor could increase women tendency to start up new businesses. One of the current
management issues of this study is to recommend entrepreneurs several motivations and to reach influential
findings which increase the tendency to women’s entrepreneurial activities. To sum up, having experience in
the related sector, engaging in activities to increase business skills, accessing financial and economic
entrepreneurial incentives at the social level could increase new businesses and embolden women to
entrepreneurship facilities.

1. Introduction

surprisingly the level of women's participation in

Entrepreneurship gain importance as a main source of  entrepreneurship activities is lower in these countries. It is
women employment in many countries. However, thought that the relatively low level of entrepreneurship of
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women is due to inequality of opportunity between women
and men.
Many researchers argue that the relatively low level of
women entrepreneurship is due to gender differences. The
main purpose of this study is to investigate the effects of
individual and social factors on women entrepreneurship
which are expected to provide opportunity equality between
two genders. In the light of this purpose, the research
question of this study has been determined as “Would the
level of women entrepreneurship have been more than the
level of men entrepreneurship in case of remove the negative
effects of gender differences between women and men?”.
In this study, it will be investigated whether gender is one of
the reasons of negative impact on entrepreneurship and
whether the level of women entrepreneurship could be
increased or not; after getting rid of the contradiction based
on various factors both at the individual and the country
level.
In this study, the individual level factors that have been
applied for testing hypotheses are educational level,
household income level, current employment status, and
social (national) level. The relationship between the level of
women entrepreneurship and the individual level factors that
have been anticipated to provide equality between two
genders, has been highly positive after testing study
hypotheses. Individual level factors support women
entrepreneurship. Besides the individual level at the country
level, women entrepreneurs could have been encouraged by
regulations on entrepreneurial facilities. In this study to test
the impact on entrepreneurial incentives, the two main
factors: entrepreneurship trainings at secondary by
government and financial and consultancy supports by
government have been analyzed.
The GEM — Global Entrepreneurship Monitor database
was used to test the hypotheses of this study. As a result of
regression analysis, it was concluded that some of the factors
applied to ensure equality between women and men would
have positive contributions to the level of women
entrepreneurship.

2. Literature
Entrepreneurship is the process where resources are brought
together and turned into business advantages in various
ways (Alvarez, Busenitz, 2001). Entrepreneurship term
comprehends two basic phenomena: one is existence of
profitable opportunities and the other is entrepreneurial
individuals (Sarason, Dean, Dillard, 2006).
Shane, Locke, Collins (2003) argued that there are
characteristics that distinguish entrepreneurs from other
members of society, and that the combination of these
individual characteristics and opportunities in the
environment have significant impacts on entrepreneurship.
McMullen, Shepherd (2006) argue that entrepreneurs can
only engage in the entrepreneurship movement in the light
of subjective thoughts. The field of entrepreneurship

includes the exploration of opportunity resources, including
the processes of discovery, evaluation and exploitation of
opportunities, and the set of individuals who discover,
evaluate and use these opportunities and their personal
characteristics (Shane, Locke, Collins 2003).

Gartner  (2001) addresses the development of
entrepreneurship from two perspectives: strategic cohesion
and population ecology. In the perspective of strategic
adaptation to entrepreneurship, researchers emphasize that
individuals define opportunities, combine resources to
benefit from these opportunities, and identify entrepreneurs'
freedom of decision-making in determining effective
strategies to sustain the life of the enterprise in the light of
opportunities (Gartner, 2001). Furthermore, the population
ecology perspective emphasizes environmental factors both
as a pioneer of entrepreneurial activity and as a mechanism
for adherence to difficult environmental conditions for new
firms that adapt to environmental dynamics. In both
perspectives, Companys and McMullen (2007) argue that
entrepreneurship is a strategic process that can dynamically
adapt to environmental conditions over time. Aldrich and
Dutta and Crossan (2005) argue that the study of Companys
and McMullen (2007) is the continuation of their research
and that entrepreneurs undergo dynamic processes to adapt
to environmental conditions while making new initiatives.
Bjerke and Hultman (2004) argue that there are two types of
entrepreneurs; transformers and transactionals, and the
influences of these two entrepreneurs on the growth stage of
one enterprise are different. Transactional entrepreneurs
create similar structures to the operating systems of similar
enterprises that exist when undertaking; transformational
entrepreneurs create new structures by changing existing
business structures with a new approach in the light of
scientific and technological developments and opportunities
(Thornton, Ocasio, Lounsbury, 2012). In many cases,
regulations and entrepreneurial incentives have the opposite
effect on these two types of entrepreneurs. Many regulations
that allow transformational entrepreneurs to support
excessively, such as financial markets and labor market
regulations, tend to prevent further entrepreneurial activities
of another group of entrepreneurs (Vogel, 2018). Moreover,
there are many examples of successful entrepreneurial
incentives that directly stimulate the growth of
transformational entrepreneurs, the same programs may not
have the same positive impact for transactional
entrepreneurs (Bornstein and Davis, 2010). Therefore,
economic development alone is not expected to have a
sufficient and positive effect for all entrepreneurs (Acs,
Desai, Hessels, 2008).

Financial dynamics often have implications that can threaten
the growth of transactional entrepreneurs and lead to re-
political distribution (Fisch, 1998). Failure of initial
investments with state-funded venture capital funds can be
given as examples of these effects. On the other hand, there
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is some evidence that programs such as (partial) collateral
guarantees for small enterprises targeting transactional
entrepreneurs or facilitating the business registration process
can have reasonably positive effects for these entrepreneurs
(Kariv and Coleman, 2015).

Individuals have different beliefs because of their intuition,
superior intuition or self-knowledge (Vaughan, 1979).
When this difference is considered in terms of
entrepreneurship, it is seen that entrepreneurs have different
assumptions about what market price will increase or which
new markets can be created in the future (Casson, 1982).
Since buyers and sellers have different beliefs about the
value of resources, both today and in the near future, goods
and services can be sold above or below marginal production
costs (Shane and Venkataraman, 2000). Entrepreneurship
emerges as soon as the resources used by an entrepreneur
discovery have a belief that the price at which the goods or
services can be purchased without assuming at a very low
price level will be satisfactory (Kirzner, 2015). If this
argument is true, the individual will gain an entrepreneur's
profit, and if it is false, the individual will suffer from an
entrepreneurial loss (Baron, 2004).

Many studies based on entrepreneurship facilities,
individual factors such as gender, education level, age, self
-confidence, and experience are highly effective on the level
of women entrepreneurship (Wilson, Kickul and Marlino,
2007). Most of these studies show that women are less likely
to be involved in an entrepreneurial activity than men
(Langowitz and Minniti, 2007). Women have different
beliefs about the value of entrepreneurial resources than men
(Manolova, Carter, Manev and Gyoshev, 2007).
Entrepreneurship consists of co-production, where several
different sources must be brought together to create new
products or services (Bettencourt, Ostrom, Brown, and
Roundtree, 2002). For the male entrepreneurs in order to
make a profit from entrepreneurial resources, the idea of the
correctness of resource prices should be different from
women entrepreneurs’ expectations (Hoang and Antoncic,
2003). As a matter of fact, even if the owners have the same
assumptions as male entrepreneurs; male entrepreneurs try
to profit from this opportunity by repricing resources for
zero profits (Shane and Venkaraman, 2000). If all potential
entrepreneurs, women and men, evaluated the same
entrepreneurial assumptions, they would split the enterprise
profit until the profit that encouraged to pursue the same
entrepreneurial success disappeared; not even in question.
After some literature research, many studies commonly
argue that individual factors such as gender, education level,
age, self-confidence and experience are heavily effective on
deciding to start up new businesses. Most of these studies
illustrate that women are less likely to be involved in an
entrepreneurial activity than men. Langowitz, Minniti and
Arenius (2009) reported in their study that women are less
likely to be initiative than men. According to the results of

their study, men are more involved in entrepreneurship
activities than women in each country included by their
research database. Furthermore, the difference between men
and women on entrepreneurial facilities was highest in
middle-income countries.

Graph 1: Entrepreneurship Rate in Percentage (%) by Gender
(2010-2016)
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Possible causes of the differences in the distribution of
entrepreneurship rate by gender could be due to the fact that
women do not prefer entrepreneurship with their free will.
Women attempt less new enterprises than men do because
of individual or cognitive reasons and mostly the inequality
of opportunities that they face in their own environment
(Kabeer, 2005).

Women usually decide to pursue entrepreneurial activities
when they have no other choice of business, or they are
restricted to find other business opportunities. This occurs
by a majority in low-income countries. These new
businesses established by women tend to target existing
markets, use known technology and less initial capital; this
type of entrepreneurship decisions underline that women are
more conservative in entrepreneurship activities than men.

Langowitz and Minniti (2007) argued that gender
differences significantly have an impact on entrepreneurial
activities. According to this study, it has been observed that
women's entrepreneurial attitudes have been differed from
men with the effect of perceptual variables and that women's
tendency to engage in entrepreneurship has been less than
men due to subjective reasons. Pines, Lerner and Schwartz
(2010), similarly argued that the negative impact of gender
on entrepreneurship stems which arisen from gender
differences between men and women and the accuracy of
this argument was tested by using the GEM 2010-2016
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database. As a result of analysis of this study, interestingly,
entrepreneurship was more common among women in poor
countries, which emphasizes the importance of gender
differences and exclusion in the scarcity of women role in
entrepreneurship.

Some researchers argue that there is an inequality between
men and women. Jamali (2009) stated that there are a
number of situational and cultural factors bring along the
gender differences which makes a significant difference
between the number of men and women entrepreneurs (Ahl,
2006). Zeidan and Bahrami (2011) argued that individual
factors such as self-confidence cause inequality between the
level of women entrepreneurship and the level of men
entrepreneurship. Self-confidence individual level factor has
negative effects especially on women entrepreneurship.
Baughn, Chua and Neupert (2006); on the other hand,
emphasized the marital status of the individuals as one of the
factors having negative effect on women entrepreneurship
and they argued that entrepreneurship is perceived as a
solution for women to reduce their economic dependence on
men. In this regard, Laure Humbert and Drew (2010) states
that if a woman is married or divorced, according to marital
status; women's perspective to entrepreneurship and desire
for entrepreneurship will be quite different. From these
researchers’ point of view, due to unequal conditions arising
from gender differences and some factors at the individual
and social levels; the level of women entrepreneurship is far
behind the level of men entrepreneurship.

Schein’s study (2010) summarizes the factors that should
ensure equal opportunities of women and men under 3
headings: 1) the subconscious motivation of the
entrepreneur, genetic factors that affect his perception and
skills, family, education and previous occupational
experiences; 2)factors related to the organization, the
geographical location of the organization, the type and
degree of knowledge and skills acquired in the organization,
the position within the organization, the motivations that
trigger the departure from the organization, and finally 3)the
factors that belong to the incubation period of the
organization and finally the environment in which the
individual initiative will develop (Ahl and Nelson, 2015);
economic conditions, accessibility and usability of venture
capital, successful entrepreneur role models and the
availability of support services. Further, Barnett and Hyde
(2001) argue that especially the family structure, father's
work and educational status factors could provide equal
opportunities between women and men and as a result of
their analysis, they observed that these factors are very
effective on entrepreneurship facilities. Cohen and Winn
(2007), on the other hand, argued that improving the current
economic climate and developing environmental factors
could contribute to opportunity equality for women and men
entrepreneurs. The level of education of individuals, the

household income level and the status of work (work) at the
individual level are mostly positively effective on women
entrepreneurship (Fan and White, 2003). At the social
(national) level; the relationship between women's
entrepreneurship and the support provided by the
government is highly positive. Entrepreneurial incentives
provided to women entrepreneurs could be in general
entrepreneurship ~ trainings at  secondary, superior
performance trainings, financial regulations and consultancy
supports (Mathew, 2010).

3. Conceptual Framework

Many analysts and researchers have stated that there is a
significant negative relationship between gender and
entrepreneurship. In this study, the social factors that are
considered to closely affect the relationship between gender
and entrepreneurship are noted as individual factors and
social factors. Most researchers attribute the main reason for
the negative relationship  between gender and
entrepreneurship to unequal conditions between men and
women (Rantanen et al., 2015). After doing some literature
research, it has been observed that many social factors are
influential on entrepreneurship; but according to this study
the most effective social factor is considered as
entrepreneurial incentives factors for entrepreneurship. This
factor is expected to create equal opportunities between
women and men, thereby increasing the likelihood of
women entrepreneurship.

Figure 1: The Effects of the Individual Level Factors and

Entrepreneurial Incentives on The Level of Women
Entrepreneurship
Entrepreneurial H1 (+)
Incentives S
Women

The Individual Level
Factors:  Self-confidence,
No Fear of Failure,
Entrepreneurial Experience,
Opportunity to Being an
Entrepreneur, Having an
Entrepreneurial Role
Model, Education Level,
Age

Entrepreneurship

/ H2 (+)

As can be seen in Figure 1, a number of policies, practices
and regulations that are expected to help eliminating unequal
conditions between women and men has been shown. The
factors in Figure 1 are applied to reduce the negative impact
of gender differences on the level of women
entrepreneurship. This study aims to analyze whether the
country level factors providing by government to support
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women entrepreneurs such as financial support, support for
women entrepreneurship, development of commercial
infrastructure and entrepreneurship trainings provide equal
opportunities for women with men have been considerable
positive effects on the increase in the level of women
entrepreneurship or not.

In order to test the relationships between the factors
mentioned in Figure 1; 2 main Hypotheses: Hypothesis 1
and Hypothesis 2 have been hypothesized.

Hypothesis 1: As the entrepreneurial incentives for women
entrepreneurship has been improved in a country; the level
of women entrepreneurship increases.

The low number of women entrepreneurs in economies is
usually due to the low level of income rates and limited
financial resources. In order to increase the women
entrepreneurship countries could take some precautious and
by them they could support women who intend to start new
business ventures.

Hypothesis 2: As the individual level factors have been
improved in a country; the level of women entrepreneurship
increases.

On a purpose of regulating the inequality of opportunities
between males and females; female entrepreneurship could
also be improved by regulating individual level factors. To
motivate women being a part of entrepreneurship
ecosystems, the individual level factors should be
developed.

4. Methodology

The data used in this study were gathered from GEM —
Global Entrepreneurship Monitor database. Each year, the
GEM conducts two separate surveys in approximately 90
countries (Herrington, Kew and Monitor, 2010). A
questionnaire (adult population survey) measures the
entrepreneurial behavior and attitude of at least 2000 people
randomly selected from each country. The other survey
(local experts survey) reflects the opinion of at least 40
experts from each country on the country's entrepreneurial
ecosystem. Some of the respondents aged between 18-65 are
classified as entrepreneurs depending on their answers to
some questions (Herrington and Kew, 2010). These
entrepreneurs are divided into three groups: 1) nascent
business, 2) baby business, 3) mature business (Bager and
Schott, 2004).

Nascent businesses (newborn enterprises) are those whose
payment period is not more than 3 months. Baby businesses
are those whose pay period is between 3 and 42 months or
the income of the owner. Mature businesses (enterprises) are
those with a period of more than 42 months to pay
employees or bring income to the owner. Each of these types
of entrepreneurship has been entered the data set as a
separate variable. At the beginning, participants are asked if

they have such an initiative or partner of their businesses or
enterprises. In case of the answer is “yes”, variable gets
value 1, in case of the answer is “no” variable takes value 0.
In this way, the ratio of nascent (newborn), baby (naive) and
mature entrepreneurs among the participants aged 18-65
years could be determined easily. Among the participants in
the GEM questionnaire, the initiatives included in three
classes constitute the sample of this study. The sample of
this study includes the data between the years 2010 and
2016. Besides at least 100000 responses have been included
in this sample data being collected from 80 countries.

4.1. Dependent Variable: The dependent variable of the
study is women entrepreneurship and was gathered directly
from the GEM dataset. In this study, radical women
entrepreneurs have been analyzed.

4.2. Independent Variables: All independent variables data
was gathered from GEM dataset. The gender variable is 1 if
the participant is a male and 2 if a participant is a female.
One independent variable: the entrepreneurial incentives for
women entrepreneurs is measured on a Likert scale of 1 (low
or no) to 5 (high or sufficient).

The other independent variables are the factors other than
the scope of this study may affect women entrepreneurship.
These are the individual factors such as self-confidence, no
fear of failure, entrepreneurial experience, opportunity to
being an entrepreneur, having an entrepreneurial role model,
education level and age which have been included in the
analysis of this study (Morales-Gualdrén and Roig, 2005).
Regarding the individual level factors, except for age and
perception of intervention opportunity, the other variables
were measured with a dual structure (such as 0-1).
Interference opportunity perception was measured by an
indicator chart ranging from 1 (low) to 5 (high). Besides,
assuming that the relationship between age and
entrepreneurship may not be linear in the light of related
literature and the square of the age factor is included in the
analysis (Beugelsdijk and Noorderhaven, 2004).

5. Results

Table 1 illustrates the summary statistics of this study. First,
the demographic characteristics of women entrepreneurs are
examined. The percentage of women entrepreneurs who are
inclined to become entrepreneurs up to 3 years worldwide is
26%. According to Table 1, the average of government
subsidies provided to women entrepreneurs is 2.55. These
values indicate that the entrepreneurial incentives to women
entrepreneurs are at an average level. When the standard
deviation values between countries are compared, it is
observed that the prevalence of women entrepreneurship
varies between countries.

Table 1: Summary Statistics

Average Std. Dev.  Min.

Factors

Max.
Women 0,26 0,44 0 1
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used in the analysis allow people to understand which
factors influence the likelihood of being a women
entrepreneur.

Consistent with the current literature, when the individual
factors have been examined, it has been concluded that all
factors except the entrepreneurial experience are p <0.01,
which states that all these factors have a significant effect on
women entrepreneurship. The effect of all these factors
except for the individual factor age is positive. Age factor
has a negative impact on the Ilevel of women
entrepreneurship. The p value of intervention experience is
less than 0.05. Although not as much as other factors, it can
be concluded that entrepreneurial experience factor has a
positive effect on the level of women entrepreneurship.
After regression analysis, in order to reflect the average of
the unobservable effect of the countries value; the variance
value is given in the results. Each country can have an
unobservable effect on the analysis findings. The variance
of country effects gives the variance of the effect of the
unobserved / unmeasured differences of countries on the
likelihood of individuals being in women entrepreneurship.
This effect is negative in some countries, positive in others,
and hence the overall average is zero. However, if the
variance of these effects is high and significant, it means that
there is a difference between countries’ values. The
regression analysis considers to observe the effect of these
differences. Thus, the results are more reliable with this
analysis.

Table 2: Regression Results

Model 1 Model 2

* p<.10; ** p<.05; *** p<.01

The analysis results of the individual level factors have been
shown in detail in Graph 2:

Graph 2: The Relationship Between Gender and Entrepreneurship

THE RELATIONSHIP BETWEEN
GENDER AND
ENTREPRENEURSHIP
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Graph 2 tests the relationship between gender and
entrepreneurship. In this study, it is assumed that this
relationship is negative. As it can be seen from Table 2 as a
result of the analysis, since the gender p value is less than
0.05, it shows that the gender factor is highly effective on
entrepreneurship. However, when the coefficients in Table
2 are examined, it is seen that the effect of gender factor on
entrepreneurship is negative in similar with the expectation
of this study.
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According to Graph 2, men tend to start more new
enterprises than women do. In other words, it can be
concluded that the gender factor is an important factor that
determines the entrepreneurship level. The analysis results
of entrepreneurial incentives factor have been illustrated in
the Graph 3:

Graph 3: The Relationship Between Entrepreneurial Incentives &
Women Entrepreneurship

Graph 3 illustrates the analysis results of Hypothesis 1.
Hypothesis 1 tests the argument “As the entrepreneurial
incentives for women entrepreneurship has been improved
in a country; the level of women entrepreneurship
increases.”. When the entrepreneurial incentives for women
entrepreneurship are insufficient, a positive relationship is
expected between entrepreneurial incentives and the level of
women entrepreneurship. However, as governmental
opportunities improve, the level of women entrepreneurship
has been increased. As it can be seen from Table 2, since the
p value obtained as a result of the analysis of Hypothesis 1
is less than 0.05, it can be said that the entrepreneurial
incentives factor is highly effective on women
entrepreneurial activities. Regarding the coefficient of this
country level factor, it is seen that the impact of this factor
on women entrepreneurship is positive.

As can be seen from Graph 3, the increase in entrepreneurial
incentives affects women entrepreneurship more positively
than men entrepreneurship; but not too extremely. While the
only increase in entrepreneurial incentives affects
entrepreneurship, the effect of gender interaction with this
variable creates equality between women and men, and this
highly positively affects women entrepreneurship. When the
coefficient of this factor is examined, it is seen that the
relationship between entrepreneurial incentives and women
entrepreneurship is highly affirmative.

6. Conclusion

In this study, the role of gender in entrepreneurship is
examined within the entrepreneurship ecosystem. Many
empirical studies show that the proportion of women among
entrepreneurs is lower than that of men. In this study, it is
argued that this difference is related to the inequality of
opportunity between women and men arising from the
entrepreneurial ecosystem. Within the framework of this
argument, a conceptual framework is put forward that
argues that a number of individual level factors related to the
entrepreneurial ecosystem and entrepreneurial incentives
help to increase the participation of women among
entrepreneurs by reducing the disadvantages regarding
being a woman.

In this study, the priorities of women entrepreneurship could
be analyzed. The findings of the regression analysis show
that individual factors such as education level, which are

applied in this study assumed to have positive effects on
women  entrepreneurship and to provide equal
entrepreneurial conditions between women and men, have a
significant effect on entrepreneurship as expected.

On the other hand, when the results at the country level
factor entrepreneurial incentives are reviewed, it is seen that
an increase in the entrepreneurial incentives in one country
has a positive effect on women entrepreneurship as

THE RELATIONSHIP BETWEEN ENTREPRENEURIAL
INCENTIVES & WOMEN ENTREPRENEURSHIP

WOMEN

ENTREPRENEURSHIP

LowW HIGH
ENTREPRENEURIAL INCENTIVES FOR WOMEN
ENTREPRENEURS

hypothesized.

The probability of new entrants of women is less than the
probability of new entrants of men in today’s business due
to unequal opportunities and conditions surrounding women
attenders. When entrepreneurial incentives factor is
improved these unequal conditions could have been
compensated. While the entrepreneurial incentives factor is
continuously improved, women could easily go beyond men
regarding entrepreneurship and start up more new
enterprises in the market than men do.

The findings underscore the significance of the individual
level factors support entrepreneurial ecosystem especially
for women, and enhance women participation in
entrepreneurial facilities.

Consequently, in this study, it was concluded that individual
factors and cross-country factor entrepreneurial incentives
impact peremptorily influence women entrepreneurship.
The findings of this study provide important contributions to
the literature in terms of entrepreneurship. In particular, the
analysis target to define the reasons of the difficulties that
have been faced by women entrepreneurs every day.

Another contribution of this study is to shed light on
entrepreneurs by understanding the importance of the
interaction of both individual and country level factors
having influence on the level of women entrepreneurship.
For policy makers who aim economic development,
encouraging women to entrepreneurial activities has vital
importance. This study proposes some factors that help



Hidirogluy, D. / Journal of Emerging Economies and Policy 2021 6(SI) 102-110 109

women entrepreneurs overcome restrictive social structures
and gender prejudices so that the entrepreneurial activities
could have been scaled up smoothly.

Similar to all studies, this study also has some shortcomings.
First of all, the scale of entrepreneurship is measured by the
perception of the participant. Although this method is
widely used by researchers, it is possible that entrepreneurs
often overestimate the value of their business ideas. This
will naturally reduce the reliability of the scale. However,
assuming that entrepreneurs evaluate their products
relatively, the tendency to exaggerate can be expected to be
more prevalent in countries where the women
entrepreneurship rate is actually lower. In this case, the
erroneous measurement (if any) should have the opposite
effect of the institutional structure hypotheses. Second, the
research dataset included only entrepreneurs.

Rather than restricting it, it may be more beneficial to
expand it to include all entrepreneurs and non-entrepreneurs.
Such a design may provide more useful clues in
understanding the barriers faced by women and the
significance of individual factors in reducing these barriers.
However, given the size of the dataset including all
participants, high computational hardware is needed to
conduct an empirical analysis with such a design.
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1. Giris

fletisim, bilisim, iiretim ve ulastirma teknolojilerindeki hizli
ve devrimsel gelismeler kiiresel 6l¢ekte toplumsal, iktisadi,
siyasi ve kiiltiirel degisim ve doniisiimleri de beraberinde
getirmektedir. Toplumsal yasamin dnemli bir aktorii olan
orgiitler bu degisim ve donilisimlerden dogrudan
etkilenmekte ve degisen sartlara uyum saglamaya
calismaktadir. Orgiitlerin degisime ayak uydurabilmeleri ve
hatta degisime Onciiliikk edebilmeleri i¢in biinyelerindeki
yonetici ve ¢alisanlardan olusan insan kaynagi Onem
kazanmaktadir. Nitelikli iggiiciine sahip olan orgiitler gerek
degisime ayak uydurma gerekse degisime Onciiliik etme
avantajina sahip olmaktadir. Fakat nitelikli is giicline sahip
olmak degisim icin tek basina yeterli olmamakta cesitli
uygulamalarla  c¢alisanlarin  moral, motivasyon ve
yetkinliklerinin gelistirilmesi gerekmektedir.

Calisanlarin  motivasyonlarin1 artirmaya yonelik olarak
uygulanan ve isin gerek kapsam gerekse niteligini
degistirilerek  onlarin  karar verme ve inisiyatif
kullanmalarini saglayan is zenginlestirme uygulamalarinin,
calisanlarin yenilik¢iligini olumlu yonde etkileyebilecegi
diisiiniilmektedir. Gliniimiizde orgiitiin 6nemli bir kaynag:
olarak goriillen caliganlara Orgiit tarafindan saglanan
destegin bu iliskide etkisi oldugu, ¢alisanlara yonelik olumlu
uygulamalarin  onlarmn  orgiite  yonelik  destekleyici
davranislarini artirabilecegi diisiiniilmektedir. Yine orgiitsel
destegin de is zenginlestirme ve yenilikgilik arasindaki
iliskide ne derece bir 6neme sahip oldugu da sorgulanmasi
gereken bir meseledir. Bu c¢ergevede caligmada is
zenginlestirmenin yenilikgilik tizerindeki etkisinde orgiitsel
destegin diizenleyici rolii de ele alinmaktadir. Bu yoniiyle
calisma, oOzellikle c¢alisan-igyeri arasindaki bagin ve
iligkilerin farkl: bir hal aldig1 giiniimiizde ¢aliganlarin goriis
ve diisiincelerini yansitmasi agisindan 6nem kazanmaktadir.
Yine ulusal ve uluslararasi yazinda egitim kurumlarindaki
calisanlarin algiladiklar1 orgiitsel destek ile yenilik¢i
davranislar1 arasindaki iliskiye dair yeterli c¢aligma
olmamasi da ¢aligmanin 6nemini pekistirmektedir.

2. Kuramsal Cerceve

Calismada olgular arast iligkiler is 6zellikleri kurami, sosyal
degisim kurami ve kaynak temelli gorlis zemininde
incelenecektir. Bu g¢ercevede is zenginlestirme olgusu is
ozellikleri kurami, orglitsel destek olgusu sosyal degisim
kurami ve i¢ girisimcilik kapsamindaki yenilik¢ilik olgusu
ise kaynak temelli goriis baglaminda incelenmis ve tartigma
zemini olusturulmustur.

Sekil 1. Kuramsal Arastirma Modeli

Sosval Degisim
Kurami

I Ozellikleri Kaynak Temelli
Kurami Gorilg

Is 6zellikleri kurami, Hackman ve Oldham’m 1976 yilindaki
onemli eserine uzanmaktadir. Kuram, zenginlestirilmis ve
motive edici is Ozellikleri sayesinde calisanlarin ise dair
olumlu bilissel, psikolojik ve duygusal tutum
geligtireceklerini 6ne stirmektedir (Johari ve Yahya, 2016:
556). Hackman ve Oldham (1976: 256), temel is
boyutlarinin 6nemli psikolojik durumlar iizerinden kisisel ve
gorev ciktilarini etkiledigini 6ne stirmektedir. Yazarlar,
temel i boyutlarini beceri ¢esitliligi, gbrev tanimi, gérevin
onem diizeyi, Ozerklik ve geribildirim olarak ifade
etmiglerdir. Beceri gesitliligi, gdrev tanimi ve gérevin dnem
diizeyi yapilan isin deneyime dayali anlamliligim
sekillendirerek calisanlarin bireysel durumunu
etkilemektedir. Bu ii¢ boyutu tamamlayici olarak 6zerklik,
is ¢ciktilarina dair sorumlulugu ve geribildirim ise yapilan
islerin gercek sonuglarina dair bilgiyi sekillendirerek
psikolojik durumu etkilemektedir. Bu siirecin sonucu olarak
da ise dair i¢csel motivasyon, is performansi ve tatmin
artarken devamsizlik ve personel devir orani azalarak
olumlu ¢iktilar elde edilmektedir.

Diger yandan kaynak temelli goriis, rekabet avantaji elde
etmek igin orgiitlerin sahip olduklar kaynaklara bakmalar
gerektigi diisiincesinden hareketle ortaya ¢ikmis (Barney ve
Clark, 2007: 14) ve orgiitlerin kaynaklara ve bu kaynaklari
kullanma yetenegine sahip olma agisindan farklilik
gosterdigini varsaymaktadir. Baska bir ifadeyle orgiitler
arasindaki farkliliklarin temel kaynagi, sahip olduklari
kaynak ve yeteneklerdir (Peteraf, 1993: 179). Is
Ozelliklerinin dikkate alinmasinin, caliganlarin bireysel
beceri ve performanslarimi artiracak uygulamalarin
benimsenmesini  saglayarak  Orgiitsel  yeteneklerin
gelismesine katki saglayacagi diistiniilmektedir.

Sosyal degisim kurami, bir kesimin diger kesim igin de
fayda tiretecek sekilde davranmasi dolayisiyla ileriye doniik
miitekabiliyeti baz alan Ortilk bir mecburiyetin ortaya
¢ikmasini agiklamaktadir (Hofmann ve Morgeson, 1999:
286). Kuramin yonetim ve organizasyon tarafindaki
varsayim; yonetici ve ¢alisanlar arasindaki iliskinin {icret,
destek ve tanima gibi faydalar konusunda karsilikli caba ve
sadakat iizerine insa edildigi disiincesidir (Van
Knippenberg vd., 2012: 153). Sosyal degisimler, ¢aligsanlar
ile yoneticiler arasindaki yiiksek Kkaliteli iliskileri
sekillendirmektedir. Sosyal degisim, dogrudan liderden
calisana yonelik bir iligkiyi tamimladigi i¢in destekleyici
liderlik sosyal degisim sekli olarak kabul edilmektedir
(Casimir vd., 2012: 367). Nitekim yiiksek diizeyde algilanan
orgiitsel destek, calisanlarin karsiligini vermeleri gereken
yiikiimlilik algisim1 ortaya ¢ikarmaktadir (Settoon vd.,
1996: 220).

Calisanlarin yaptiklar isin 6zellikleri yoneticileri ile olan
iliskilerini etkileme potansiyeline sahiptir. Bazi gdrevlerin
gerektirdigi beceri, 6zerklik ve geribildirim ile gdrev tanim
ve gérevin dnemi, Uistlerin destegini gerektirmektedir. Diger
yandan da yonetici-caligan arasindaki miibadeleye dayali
iliskiler de Orgiitsel yeteneklerin gelisimi agisindan
onemlidir. Yoneticileri ile uyumlu bir miibadele iliskisine
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sahip caliganlar, orgiitsel yetenekleri artiran ve pekistiren
katk1 iiretme potansiyeline sahiptir.

3. Kavramsal Cerceve

Caligmanin bu bdliimiinde arastirmaya konu olgulara dair
tanim ve agiklamalar sunulmustur.

3.1. Is Zenginlestirme

Sosyal ve ekonomik yasamin 6nemli aktdrlerinden olan
orgiitler belirli amaglar1 gergeklestirmek tizere iki veya daha
fazla kisinin bir araya gelerek olusturduklari sosyo-teknik
sistemlerdir. Calisanlar ise Orgiitlerin sosyal yoOni
olusturmaktadir. Sosyal bir varlik olan insanin 6rgiit iginde
programlanmis bir makine gibi ¢calismasi ¢ok zordur. Klasik
teorinin ¢alisan profili i¢inde bulundugumuz bilgi ¢aginda
artik gecerli olmamaktadir. Degisen cevresel kosullar,
rekabet diizeyi, miisteri talepleri oOrgiitleri her gegen giin
yenilik¢ilik ve yaraticilik icin zorlamaktadir. Orgiitlerin
yenilik¢i ve yaraticiliginin temelinde ¢alisanlar1 ve onlarin
orgiitleri i¢in tagidiklart olumlu diisiinceleri yer almaktadir.

Is zenginlestirme, son donemlerde iizerinde arastirmalar
yapilan, ¢aliganin moral ve motivasyonu lizerinde 6nemli bir
yere sahip bir kavram olup igin planlanmasi ve karar verme
ile ilgilidir. Hackman (1975), is zenginlestirme olgunusun
Herzberg ve Davis’e kadar uzandigini belirtmektedir.
Norton ve arkadaslar1 (1979) kavrami; calisanlarin
yaptiklari islerde sorumluluk ve basarilarini artiran anlamlt
degisiklikler olarak ifade etmislerdir. Tanim olarak islerin
dikey olarak genisletildigi, calisanlarin isleri ile ilgili
inisiyatif sahibi olduklar1 ve kararlarint kendilerinin
verdikleri bir yonetim uygulamasi olarak ifade edilen is
zenginlestirme calisanlarin beklentilerinin kargilanmasina
yonelik olarak isin gerekli goriilen nitelikleri {izerinde
degisiklikler yapilmasi diisiincesine dayanmaktadir (Eren
vd., 2014: 93). Isin zenginlestirilme uygulamalarinda
Herzberg bazi ilkelerin izlenmesi gerektigini belirtmistir. Bu
ilkeler arasinda isin giiglik derecesinin ve c¢alisan
sorumluluklarmin artirilmasi, is planlanmasinin isi fiili
olarak yapan c¢aliganlara birakilmasi, geribildirim
saglanmasi ve c¢alisanlara yeni tecriibeler kazanmalari igin
olanak saglanmasi yer almaktadir. Bununla birlikte
kaliteden taviz vermeden kontroliin azaltilmasi, ¢aliganlara
O0zdenetim imkani1 saglanmasi, c¢alisanlarin igin tamaminm
yapmalarina olanak verilmesi, yetkilerinin artirllmasi ve
uzmanlagmalarinin ~ saglanmas1  diger ilkeler olarak
siralanmistir (Oziigagliyan, 2015: 5).

Is zenginlestirmenin calisan ve orgiitlere sagladigi énemli
yararlar vardir. Bu yararlar arasinda calisanlarin yaptiklar
isin basitlik ve monotonlugundan kaynaklanan sikiciliktan
kurtulmalaria yardime1 olmasi, isin tamaminda sz sahibi
olan calisanlarin isi basardiklari i¢in yasadiklart mutluluk,
calisanlarin  kendilerini  gelistirme imkani bulmalari,
calisanlar lizerinde iist denetiminin azalarak 6zdenetimin
artmasli, ¢alisanlarin uzmanlasmasina imkan vermesi olarak
ifade edilebilir. Is zenginlestirme uygulamalarinin

calisanlara sagladig1 yararlar ile birlikte orgiite de sagladig:
yararlar mevcut olup Kogel (1999) bu yararlar1 6rgiitiin
bliylime ve gelismesini tesvik etmesi, motivasyonun
artirtlmas1 ve dolayisiyla performansin artirilmasi, daha
fazla verim alinmasini ve ayrica devamsizlik, sikayetler ve
sermaye kaybi gibi olumsuzluklar1 azaltmasi olarak
belirtmistir. Nitekim is zenginlestirme uygulamalarinin
bireysel yarar ve iglevlerinin yani sira daha iyi is
performansi elde edilmesinde de 6nemli yararlart vardir
(Tastan, 2008: 127). Bu faydalarinin yaninda planlamadan
kaynaklanan maliyetlerin artmasi, calisanlarla koordine
edilmeden is zenginlestirmeye baglanmasi neticesinde
calisanlarin direng gostermeleri, teknolojiden kaynaklanan
engellerin basari sansini diigiirmesi gibi sakincalari da vardir
(Oziigagliyan, 2015: 14).

3.2. Yenilikgilik

Yenilik¢ilik olgusu yazinda i¢ girisimciligin bir boyutu
olarak ele almmaktadir. ¢ girisimcilik kavrami 1970’1i
yillardan itibaren incelenmeye baslanmis, Orgiitlerin
performans ve devamliligi {izerindeki olumlu etkileri
nedeniyle 1980°li yillardan giiniimiize degin {izerinde
oldukga fazla calisma yapilmustir. I¢ girisimcilik kavram ilk
kez Pinchot (1985) tarafindan ifade edilmistir. Pinchot
(1985) i¢ girisimciligi, “kurum i¢i” ve “girisimeci”
kavramlarinin bir kombinasyonu olarak ele almig ve i¢
girigimcileri de orgiit i¢inde fikirleri gerceklere doniistiiren
bireyler olarak ifade etmistir (Ozkan ve Tosun, 2020: 328).
I¢ girisimcilik Antoncic ve Hisrich (2001: 498) tarafindan
orgiitiin buylkligli dikkate alinmaksizin yalnizca yeni is
yatirimlarina degil ayn1 zamanda yeni iriin, hizmet,
teknoloji, yonetim teknikleri ve rekabetci yap1 gibi diger
yenilik¢i faaliyetler ve degisimlere gotiiren bir siire¢ olarak
tanimlanmistir. Kavram ayrica Zahra (1995: 227) tarafindan
kurumsal girisimcilik olarak ele alinmis ve bir orgiitteki
yenilik¢iligin,  girisimci  ¢abalarin  ve  yenilenme
faaliyetlerinin tamami seklinde ifade edilirken Russell ve
Russell (1992: 639) tarafindan ise yenilik yoluyla orgiitiin
yetkinliginin gelistirilmesi olarak ifade edilmistir (Soker,
2016: 10). Kavramin fikir babasi Pinchot (1985: 15) da
biiyiik kurumlar igerisindeki girisimcilik olarak gérmiistiir.

Yenilikgilik kavrami, Latince ‘innovane’ sdzciigiinden
gelmekte, yeni ve degisik bir sey yapmak anlami
tagimaktadir. Eraslan ve arkadaslari (2008: 24) kavramin
Ingilizce literatiirde “innovation” olarak, Tiirkce literatiirde
ise “yenilenme, yenilik veya yenilik¢ilik” olarak ifade
edildigini belirtmislerdir (Erdem, Gokdeniz ve Met, 2011:
82). Giliniimiizde Orgiitlerin varliklarini siirdiirebilmeleri
yikici rekabet ortaminda basarili olmalarma bagldir.
Rekabet edebilmek i¢in orgiitler miisteri talep ve isteklerine
zamaninda reaksiyon gostermek ve beklentileri karsilamak
zorundadir. Nitekim miisteri talep ve istekleri gliniimiizde
bir maliyet kalemi olarak degil orgiitlerin yenilik¢i aksiyon
gostermeleri igin bir katalizor gorevi gérmektedir. Orgiitler
bu sayede yenilik stratejilerini daha kolay ve basarili bir
sekilde uygulayabilmektedir.



114 Erogluer, K. & Boztoprak, H. / Journal of Emerging Economies and Policy 2021 6(SI) 111-122

Yenilik¢ilik, iiriin ve hizmet yeniliklerini kapsadigi gibi
teknoloji ve siire¢ yeniliklerini de kapsamaktadir. Antoncic
ve Hisrich (2003: 17) yeniligi iriinlerle ilgili yenilikler ve
teknolojiyle ilgili yenilikler olarak ayirmaktadirlar (Agca ve
Kurt, 2007: 93). Schermerhorn (1989: 520) yenilikgiligi
"Orgiitiin normal caligma rutininin bir parcasi olarak yeni
diisiinceler yaratma ve onlar1 uygulamaya koyma siireci"
olarak ifade etmistir. Orgiitlerde faaliyetleri veya herhangi
bir seyi daha iyi yapmanin yolu siire¢ yeniligi, yeni veya
farklilagtirilmig {irlin ya da hizmetlerin gelistirilmesi ise
iiriin yenilikgiligi olarak ifade edilmektedir (Aslaner, 2010:
52).

Orgiitsel diizeyde girisimcilik risk alma, yenilik¢ilik ve
proaktiflik olmak iizere {i¢ boyuttan olugsmaktadir. Covin ve
Slevin (1986) i¢ girisimciligi “girisimcilik esasli durus”
olarak nitelendirmigler ve yenilik¢ilik, proaktiflik ve risk
alma olarak ii¢ boyut belirlemiglerdir (Kozak ve Yilmaz,
2010: 87-88). Bu caligmada gelistirilen i¢ girisimcilik
6lceginin yenilik¢ilik boyutu kullanilmistir.

3.3. Orgiitsel Destek

Son donemlerde yasanan gelismeler orgiitler iizerinde pek
¢ok acidan etkiler yaratmis, pek ¢ok uygulama ve siirecin
degisime ugramasina neden olmustur. Ozellikle son 30 y1llik
stirecte Orgiitler degisime ayak uydurmak veya degisimi
gerceklestirmek zorunda kalmiglardir. Bu  degisimler
orgiitlerin en énemli sermayesi olan insan kaynaklarini da
etkilemistir. Bir maliyet unsuru olarak goriilen ¢aliganlar
bugiin orgiitlerin 6nemli bir degeri olarak goriilmektedir.
Orgiitlerin calisanlarina yénelik sergiledikleri destekleyici
uygulamalar sayesinde ¢alisanlar da oOrgiitlerine yonelik
olumlu tutum ve davranislar sergilemektedirler. Bu noktada
O6nem kazanan bir olgu olarak orgiitsel destek karsilikli
olarak caligsanlar ile orgiitle arasindaki baglhiligi artirarak
hem oOrgiit hem de calisan agisindan fayda saglayacagi
disiincesine dayanmaktadir (Bas, 2020: 6). Hellmann ve
arkadaglar1 (2006) algilanan orgiitsel destegi, calisanlarin
gorevlerini  yerine getirirken sergilemis olduklarn
performansin, Orgiit tarafindan degerli bulunmasiyla
Orgiitiin caliganina katki saglamasi, onun iyi oluguna destek
vermesi ve Orgiitin bu katkilariin ¢alisanlar tarafindan
olumlu sekilde algilanmasi olarak ifade etmislerdir (Bas,
2020: 8). Eisenberger ve arkadaglari (1986: 500) ise
orgiitlerin ¢aliganlarin katilimina 6nem vermesi ve onlarin
iyiligini Onemsemesine yonelik algilar ile c¢aliganlar
etkileyen faaliyetleri orgiitiin goniilli olarak
gergeklestirdigine dair duygular olarak ifade etmislerdir
(Tastan vd., 2014: 122).

Algilanan Orgiitsel destek olgusunun kurumsal kokleri
“sosyal degisim teorisine” uzanmaktadir. Bu teoriye gore
calisan algiladig1 destege karsilik orgiitiine daha fazla katki
saglamakta ve caba gostermektedir. Blau (1964), sosyal
degisim teorisini sosyal aligveris kapsaminda agiklarken
Eisenberger ve arkadaslari (1990) ise ¢alisanin olumlu
cabasini, calistig1 orgiite yonelik tagidigi sadakat ve inancin
bir gostergesi olarak ifade etmislerdir. Nitekim ¢alisanlar

orgiitsel diizeyde desteklenerek dogru karar vermeleri ve
hatalarim1  azaltmalar1  saglanmakta (Whittaker ve
Marchington, 2003: 246), gdérev ve sorumluluklarina
yonelik rollerini yapabilmeleri i¢in bilgi ve becerileri
artirtlmakta (Armstrong, 2006: 97) ve boylece oOrgiite
bagliliklar1 giiclenmektedir (Demir, 2012: 51).

Algilanan orgiitsel destegi Orgiitiin adalet anlayis1 ve
uygulamalart kapsaminda oOrgiitsel adalet, yoneticilerin
destegi, insan kaynaklar1 yonetimi uygulamalari ve
calisanlarin demografik ozelliklerinin etkiledigi yazinda
ifade edilmektedir. Bununla birlikte algilanan Orgiitsel
destegin sonuglar1 arasinda is doyumu, orgiitsel baglilik,
Orgiitsel vatandaglik davranisi, isten ayrilma niyeti, is
performanst sayilmistir (Bas, 2020: 18).

4. Degiskenler Arasindaki iliskiler

Calisanlarin  Orgiitlerine  yonelik edindikleri olumlu
duygular, onlarin davraniglart iizerinde olumlu etkilerin
ortaya c¢ikmasmi saglamaktadir. Bu etkiler c¢alisanlarin
orgiitlerine yonelik sergiledikleri olumlu davranislarinin
artmasini saglamakta ve bu da calisanlarin Orgiitlerine
yonelik olumlu diigiince ve davraniglarini pekistirmektedir.
Bu etkilesimi gosteren g¢alismalar yazinda mevcuttur.
Ornegin Eren vd. (2014: 101) tarafindan yapilan galismada
is zenginlestirme ile ¢alisanlar1 gliglendirme arasinda pozitif
yonlii bir iliski oldugu sonucuna ulasilmistir. Yine Yang ve
Lee’nin (2009) Amerika’da 302 kamu c¢alisani iizerinde
yaptig1 aragtirma ve Niehoff ve arkadaslarinin (2001)
yaptiklart arastirmalarda da benzer sonuglar elde edilmistir.

Orgiitlerde monotonlugun  ortadan  kaldirilmas1  ve
calisanlarin moral ve motivasyonlarmin artirilmasina
yonelik uygulamalardan birisi olarak is zenginlestirme,
calisanlara isleriyle ilgili daha ¢ok sorumluluk ve karar
verme  yetkisinin  verilmesine  dayanmaktadir. I
zenginlestirme uygulamalar1 c¢alisanlarin Orgiitlerine ve
yaptiklari islerine yonelik baglilik ve is tatmini gibi olumlu
duygularin1 artirmaktadir. Ayrica ¢alisanlarin islerine
yonelik yenilik¢i olmalarina saglayabilmektedir. Gabriel ve
arkadaglar1  (2020) tarafindan yapilan c¢aligmada is
zenginlestirmenin c¢alisanlarin yenilik¢i ¢abalariyla dnemli
o6lciide iligkili oldugu sonucuna ulasmislardir. Yazarlar, is
zenginlestirmenin; firsatlarin kesfedilmesi, fikir iiretme ve
destekleme gibi konularda 6nemli bir etken oldugunu
belirtmislerdir. Dorenbosch ve arkadaslar1 (2005) tarafindan
yapilan ¢alismada da rollerin ve iglerin ¢alisanlar arasinda
rotasyona tabi tutuldugunu gordiiklerinde ¢alisanlarin isleri
daha ¢ok sahiplendikleri ve isin genis ve ¢esitli beceri ve
bilgi karisimimi gerektirmesinin iiretimi sahiplenmeleri ile
olumlu yonde iligkileri oldugu sonucuna ulagmiglardir.

Orgiit kiiltiirii ile yenilikgilik arasinda giiglii bir bag soz
konusudur. Destekleyici bir orgiit kiiltiiriinde, ¢alisanlar i¢in
yenilik ve yenilikgilik bilylik 6nem arz ederken kati kiiltiire
sahip orgiitlerde statiikoculuk o6n planda oldugundan
yenilik¢ilik yeterli destegi gormeyebilmektedir. Nitekim
orgiitlerde yeniligi ortaya ¢ikaracak ve hayata gegirecek
olan orgiit calisanlaridir. Bu nedenle De Jong ve Kemp
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(2003) orgiitlerde c¢aligsanlarin fikirlerinin her kademe
tarafindan desteklenmesinin yenilik¢i davranig
gelistirmeleri ve performanslarini artirmalarini
kolaylastirdigini ifade etmislerdir (Ornek ve Ayas, 2015:
101). Bu noktada yenilikciligi destekleyici bir orgiit
kiiltiirtiniin ~ olugturulmas1  yonetimin temel gorevleri
arasindadir. Kimberly (1986), yenilik ve orgiit arasindaki
iliskide yeniligin kullanicisi olarak 6rgiit yaklasimi, yeniligi
ortaya cikaran/yaratan orgiit yaklasimi, yeniligi hem ortaya
¢ikaran hem de kullanan olarak orgiit yaklagimi, yenilige
arag olarak orgiit yaklagimi, kendisi bir yenilik olarak orgiit
yaklasimi olmak iizere bes yaklasim ortaya atmistir
(Koyuncu, 2018; Kimberly, 1986).

Yazinda orgiitsel destek algisinin ¢alisanlarin  Orgiitsel
0zdeslesme (Cheung ve Law, 2008), is tatmini (Searle vd.,
2001), is performanst (Chow vd., 2006), Oorgiitsel
vatandaglik davranisiyla (Searle vd., 2001) yakindan iliskili
oldugu ifade edilmistir. Riggle ve arkadaslar1 (2009),
orgiitsel destek algist iizerine yaptiklari meta analizi
sonucunda, algilanan orgiitsel destegin orgiitsel bagliligy, is
tatminini, i ve durumsal performanst olumlu yo6nde
etkiledigini ve isten ayrilma niyetini azalttigim
belirlemislerdir (Tastan vd., 2014: 123). McNall ve
arkadaslar1 (2011: 133) yapmis olduklar1 ¢caligmada giiclii
destekleyici calisma ortamlarinda g¢aliganlarin temel 6z
degerlendirmelerinden  bagimsiz olarak is ve aile
zenginlestirme algilarinin yiiksek oldugunu belirlemislerdir.
Bu calismalar, orgiitsel destegin, i zenginlestirme ile
yenilik¢ilik arasindaki iligkiye dair 151k tutmaktadir.

Yukarida verilen kuramsal bilgiler 1siginda ¢alismanin
hipotezleri su sekilde belirlenmistir;

HI1: Caliganlarin is zenginlestirme algilari, yenilik¢iligi
anlamli ve pozitif yonde etkiler.

H2: Calisanlarin is zenginlestirme algilarinin yenilikgilik

iizerindeki etkisinde orgiitsel destek algilar1 diizenleyici
etkiye sahiptir.

Arastirmanin  hipotezlerinden yola g¢ikarak olusturulan
arastirma modeli Sekil 2’de sunulmustur.

Sekil 2. Kavramsal Arastirma Modeli

Orgiitsel Destek

Is Zenginlestirme

Yenilikgilik

H1

5. Arastirma

Model kapsaminda belirlenen hipotezleri test etmek
amaciyla anket uygulanmis ve elde edilen verilere, SPSS
22.0 paket programi kullanilarak dogrusal ve hiyerarsik
regresyon analizleri uygulanmistir.

5.1. Arastirma Yontemi

Arastirmada, veri toplama aracit olarak anket tercih
edilmistir. Anket formunun birinci boliimiinde ¢alismaya
katilanlarin demografik ozelliklerini belirlemeye yonelik
yas, cinsiyet, egitim durumu, medeni durum, kurumdaki
calisma siiresi, bulunulan pozisyondaki ¢aligma siiresi ve
kurumdaki gorev gibi ifadelerden olusan toplam 7 adet ifade
bulunmaktadir. Anket formunun ikinci boliimiinde
Hackman ve arkadaslar1 (1975) tarafindan gelistirilmis ve
Eren ve arkadaglar1 (2014) tarafindan Tiirkge'ye gevrilerek
gegerlilik ve giivenirlik testleri yapilmis olan bes ifade ve
tek boyuttan olusan ig zenginlestirme dl¢egi bulunmaktadir.
Eren ve arkadaslari dlgege uyguladiklar: giivenilirlik testi
neticesinde Cronbach alfa degerini 0,74 olarak elde
etmislerdir. Uciincii boliimiinde calisanlarm yenilikgilik
davranislarin1 belirlemeye yonelik Nik Nor ve arkadaslari
(2012) tarafindan gelistirilmig i¢ girisimcilik 6l¢eginin
yenilik¢ilik boyutu kullanilmistir. Nik Nor ve arkadaslari
6l¢egin yenilikgilik boyutu i¢in 0,891°lik bir Cronbach alfa
degeri elde etmislerdir. Son bdliimiinde ise Eisenberger ve
arkadaglar1 (1986) tarafindan gelistirilen tek boyut ve 8
ifadeden olugan algilanan Orgiitsel destek Olgegi
kullanilmistir.  Yazarlar yaptiklart giivenilirlik analizi
neticesinde testi neticesinde Cronbach alfa degerini 0,90
olarak elde etmislerdir. Arastirmada kullanilan dlgekler 5°1i
Likert seklindedir (1: Hi¢ katilmiyorum, 2: Katilmiyorum,
3: Kararsizim, 4: Katiliyorum, 5: Tamamen katiltyorum).

5.2. Ana Kiitle ve Orneklem

Calismanin ana kiitlesini, Ankara ilinde devlet ve vakif
tiniversitelerinde goérevli akademisyenler olusturmaktadir.
Universitelerdeki biitiin akademisyenlere ulasma imkani
olmadig1 i¢in anakiitle, monografik drnekleme yontemiyle
iktisadi ve Idari Bilimler Fakiiltelerinde gorevli
akademisyenlere indirgenerek sinirlandirilmis ve nihai
durumda 200 civari birime karsilik gelmektedir. Web
ortaminda olusturulan anket formu mail ve sosyal iletisim
araglar1 vasitastyla akademisyenlere 2019 yili yaz
doneminde gonderilmis; yaklagik 30 giinlik siire iginde
formu doldurarak geri doniis yapan akademisyenlerden elde
edilen 124 adet soru formu analize dahil edilmistir. Nitekim,
calismanin Ankara li ve belirli bir fakiilte ile sinirli olmast
dolayistyla ulagilabilen akademisyen sayis1 dikkate
alimdiginda ve 6lgeklere uygulanan gegerlilik ve giivenilirlik
sonuglarinin, ileri analizlerin yapilmasina izin verecek
diizeyde c¢ikmasi neticesinde 124 birimden olusan
verisetinin  mevcut ¢alisma i¢cin  yeterli oldugu
diistiniilmiigtiir. Ayrica elde edilen orneklem, Karagdz
(2019: 264) tarafindan sunulan anakiitle-orneklem
tablosunda belirtilen 132 sayisina yakindir.

5.3. Analiz Yontemi

Anket uygulamasi sonucunda elde veriler SPSS 22.0 paket
programut ile analize tabi tutulmustur. Caligmada kullanilan
Olceklerin i¢ tutarliliklarini belirlemek i¢in Cronbach Alpha
gilivenirlik analizinden faydalanilmistir. Degiskenlerde
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mevcut ifadelerin uygunlugunu belirlemek iizere agimlayict
ve dogrulayict faktor analizleri yapilmistir. A¢imlayict
faktor analizi i¢in SPSS 22.0 paket programi ve dogrulayici
faktor analizi iginse AMOS 22.0 programi kullanilmistir.
Yine degiskenler arasindaki iliskileri belirlemek ve
hipotezleri test etmek icin SPSS 22.0 paket programinda
dogrusal regresyon analizi ile hiyerarsik regresyon analizi
yapilmigtir.

5.4. Bulgular

Calismanin  bu  boliimiinde, o6ncelikle demografik
istatistikler, gegerlilik ve giivenirlik sonuglari, korelasyon
analizleri ve son olarak da hipotez testlerine yonelik olarak
regresyon analizleri yer almaktadir.

5.5. Demografik Istatistikler
Tablo 1. Demografik Ozellikler

Anket uygulamasmma katilan c¢alisanlarin  demografik
ozelliklerine iliskin frekans dagilimlar1 Tablo 1’de
sunulmustur. Analiz sonucuna goére arastirmaya katilan
calisanlarin biiyiikk bolimii (%88,7) 31-50 yas araliginda
oldugu goriilmektedir. 18-30 yas araligindaki katilimcilarin
yiiksek lisans ya da doktora egitimine devam eden dgretim
iyeleri oldugu distiniilmektedir. Yine katilimcilarin
%91,9’u erkeklerden olusmakta ve %388,7’si evlidir.
Katilimeilarin %30,6’s1 lisans mezunu olup okutman ya da
yiiksek lisans egitimine devam eden arastirma gorevlileri
oldugu tahmin edilmektedir. Yine katilimcilarin %70,1°1 11
yildan daha az bir siiredir mevcut kurumlarinda ¢alismakta
ve %66,1’i de 5 yildan daha kisa siiredir mevcut
pozisyonlarinda bulunmaktadir.

Demografik . Demografik .
(")zell?kler Boyutlar Dag. % Ozell?kler Boyutlar Dag. %
18-30 aras1 9 7,3 0-1 y1l arast 48 38,7
31-40 arast 32 25,8 2-5 yil arasi 23 18,5
41-50 arasi1 78 62,9 Kurumda 6-10 y1l aras1 16 12,9
Yas 51 ve tizeri 5 4,0 .. 11-15 y1l arasi 11 8,9
Toplam 124 100 ~ GahsmaSiiresi 16-20 y1l arast 23 18,5
21 yil tizeri 3 2,4
Toplam 124 100
Erkek 114 91,9 Evli 110 88,7
Cinsiyet Kadin 10 8,1 Medeni Durum Bekar 14 11,3
Toplam 124 100 Toplam 124 100
Lisans 38 30,6 0-1 y1l arasi 22 17,7
Y. Lisans 41 33,1 2-5 yil arasi 60 48,4
Doktora 45 36,3 Bulunulan 6-10 yil arast 17 13,7
Egitim Durumu Toplam 124 100 Pozisyonda 11-15 yil arast 7 5,6
Calisma Siiresi 16-20 y1l arasi 7 5,6
21 yil tizeri 11 8,9
Toplam 124 100

5.6. Gegerlilik ve Giivenirlik Analizi

Gegerlilik ve giivenilirlik analizlerine ge¢meden Once
Olcekteki soru maddelerinin normal dagilip dagilmadiklari
SPSS 22.0 paket programi kullanilarak kontrol edilmis ve
normal dagilim gosterdikleri belirlenmistir. Asagidaki Tablo
2’de goriilecegi lizere soru maddelerine iliskin c¢arpiklik
basiklik degerleri yazindaki referans deger olan =+1,5
araliginda oldugu goriilmektedir.

Tablo 2. Soru Maddelerine Iliskin Degerler

Soru Maddesi Birim Ortalama St. Sapma Carpiklik Basiklik

ORDES1 124 3,637 0,9486 -0,722 0,227
ORDES?2 124 3,2177  1,07113 -0,366  -0,675
ORDES3 124 3,2984  0,95407 0,052 -1,017
ORDES4 124 35565 0,87701 -0,910 0,947
ORDES5 124 3,6210  0,98437 -0,734 0,410
ORDES8 124 3,5484  0,91380 -0,145  -0,762
IG1 124 4,056 0,8095 -1,319 1,417
1G2 124 4,194 0,6947 -0,428  -0,291
IG3 124 4,226 0,7844 -1,347 1,366
1G4 124 3,556 0,9397 -0,435  -0,244
IG5 124 3,919 0,7391 -1,313 1,445
1G6 124 4,403 0,5970 -0,433  -0,658
171 124 3,637 0,9486 -0,722 0,227
122 124 3,218 1,0711 -0,366  -0,675
1Z3 124 3,298 0,9541 0,052 -1,017
174 124 3,556 0,8770 -0,910 0,947
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1Z5 124 3,621 0,9844 -0,734 0,410

Calismada kullanilan 6lgeklerin yap1 gegerliligini test etmek
amaciyla acgimlayici ve dogrulayict faktér analizleri
yapilmustir. Is zenginlestirme dlcegi igin yapilan agimlayici
faktor analizi neticesinde 5 soru maddesinin agiklanan
varyanst %64,22 ve KMO degeri de 0,755 olarak
bulunmustur. Olgekteki tim ifadelerin faktor yiiklerinin
0,50’nin iizerinde oldugu belirlenmistir. Tek boyuttan
olusan is zenginlestirme Olcegi i¢in yapilan giivenilirlik
analizi neticesinde Cronbach alfa degeri 0,86 olarak elde
edilmistir. Orgiitsel destek olgegi icin yapilan agimlayici
faktor analizi neticesinde 2 soru maddesinin faktor yiikiiniin
0,50°nin altinda kaldigi ve yine giivenilirlik analizi
neticesinde de bu iki soru maddesinin 6l¢egin giivenilirligini
disiirdiigii goriilmistiir. Bu iki soru maddesi ¢ikarildiginda
kalan 6 soru maddesinin agiklanan varyansi %60,53 ve
KMO degeri de 0,791 olarak elde edilmistir. Kalan alt1

Tablo 3. Olgeklere iliskin Uyum lyiligi indeksleri

ifadenin faktdr yiklerinin 0,50’nin iizerinde ¢iktig
belirlenmistir. Tek boyuttan olusan Ol¢ek igin yapilan
giivenilirlik analizi neticesinde Cronbach alfa degeri 0,868
olarak elde edilmistir. i¢ girisimcilik dlgeginin bir boyutu
olarak calismaya dahil edilen yenilik¢ilik i¢in yapilan
acimlayici faktdr analizi neticesinde KMO degeri 0,796
olarak ve agiklanan toplam varyans ise %56 olarak elde
edilmistir. 6 soru maddesinin faktor yiiklerinin 0,50’nin
tizerinde oldugu goriilmiistiir. Yapilan giivenilirlik analizi
sonucunda da Cronbach alfa degeri 0,842 olarak elde
edilmistir.

Olgeklerin yap1 gegerliligini pekistirmek adina dogrulayici
faktor analizi gerceklestirilmistir. Orgiitsel destek ve is
zenginlestirme Olgeklerinin uyum 1iyiligi indeksleri veri
setinin iyl uyum sergiledigini gostermektedir. Yenilikgilik
6l¢eginde ise yalnizca RMSEA degeri sinirda olup diger
degerler verilerin iyi uyum sergiledigini gostermektedir.

Olcek X2 X?/df GFlI AGFI NFI CFI RMSEA RMR

Orgiitsel Destek 4,469 0,745 0,988 0,957 0,988 1,000 0,000 0,025

Is Zenginlestirme 1,172 0,391 0,996 0,981 0,981 1,000 0,000 0,012

Yenilikgilik 9,740 1,391 0,974 0,921 0,968 0,991 0,056 0,018

Iyi Uyum <3 >090 >090 =>095 =>097 <0,05 <0,05

Kabul Edilebilir Uyum <5 >085 >0,85 =>090 >0,95 <0,08 <0,08
Kaynak: Karag6z (2019: 737).

5.7. Korelasyon Analizi bagimsiz degisken is zenginlestirme ve diizenleyici

degisken orgiitsel destek arasinda anlamli ve pozitif yonlii

Calismada  oOncelikle — degiskenler arasi iliskilerin  bir iliskinin oldugu tespit edilmistir (r=0,327; p<0,001 ve

dogrusalligmi ve yoniini gormek amaciyla korelasyon
analizi yapilmistir. Bagimli degisken olan yenilikgilik ile

Tablo 4. Degiskenlere iliskin Pearson Korelasyon Tablosu

r=0,292; p<0,001). Bu sonug, bagimli ve diger degiskenler
arasindaki iliskinin dogrusal oldugunu gostermektedir.

No n 1 2 4 5 6 7 8 9
1 Yasmiz 1

2 Cinsiyet -0,104 1

3 Egitim Durumu 0,275**  -0,141

4 Medeni Durum -0,299*** 0,082 -0,117 1

5 Kurumda Calisma Siiresi 0,446*** -0,189* -0,004 -0,205* 1

6 Konumda Calisma Siiresi 0,097 0,041 -0,433*** -0,076 0,177* 1

7 is Zenginlestirme 0,179* 0,067 0,103 -0,083 -0,033 -0,012 1

8 Orgiitsel Destek 0,151 0,048 0,100 -0,065 -0,061 -0,006 0,986*** 1

9 Yenilikcilik 0,052 0,082 0,117 -0,252** 0,075 -0,109 0,327*** (,292*** ]
S.124  *p<0,01 **p<0,05 ***p<0,001

5.8. Hipotez Testleri

Calismada daha sonra hipotez testlerine gecilmistir. Ilk
hipotez i¢in dogrusal regresyon analizi yapilmistir.
Calisanlarin yas, cinsiyet, medeni durum, egitim durumu,
kurumda c¢alisma siireleri ve bulunduklari pozisyonda
caligma siireleri kontrol degiskeni olarak modellere dahil
edilmistir. Is zenginlestirme algisinin yenilik¢ilik davranisi
iizerindeki etkisini test etmek amaciyla kurulan Model I

sonuglart bu etkinin anlamli ve pozitif yonde oldugunu
dogrulamaktadir (B=0,237; p<0,001). Bu bulgu hipotezin
desteklendigini ifade etmektedir.
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Tablo 5. Dogrusal Regresyon Analizi

Degiskenler Model |
Kontrol Degiskenleri
Yasg -,112
Cinsiyet ,220
Egitim Durumu ,034
Medeni Durum - 449**
Kurumda Caligma Siiresi ,047
Bulunulan Konumda Calisma Siiresi -,045
Bagimsiz Degisken
Is Zenginlestirme Algisi Hi 0,237***
R? 0,198
Diiz. R? 0,149
F Modeli 4,088***

Bagimli Degisken: Yenilik¢ilik S.124 * p<0,01 ** p<0,05
*** p<0,001

Tablo 6. Hiyerarsik Regresyon Analizi Sonuglari

Diizenleyici etkiyi test etmek amaciyla dort modelden
olusan hiyerarsik regresyon analizi yapilmistir. Bu
modellerden ilki olan Model II’de yalnizca kontrol
degiskenlerinden olusan regresyon modeli kurulmus ve
model anlamli ¢ikmistir. Model III’te kontrol degiskenleri
ile birlikte bagimsiz degisken olan is zenginlestirme algisi
modele dahil edilmis ve model anlamli ¢ikmistir. Model
[IT’te R? degisiminin de anlamli oldugu gériilmektedir. Daha
sonra diizenleyici degisken olan orgiitsel destek algist da
dahil edilerek Model IV olusturulmustur. Model IV anlaml
¢tkmasina kargin R? degisimi anlamli ¢ikmamistir. Son
olarak bagimsiz ve diizenleyici degiskenlerin etkilesimi de
dahil edilerek Model V olusturulmus ve modelin anlaml
ciktigt  goriilmigtir. Fakat R? degisimi anlamh
bulunmadigindan bulgularin anlamli ¢ikmadig1 goriilmiis ve
diizenleyici etkiye yonelik olusturulan ikinci hipotez
reddedilmistir.

Degiskenler Model 11 Model 111 Model IV Model V
Kontrol Degiskenleri
Yas -0,054 -0,112 -0,124 -0,125
Cinsiyet 0,271 0,220 0,173 0,180
Egitim Durumu 0,044 0,034 0,038 0,043
Medeni Durum -0,475** -0,449** -0,430** -0,420*
Kurumda Calisma Siiresi 0,033 0,047 0,039 0,039
Bulunulan Konumda Calisma Siiresi -0,044 -0,045 -0,039 -0,038
Bagimsiz Degiskenler
is Zenginlestirme Algisi 0,237*** 0,876* 0,734
Diizenleyici Degiskenler
Orgiitsel Destek Algisi -0,672 -0,717
Etkilesim
Is Zenginlestirme Algisi x Orgiitsel Destek H, 0,028
Algisi
R? 0,101 0,198 0,217 0,219
Diiz. R? 0,055 0,149 0,163 0,157
AR? - 0,096*** 0,020 0,002
F Modeli 2,200* 4,088*** 3,994 *** 3,554***
Bagimli Degisken: Yenilikgilik S.124  *p<0,01 **p<0,05 ***p<0,001
Yapilan analizler neticesinde hipotez sonuglar1 Tablo 6’da sunulmustur.
Tablo 7. Hipotez Testi Sonuglari
Hipotezler Sonug
H1: Calisanlarin is zenginlestirme algilar1, yenilik¢iligi anlamli ve pozitif yonde etkiler. Kabul
H2: Calisanlarin ig zenginlestirme algilariin yenilikgilik lizerindeki etkisinde orgiitsel destek algilar Red

diizenleyici etkiye sahiptir.

6. Tartisma ve Sonug

Siirekli degisen giinlimiiz diinyasinda orgiitlerin yogun
rekabet ortaminda yasamlarini siirdiirebilmesi c¢alisanlarina
baghdir. Orgiitlerde yenilige ddniisebilen entelektiiel
sermaye, Orgiit performansin arttirict dzellik tasimaktadir
(Ornek ve Ayas, 2015: 110). Nitekim degisimin bir motto

haline geldigi giiniimiiz diinyasinda artik klasik yonetim
anlayiglarinin siirdiirebilmesi konusunda ¢alisanlarin rolii ve
onemi gliglenmistir. Calisanlar, hizli bir sekilde degisen ve
gelisen ekonomik, siyasal, sosyal ve toplumsal durumlardan
dogrudan etkilenmekte, demografik bir parametre olan
egitim diizeyi her gegen gilin yilikselmekte ve diger
paydaslarla birlikte ¢alisanlarin orgiitlerden beklentileri de
farklilasmaktadir. Degisimin ve kiiresel etkilesimin
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geemiste hi¢ yasanmadigi bir dlglide gergeklestigi gliniimiiz
diinyasinda  arttk  klasik  yonetim  anlayishlarinin
sergilenmesi orgiitsel performans ve verimlilik tizerinde
olumsuz yonde etkiler ortaya c¢ikarmaktadir. Bununla
birlikte is diinyasinin hizi ve degiskenligi calisanlarin
yaptiklari isleri de etkilemektedir. Orgiitlerde ¢alisanlar ayni
isi yaptiklart siirece is yasamlart monotonlagsmakta ve
zamanla ige ve Orgiitlerine kargi olumsuz duygu, tutum ve
tavir gelistirmektedirler. Bu durumun o6nlenmesi ve
caligsanlarin moral ve motivasyonlarinin artirilmasi igin is
zenginlestirme uygulamalarinin 6nemli oldugu yazinda
ifade edilmektedir. Bu ¢alismada da bu goriisleri destekler
sonuglar elde edilmistir.

Yapilan c¢alismada is zenginlestirme, algilanan Orgiitsel
destek ve yenilikeilik olgulart arasindaki iligki 2019 yilinda
Ankara 1li’ndeki devlet ve vakif iiniversitelerinde gorev
yapan akademisyenlerden toplanan veriler ile gorgiil olarak
incelenmistir. Caligma bulgulari, is zenginlestirmenin,
yenilik¢iligi anlamli  ve pozitif ydnde etkiledigini
gostermektedir. Orgiitsel destek algismin bu iliskideki
diizenleyici roliinii tespit etmek amaciyla gerceklestirilen
hiyerarsik regresyon analizi anlamli sonu¢ vermemistir.
Bulgular, orgiitsel destek algisinin, is zenginlestirme ile
yenilik¢ilik arasindaki iligkide diizenleyici role sahip
olmadigimi gostermektedir.

Calisanlarin is siirecleri iizerinde karar verme haklarinin
olmasi, ozellikle islerin planlanmasi ve icra edilmesinde
yetki verilmesi, isi sahiplenmeleri ve biinyesinde
bulunduklari 6rgiitii desteklemeleri i¢in 6nemlidir. Bununla
birlikte destekleyici bir yonetim ve orgiit ikliminin olmast
calisanlarin orgiitleri icin daha fazlasimi yapma istek ve
gayretlerini artiracak ve yenilik¢i cabalarini olumlu yénde
etkileyecektir. Nitekim yaraticiliklarint artirmak adina
caligsanlar motive edilmeli, goériislerine deger verilmeli ve
cesitli teknikler kullanilarak yenilik¢i fikir gelistirmeleri
saglanmalidir. Orgiitsel yapi, yenilik yaratmaya uygun hale
getirilmeli ve isletme igerisinde yenilikgilik
desteklenmelidir. Ulagilacak performans orgiitler ve
calisanlar agisindan daha etkili ve verimli sonuglar ortaya
cikarabilecektir (Ornek ve Ayas, 2015: 111).

Elde edilen bulgular, kuramsal ¢ercevede ele alindiginda, is
ozellikleri kurami ile kaynak temelli goriis arasindaki
iliskiyi gorgiil olarak ortaya koymaktadir. Yani ¢alisanlarin
islerine yonelik gelistirdikleri olumlu bilissel, psikolojik ve
duygusal tutumlarin orgiitlerin yenilik¢i yeteneklerini
onemli Olciide etkilemektedir. Bagka bir ifadeyle isine karsi
olumlu yaklagan ¢alisanlar, yenilik¢i fikirler iiretme egilimi
icerisinde olmakta ve bu da isletme yeteneklerini
gelistirmektedir. Burada Onemli husus, dogru calisanin
dogru iste istihdam edilmesidir. Gérev taniminin dogru bir
sekilde yapilmasi, ¢alisanlarinin becerilerinin belirlenerek is
ve gorevleriyle uyumuna dikkat edilmesi gibi konular
burada 6nem kazanmaktadir. Nitekim, orgiitlerde yenilige
doniisebilen entelektiiel sermaye, Orgiit performansim
artirict 6zellik tasimaktadir. Stratejik diisiinebilen ve yiiksek
performansa ihtiya¢ duyan orgiitler, entelektiiel sermaye ve

yenilik¢i i davranigi arasindaki iliskiyi dikkate alarak
planlama yapmahdir (Ornek ve Ayas, 2015: 110). Is
zenginlestirmenin  ¢alisanlarin  motivasyonu  iizerinde
onemli etkisi oldugu (Saleem vd., 2012: 158) ve girisimcilik
motivasyonuna Sahip calisan ve yoneticiler ile igletme
girigimciligi arasinda anlamli iligki oldugu (Polat, 2011:
227) yazinda belirtilmistir.

Calismanin yalnizca bir sektdrde ve belirli zaman diliminde
yapilmast bu kisitlar arasindadir. ileride yapilacak
calismalarda, farkli orneklem kitle ve biyiikligi ile
¢alismanin tekrarlanmasi durumunda farkli sonuglar elde
edilebilecektir. Ayrica 6rneklemin bilyiik bir kisminin erkek
katilimeilardan olusmas: da kisit olarak degerlendirilebilir.
Yine orgiitsel destegin bu iligskide araci roliiniin incelenmesi
de anlamli bulgular iretebilecektir. Ayrica kullanilan
metodolojinin de Snemli bir kisit oldugundan hareketle
farkli 6l¢iim araci ile analiz tekniklerinin kullanilmasi ile
farkli sonuglar elde etmek miimkiindiir.
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Extended Summary employees for the job-related issues.

Purpose

Present study aims to empirically analyze the organizational
support perception and job enrichment as antecedent of
innovativeness. So, the contribution of employees to
innovations in organizations has been very important for
organizations in today's world. To understand innovative
capacities of employees, here we aim to elaborate their
relationship with supervisors and job itself. In this aspect,
this study suggests new debate field for the literature by
integrating job characteristics theory, social exchange
theory and resource-based view.

Literature Review

Current literature handles the job characteristic theory as a
theoretical basis for job enrichment. Indeed, Job
characteristic theory provide essential arguments for the
concept. Similarly, the studies in the literature have
integrated the perceived organization support and social
exchange theory. So, social exchanges may improve the
high-quality  relationships between employees and
managers. At last, we treated the innovativeness within the
framework of resource-based view. Thus, the
innovativeness is defined as an organizational capability.

The researches in the literature, point out the relationship
between job enrichment, perceived organizational support
and innovativeness. But lack of a comprehensive study
integrating the variable in the current literature is obvious.
Here, we tender a holistic research prospect by drawing the
conceptual and theoretical veins together.

Design/Methodology/Approach

The present study addresses empirically the relation of
causality among variables. The inter-personal and job-
related sources of innovativeness constitute the
methodological basis of the study. To gather data, we used
survey consisting of formerly developed scales in the
literature. The sample consists of the academician working
at state and foundation universities in Ankara Province. The
questionnaire form entered on the web-based system was
sent to academicians via e-mail and social networks and we
obtained 124 respondents within a period of about 30 days.
Then we transferred the data to SPSS 22.0 software. At first,
we performed validity and reliability analyses and then we
performed regression and hierarchical regression analyses.

Findings

The research findings indicate that job enrichment
perception of employees is related to innovativeness. But we
could not attain supportive findings for the moderating role
of perceived organizational support. This result implicates
that the relationship between job enrichment and
innovativeness occurs regardless of organizational support
and so managers should focus on expansion of initiative of
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sOzii edilmeyen hususlara “Sonug”ta yer verilmemelidir. Belli bir diizen saglamak amaciyla ana, ara ve alt
bagliklar kullanilabilir.

e Tablo/Sekillerin numarasi ve basligir bulunmalidir. Tablo ¢iziminde dikey ¢izgiler kullanilmamalidir. Yatay
cizgiler ise sadece tablo icindeki alt bagliklari birbirinden ayirmak i¢in kullanilmalidir. Tablo/Sekil numarasi
iiste, tam sola dayali olarak dik yazilmalr; tablo/sekil adi ise, her sézciigiin ilk harfi biiyiik olacak sekilde
yazilmalidir. Kaynakca verilmesi gereken bir durum varsa tablonun altinda metin i¢i kaynak gosterme
formatinda verilmelidir.

e Makalede, diizenli bir bilgi aktarimi saglamak {izere ana, ara ve alt basliklar kullanilabilir. Makale baslig1
disindaki diger tiim basliklar yalniz ilk harfleri biiyiik, 11 punto (iist 12 nk; alt 6 nk) ve sola hizali olarak
yazilmalidir. Birinci derece basliklar koyu karakterde; ikinci derece basliklar, koyu olmayan; ii¢iincii derece
basliklar ise koyu olmayan ve italik harflerle yazilmalidir.

1. Birinci Derece Bashk
1.1.  Ikinci Derece Bashk
1.1.1. Ugiincii Derece Baslik

e Kaynak gostermede kullanilan format, APA (American Psychological Association) Style 6th Edition’dur.
Gerek alintilamalarda gerekse de kaynakca kisminda yazarlar, Amerikan Psikoloji Dernegi’nin yayimladigi
Amerikan Psikoloji Dernegi Yayim Kilavuzu’nda belirtilen yazim kurallarin1 ve formatini takip etmelidir.
Ayrmtil bilgi i¢in bakiniz: http://www.apastyle.org/learn/tutorials/basics-tutorial.aspx

e Madde imli listeler dahil edilebilir ve soyle goriinmelidir:
(i) 1lk nokta
(i) Ikinci nokta
(iii) Ve bunun gibi

e Tablo/Sekillerin numarasi ve basligi bulunmalidir. Tablo ¢iziminde dikey ¢izgiler kullanilmamalidir. Yatay
cizgiler ise sadece tablo icindeki alt bagliklar: birbirinden ayirmak i¢in kullanilmalidir. Tablo/Sekil numarasi
iiste, tam sola dayali olarak dik yazilmalr; tablo/sekil adi ise, her s6zciigiin ilk harfi biiyiik olacak sekilde
yazilmalidir. Kaynakca verilmesi gereken bir durum varsa tablonun altinda metin i¢i kaynak gosterme
formatinda verilmelidir.

Tablo 1. Tablo Ornegi

Bir Siitun Baslig1 Ormegi Siitun A (1) Siitun B (t)
Bir giris 1 2
Bir baska giris 3 4
Bir bagka giris 5 6

e Denklemler ve formiiller Mathtype'da ya da ofis programlarinin denklem araglar1 6zelligi kullanarak yazilmali
ve sayfanin sag tarafindaki parantez iginde art arda numaralandirilmalidir (metinde agikg¢a belirtilmigse).

M

e Metin I¢i Kaynak Gésterme: Kaynak gostermede kullanilan format, APA (American Psychological
Association) Style 6th Edition’dir. Gerek alintilamalarda gerekse de kaynake¢a kisminda yazarlar, Amerikan
Psikoloji Dernegi’nin yayimladigt Amerikan Psikoloji Dernegi Yayim Kilavuzu'nda belirtilen yazim
kurallarini ve formatini takip etmelidir. Ayrmtilt bilgi igin bakiniz:
http://www.apastyle.org/learn/tutorials/basics-tutorial.aspx

Bu kisimda farkli metin i¢i gébnderme yapma sekilleri, ¢alismanin tiiriine ve yazar sayisina gore nasil metin ici
gonderme yapilacagi anlatilmakta, metin i¢i gonderme yaparken karsilasilabilecek farklt durumlar 6rneklerle
aktarilmaktadir.

Metin i¢i gobndermeler en temelde iki sekilde yapilir:
Ornek:

Saglanacak bu tasarruf ile birlikte yillik yaklasik olarak 7,3 milyar dolarlik bir kazanimin olacagi ifade
edilmektedir (Bayrak ve Esen, 2014).

ya da
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Bayrak ve Esen’e (2014) gore .......

ingilizce calismalarda Tiirkge bir kaynaga gonderme yapiliyorsa “ve” yerine “and” ifadesi, Tiirkge bir ¢alismada
Ingilizce bir kaynaga gonderme yapiliyorsa “and” yerine “ve” ifadesi kullanilmalidir.

Eger makalenin genelinde bahsedilen bir durum yerine ilgili makaledeki belirli bir konuya referans vermek
istenirse sayfa numarasi da atifa eklenebilir.

Ornek:

Saglanacak bu tasarruf ile birlikte yillik yaklasik olarak 7,3 milyar dolarlik bir kazanimin olacagi ifade
edilmektedir (Bayrak ve Esen, 2014: 65).

ya da
Bayrak ve Esen’e (2014:65) gore .......

Ug veya daha fazla yazarli eserlere atif yapmak igin ilk yazarin soyisminden sonra diger yazarlarin soyisimlerini
kullanmak yerine “vd.” ifadesi kullanilir.

Ornek:

Aydm vd. (2016) Azerbaycan, Kazakistan, Kirgizistan, Ozbekistan ve Tiirkmenistan’dan olusan bes Tiirk
cumhuriyetinde enflasyonun ekonomik biiyiime tizerindeki etkisini panel veri analizi ile aragtirmistir.

ya da
... etkisini panel veri analizi ile arastirilmaktadir (Aydin vd., 2016).

.9

Bir konuyu desteklemek mahiyetinde birden fazla kaynak referans gosterilebilir. Bu durumda atiflart “;” isaretiyle
ayirmak gerekir. Ayrica ayni parantez igerisinde yapilan ¢oklu gondermelerde ¢alismanin yayin tarihine gore
stralanmalidir.

Ornek:

Buna ragmen devletin ekonomiye miidahale etmesi halinde bunun ekonomiye hicbir fayda saglamayacagi, aksine
ekonominin kendi dogal kanunlart igerisinde isleyen diizeni bozacagini ifade etmektedirler (Esen ve Bayrak, 2015;
Aydin ve Esen, 2019; Aydm vd., 2019).

Ayn1 yazara ait tek yazarli yaymlarda yayimn yili ayn1 olmasi halinde kaynaklarin ayriminin yapilabilmesi igin
tarihin yanina kiigiik harfler (a, b, c, ...) eklenir.

Ornek:
(Esen, 2019a; Esen, 2019b)

Tiizel yazarli calismalara atif yaparken: Yazar olarak bir grup/tiizel kisi (dernekler, sirketler, devlet kurumlart ve
diger ¢alisma gruplar gibi) ifade ediliyorsa bu gruba iligkin ad bilgisi metin i¢cindeki géndermede oldukca agik ve
anlagilir bigimde verilmelidir. Grup adi bazi durumlarda kisaltilabilir. Eger grup adi uzunsa, kisaltma herkesce
anlagilir oluyorsa veya ada yonelik zaten bilinen bir kisaltma var ise ilk kullanimda hem agik hali hem kisaltma
hali kullanilip, sonraki kullanimlarda ise sadece kisaltma kullanilabilir. Eger grup ad1 kisa ise veya kisaltmasi
herkesge anlasilir olmuyorsa tiim géndermelerde adin agik hali yazilir.

Ornek:

[k génderme

(Tiirkiye Istatistik Kurumu [TUIK], 2018)
Ikinci ve sonraki géndermeler

(TUIK, 2018)

Gonderme ciimle icerisinde yapiliyorsa
ik gonderme

Tiirkiye Istatistik Kurumu (TUIK, 2018)...
Ikinci ve sonraki gondermeler

TUIK (2018)...

e Ikincil Kaynaklar
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Bir yazarin makalesine ulasilamiyorsa ikincil kaynaklardan alintt yapan bir kaynaga referans veriliyorsa asil
yararlanilan kaynaga géndermede bulunulur.

“(Aktarilan kaynagin yazarimin [veya yazarlarmin] Soyadi, Y1l)’dan aktaran” ifadesi getirilerek atif yapilir. Buna
bagli olarak da kaynakgada sadece ikincil kaynaga yer verilir. (Smith, 1890'dan aktaran: Esen, 2006: 1) gibi

Smith (1890) her bireyin kendi karimi arttirmaya calisirken amaci hi¢ de bu olmadigi halde biitiin toplumun
zenginliginin artmasina hizmet ettigini ve bunu yaptiranin ise piyasanin gizli eli oldugunu vurgulamaktadir
(aktaran: Esen, 2006: 1).

Klasik Eserler

Yayn yili tam olarak bilinmeyen klasik eserler i¢in yayim yili kisminda “gev.” kisaltmasi ile birlikte ¢eviri yili ya
da “siir.” kisaltmast ile birlikte kullanilan siirtimiin y1li verilir.

Ornek:

(Aristotle, ¢ev. 1931)

Klasik eserin orijinal tarihi biliniyorsa o da gdnderme iginde kullanilir.
Ornek

(Balzac, 1836, cev. 1941)

e Kaynakca Gosterimi

() Tiirkge kitap:

Merig, C. (2009). Bu Ulke. Istanbul: iletisim Yayinlar1.

(i) Ceviri kitap:

Davison, A. (2006). Tiirkive de Sekiilerizm ve Modernlik. Tuncay Birkan (Cev.). Istanbul: Iletisim Yaynlari.
(iii) Editorli kitap:

Cetin, 1. (Ed.) (2010). Dil ve Edebiyat Ogretim Yéontemleri. Istanbul: Nobel.
(iv) Editorli Kitapta boliim:

Esen, O. (2018). Enflasyon. icinde: D. Cagr1 Yildirim & Emrah 1. Cevik (Ed.), Para Bankacilik ve Finansal
Sistem (s.43-67). Bursa: Ekin Yayinevi.

(V) Makale:

Esen, O. (2012). Tiirkiye’de Déviz Kuru Belirsizliginin Ihracat Uzerine Etkisi. Finans Politik & Ekonomik
Yorumlar, 49(568), 87-97.

(vi) Cift yazarli makale:

Bayrak, M., & Esen, O. (2014). Tiirkiye’nin Enerji A¢1g1 Sorunu ve Coziimiine Yénelik Arayislar. Atatiirk
Universitesi Iktisadi ve Idari Bilimler Dergisi, 28(3), 139-158.

Cok yazarli makale:

Esen, O., Aydin, C., & Aydin, R. (2016). Inflation Threshold Effect on Economic Growth in Turkey. Journal of
Advanced Research in Law and Economics, 7(22), 1983-1993.

(vii) Tezler:

Esen, O. (2013). Siirdiiriilebilir Biiyiime Baglaminda Tiirkiye 'nin Enerji A¢igt Sorunu: 2012-2020 Dénemi Eneryji
Agig1 Projeksiyonu. Doktora Tezi. Erzurum: Atatiirk Universitesi.

(viii) Internet tabanli kaynaklar:

Egilmez, M. (2017). Issizlik Nigin Diismiiyor?. (Erigim: 01.02.2018),
http://www.mahfiegilmez.com/2017/12/issizlik-nicin-dusmuyor.html

TUIK (2018). Temel Istatistikler. (Erisim: 01.02.2018), http://tuik.gov.tr/UstMenu.do?metod=temelist

e Bir yazarin makalesine ulasilamiyorsa ikincil kaynaklardan alint1 yapan bir kaynaga referans veriliyorsa asil
yararlanilan kaynaga géndermede bulunulur.
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(i)  “(Aktarilan kaynagin yazarimin [veya yazarlarmm] Soyadi, Y1l)’dan aktaran” ifadesi getirilerek atif
yapilir. Buna bagl olarak da kaynak¢ada sadece ikincil kaynaga yer verilir. (Smith, 1890'dan aktaran:
Esen, 2006: 1) gibi

(if)  Smith (1890) her bireyin kendi karini arttirmaya galigirken amact hi¢ de bu olmadigi halde biitiin
toplumun zenginliginin artmasina hizmet ettigini ve bunu yaptiranin ise piyasanin gizli eli oldugunu
vurgulamaktadir (aktaran: Esen, 2006: 1).

e JOEEP’ye yazim kurallarina uygun olarak gonderilen makaleler, daha sonraki asamada intihal denetiminden
gegirilir. Dergide intihal denetimi turnitin programi ile yapilmaktadir ve intihal denetiminde kabul edilebilir
benzerlik orant en fazla %20 olmalidir.

e Orneklerle Kaynakca

Bayrak, M., & Esen, O. (2012). Biit¢e agiklarinin cari islemler dengesi iizerine etkileri: ikiz agiklar hipotezinin
Tirkiye agisindan degerlendirilmesi. Ekonomik Yaklasim, 23(82), 23-49.

Esen, O., & Bayrak, M. (2015). Kamu Harcamalar1 ve Ekonomik Biiyiime Iliskisi: Gegis Siirecindeki Tiirk
Cumbhuriyetleri Uzerine Bir Uygulama. Bilig, (73), 231-248.

Aydin, C., & Esen, O. (2019). Does too much government spending depress the economic development of
transition economies? Evidences from dynamic panel threshold analysis. Applied Economics, 51(15), 1666-
1678.

Aydin, C., Esen, O., & Aydin, R. (2019). Is the ecological footprint related to the Kuznets curve a real process or
rationalizing the ecological consequences of the affluence? Evidence from PSTR approach. Ecological
Indicators, 98, 543-555.

Egilmez, M. (2017). Issizlik Nigin Diismiiyor?. (Erisim: 01.02.2018),
http://www.mahfiegilmez.com/2017/12/issizlik-nicin-dusmuyor.html

TUIK (2018). Temel Istatistikler. (Erisim: 01.02.2018), http://tuik.gov.tr/UstMenu.do?metod=temelist

Esen, O. (2013). Siirdiiriilebilir Biiyiime Baglaminda Tiirkiye 'nin Enerji Acigi Sorunu: 2012-2020 Dénemi Enerji
Acig1 Projeksiyonu. Doktora Tezi. Erzurum: Atatiirk Universitesi.

Esen, O., Aydin, C., & Aydin, R. (2016). Inflation Threshold Effect on Economic Growth in Turkey. Journal of
Advanced Research in Law and Economics, 7(22), 1983-1993.

Bayrak, M., & Esen, O. (2014). Tiirkiye’nin Enerji A¢1g1 Sorunu ve Coziimiine Yonelik Arayislar. Atatiirk
Universitesi Iktisadi ve Idari Bilimler Dergisi, 28(3), 139-158.

Esen, O. (2012). Tiirkiye’de Déviz Kuru Belirsizliginin Thracat Uzerine Etkisi. Finans Politik & Ekonomik
Yorumlar, 49(568), 87-97.

Esen, O. (2018). Enflasyon. Iginde: D. Cagri Yildinrm & Emrah I. Cevik (Ed.), Para Bankacilik ve
Finansal Sistem (s.43-67). Bursa: Ekin Yayinevi.

Cetin, 1. (Ed.) (2010). Dil ve Edebiyat Ogretim Yontemleri. Istanbul: Nobel.
Merig, C. (2009). Bu Ulke. istanbul: letisim Yaynlar1.
Davison, A. (2006). Tiirkive de Sekiilerizm ve Modernlik. Tuncay Birkan (Cev.). Istanbul: iletisim Yayinlari.
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Instructions for Authors

JOEEP is published biannually in June and December.

The articles that are published in the journal cannot be published or presented anywhere else unless permission is granted from
the editorial board. The articles that are published either partially or completely cannot be used anywhere else unless reference
is given. The articles that are sent to the journal has to be authentic, not previously published or sent to be published. The
authors of the articles have to have a consensus regarding the order of the authors' names in the article.

The articles should be in MS Word 2007 or higher version.

The layout has to be custom-designed A4 paper (210 x 297 mm). The file format has to be MS Word. The font has to be
Times New Roman or a similar one with a size of 10. The file has to have single-line spacing. Page margins have to be 2
cm on the top and 1.5 cm for all the other sides. The pages have to be numbered.

The articles should include the name(s), surname(s), institutional title(s), institution name(s), e-mail address(es),
and ORCID of the author(s). In addition, the corresponding author has to be indicated in the articles.

The title of the article has to be consistent with the content and must reflect the content in the best way possible. The title
has to be boldface with a font size of 13. The first letter of all the words has to be uppercase. The title has to be left-aligned.
The articles should have an English title with the same properties.

The article needs to include an “Abstract” at the beginning not less than 75 words nor longer than 120 words summarizing
the content in the most precise and concise way. The abstract must not include references, figures, and table numbers.
Leaving a space under the abstract, the author has to add keywords including at least 3 and utmost 5 words. The keywords
have to be consistent with the content and should be comprehensive. Similarly, the articles have to include an English title,
keywords, and abstract.

JOEEP is published in Turkish and English.

The works that are presented in any symposium or congress can be published after specifying the name, place and the date
of the congress. The works (BAP, TUBITAK, Word Bank ect.) that are supported by a research organization or fund have
to indicate the name of the supportive organization and the number of the project.

The articles should be organized as introduction, body, and conclusion. Subtitles and lower-level titles must have a font
size of 11 (12 nk before and 6 nk after) and be left-aligned.

Formulas and equations should be written via Math Type or Word Equation Editor.

The study has to comply with grammatical rules. The latest Turkish Language Association Spell Check has to be employed
regarding the use of punctuation, spelling of the words, and abbreviations. The text is expected to be clear and simple. No
expressions out of purpose and scope must be included in the work. The valid scientific methods have to be employed to
prepare the article. The content, purpose, scope, justification, etc. of the study have to be provided as much as needed in a
certain order.

An article is expected to include abstract, sections of the main text, references, and appendices (if there is any) respectively.
An article has to have an “Introduction” and “Conclusion” sections. The “Introduction” is definitely expected to include
the purpose, importance, period, scope, data methodology, and outline of the study. If it is necessary for the subject to be
dealt with, literature review can be given in this section as well. The “conclusion” needs to be in compliance with the
study’s purpose and scope. It needs to be given generally and concisely. The points that are not mentioned within the text
must not be included in “conclusion”. Headings, titles, and subtitles can be used to organize the text.

Tables/Figures should be numbered and given with their titles. No vertical lines must be used to draw the tables. Horizontal
lines can only be used to separate the subtitles within the table from each other. Table/Figure number has to be at the top
left-aligned and non-Italic. The name of tables/figures has to be written with each word having its first letter uppercase. In
addition, tables/figures have to comply with black and white print. If there is anything in the table that requires reference,
the references must be given at the bottom of the table with in-text reference format.

Headings, titles, and subtitles can be used to ensure an ordered information transfer. All the other titles except for the title
of the article have to have a font size of 11. First-level titles should be uppercase but boldface; the first letters of all the
words in the second-level titles should be uppercase and not boldface; and only the first letters of the words in the third-
level titles should be uppercase, and these titles have to be italic. In addition, the titles have to be organized with 6 nk before
and after the title.

1. First-Level Title

1.1

Second-Level Title

1.1.1. Third-level Title

The citation format is APA (American Psychological Association) Style 6th Edition. The authors have to follow the spelling
principles and format specified by American Psychological Association in American Psychological Association Publication
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Manual regarding both quotations and bibliography. For detailed information:
http://www.apastyle.org/learn/tutorials/basics-tutorial.aspx

(i)  Reference to a hook:
Stopford, M. (1997). Maritime Economics. New York: Routledge.
(i) Translated book:
Davison, A. (2006). Tiirkiye 'de Sekiilerizm ve Modernlik. Tuncay Birkan (Trans.). Istanbul: fletisim Yaynlari.
(iii)  Reference to a chapter in an edited book:

Esen, O., & Aydin, C. (2018). Tunisia. In: S. Ozdemir, S. Erdogan, & A. Gedikli (Eds.), Handbook of Research on
Sociopolitical Factors Impacting Economic Growth in Islamic Nations (pp. 68-94). USA: IGI Global.

(iv)  Reference to a journal publication:

Esen, O. (2016). Security of the energy supply in Turkey: Prospects, challenges and opportunities. International Journal
of Energy Economics and Policy, 6(2), 281-289.

(v)  Two authors:

Aydin, C., & Esen, O. (2018). Does the level of energy intensity matter in the effect of energy consumption on the growth
of transition economies? Evidence from dynamic panel threshold analysis. Energy Economics, 69, 185-195.

(vi)  Theses and dissertations:

Esen, O. (2013). Siirdiiriilebilir Biiyiime Baglaminda Tiirkiye 'nin Enerji Agigr Sorunu: 2012-2020 Dénemi Enerji A¢ig
Projeksiyonu. Doctoral Dissertation. Erzurum: Atatiirk University.

(vii)  Internet Based Sources

IATA (2016). Annual Reports Review. (15.10.2017), Retrieved from https://www.iata.org/about/Documents/iata-annual-
review-2016.pdf

e In-text references have to be indicated in brackets where relevant.
(i) For single author: (Surname, Date of Publication: Page Number)
(i) For multiple authors: (Surname et al., Date of Publication: Page Number)

e The manuscripts that comply with the publication principles of JOEEP are passed through plagiarism checking. The
journal uses the turnitin software to detect instances of overlapping and similar text in submitted manuscripts. If the
similarity level is above 20%, the manuscript is not accepted for publication.

e The articles are sent through Online Application System for the first step of the publication. An automatically-sent
confirmation message is sent to your e-mail address upon the completion of the application. For further information, please
contact the editor via http://dergipark.gov.tr/JOEEP.
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Degerlendirme Siireci ve Asirmacilik (Intihal) Taramasi

Hakem Degerlendirme Siireci

JOEEP, makale degerlendirme siirecinde ¢ift kor hakemlik politikas1 uygulamaktadir. Makalenin kapsamini ve bigimi
incelendikten sonra, her bilimsel makale en az iki Profesyonel hakem tarafindan incelenir. Dergi, yazarlara makalelerinin
durumu hakkinda ii¢ ay iginde geri bildirim saglar.

JOEEP, makale degerlendirme siirecinde ¢ift kor hakemlik politikasi uyguladigi i¢in hem hakemler hem de yazarlar inceleme
siireci boyunca anonim kalmaktadir.

Yazarlar aday makalelerini JOEEP dergisine Dergipark online basvuru sistemi lizerinden géndermelidirler.

Makale gonderildikten sonra kapsam, alaka diizeyi ve diger gereklilikler igin bir 6n editoryal degerlendirmeye tabi tutulur.
Derginin gereksinimlerini karsilamayan yazilar reddedilir veya bu baglangi¢ noktasinda revizyonlar i¢in iade edilir.
Gozden gegirilmis makale tiim gereklilikleri karsiliyorsa, editor bu konuyu ilgili uzmanliga sahip en az iki hakem atar.

Editor, editdor yoneticisi araciligtyla potansiyel hakemlere davetiye gonderir. Bu hakemler davete 21 giin i¢inde cevap
vereceklerdir.

Davetiyeler reddedilirse, gerekli sayida kabul edilene kadar baska bir davet génderilir.
Hakemlere makaleyi incelemek i¢in 21 giin verilir.
Hakemlerin kararina bagl olarak, makale onaylanabilir, reddedilebilir veya revizyon igin geri gonderilebilir.

Eger makale her iki hakem tarafindan reddedilirse, derhal reddedilir. Hakemlerden biri tarafindan reddedilirse, incelenmek
iizere iigiincii bir kisiye gonderilir. Yaziyla ilgili nihai karar {iglincii incelemeden sonra verilir.

Makale revizyon igin geri gonderilirse, yazar revize edilmis ¢aligmay1 30 giin icinde revize eder ve gonderir.

Editor ve / veya hakemler makaleyi yeniden degerlendirir, Onerilerini yerine getirir. Daha fazla revizyon gerektiginde makale
yazara geri gonderilir ve tekrar degerlendirilir.

Son olarak, editér makalenin kabul edilip edilmeyecegine karar verir.
Yazar bu prosediiriin her adimi hakkinda bilgilendirilir.
Asirmacilik (intihal) Taramasi

JOEEP’e gonderilen tiim aday makaleler iThenticate ve Turnitin gibi yazilimlarla taranmaktadir. Tiim makalenin benzerlik
oran1 %20’den ve bir kaynak i¢in benzerlik oran1 %3’ten asagida olmalidir. JOEEP akademik agirmacilik tasiyan tiim aday
makaleleri editorliik asamasinda reddetme hakkina sahiptir.
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Peer Review Process and Plagiarism Detection

Peer Review Process

This journal implements a double-blind peer review. After an initial screening process to verify scope and format of article,
each scientific paper is reviewed by at least two Professional reviewers. The journal provides feed back to authors about their
articles’ status within four months.

JOEEP employs double blind review policy and according to that both the referees and author/s remain anonymous throughout
the review process.

Authors submit their manuscripts to JOEEP via Dergipark online submission system.

Upon submission, the article is subjected to a preliminary editorial assessment for scope, relevance and other requirements.
Manuscripts which do not meet the journal’s requirements are either rejected or returned for revisions at this inital point.

If the revised manuscript fullfills all the requirements, the editor assignes it to at least two reviewers with relevant expertise.

The editor sends invitations to potential reviewers through editorial manager. Those reviewers are to response the invitation in
21 days.

If the invitation/s are rejected, further one are issued until the required number of acceptances is obtained.
The reviewers have 21 days to check the paper.
Depending on the reviewers’ decision, the manuscript may be approved, rejected or sent back for revision.

If the paper is rejected by both of the reviewers, it is rejected immediately. If it is rejected by one of the referees, it is sent to a
third one for review. The final decision regarding the manuscript is given after the third review.

If the manuscript is sent back for a revision, the author revise and submit the revised paper in 30 days.

The editor and/or the reviewers re-evaluate the paper, do their recommendations. If further revisions are required the manuscript
is sent back to the author and re-evaluated again.

Lastly, the editor decides whether to accept or reject the manuscript.
The author is informed about each step of this procedure.
Plagiarism Detection

All candidate articles sent to JOEEP are scanned with software such as iThenticate and Turnitin. The similarity rate of the
entire article must be less than 20% and the similarity rate for one source must be less than 3%. JOEEP reserves the right to
reject papers leading to plagiarism or self-plagiarism.
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Yayin Ilkeleri

JOEEP’e gonderilecek ¢alisma, alaninda bir boslugu dolduracak 6zgiin bir yazi olmali ya da daha 6nce yayimlanmis
caligmalart degerlendiren, konuya dair yeni ve dikkate deger goriisler ortaya koyan bir inceleme olmalidir.

JOEEP’nin yayn dili Tiirk¢e ve Ingilizce’dir.

JOEEP’e gonderilen ¢alismalar daha 6nce higbir yerde yayimlanmamis ve halihazirda yayimlanmak tizere sunulmamis
olmalidir. Bilimsel bir toplantida sunulmus bildiriler, durum agikg¢a belirtilmek sartiyla dergiye gonderilebilir.

JOEEP, Haziran ve Aralik sayisi olmak tizere yilda iki defa diizenli olarak yayimlanmaktadir.

JOEEP’e gonderilen yazilara telif hakki 6denmez. Yayimlanan makalelerin telif hakk: Journal of Emerging Economics
and Policy’ne aittir.

JOEEP’de yayimlanan yazilarin bilimsel ve hukuki sorumlulugu yazarlarina aittir.

JOEEP’de yer alan yazilardaki goriis ve diisiinceler yazarlarinin kisisel goriisleri olup derginin ve bagli oldugu kurumlarin
goriislerini yansitmaz.

JOEEP’e gonderilen calismalar, TUBITAK ULAKBIM’in DergiPark Sistemi (UDS) iizerinden elektronik ortamda
gonderilmektedir. Bu sisteme http://dergipark.org.tr/joeep de yer alan "Kullanici Sayfasi/Yeni Gonderi" linkinden
ulagilabilir. S6z konusu sisteme kayit yapilip makale gonderildikten sonra hakem siireciyle ilgili gelismeler ve hakem
degerlendirme raporlari yazarlar tarafindan kolaylikla takip edilebilir.
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Editorial Principles

The works that are sent to JOEEP must be either an authentic work to eliminate a lack in the literature or a review assessing
the previously-published works and suggesting relevant, new, and noteworthy opinions.

Publication languages of JOEEP are Turkish and English.

The works that are sent to JOEEP must not be published previously anywhere. They have to be ready for publication. The
papers that have previously been presented in a scientific meeting can be sent to the journal if it is clearly indicated.

JOEERP is regularly published biannually in June and December.

No copyright payment is made for the papers that are sent to JOEEP. The copyrights of the works that are published in
the Journal are transferred to JOEEP (Journal of Emerging Economics and Policy).

Scientific and legal liabilities of the articles published in JOEEP belong to the authors.

All the opinions and ideas indicated in the articles that are published in JOEEP are authors’ personal opinions and do not
reflect the opinions of the Journal or the affiliated institutions by any means.

The works that are sent to JOEEP are sent to TUBITAK ULAKBIM’s DergiPark System (UDS) in electronical
environment. This system can be accessed via http://dergipark.org.tr/joeep under the link “User Page/New Submission”.
After registering in the system and submitting the paper, the developments regarding the reviewing process and reviewer
reports can be followed by the authors.
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Arastirma Etigi ve Yayin Etigi

JOEEP dergisinde uygulanan yayin siiregleri bilginin tarafsiz ve etik kurallara uygun bir bigimde dagitilmasi ve geligtirilmesi
ilkesine dayanmaktadir. JOEEP bu dogrultuda, Yayin Etigi Komitesi (Comittee of Publication Ethics - COPE)’nin uygulama
rehberini izlemeyi taahhiit etmektedir.

Etik dig1 bir durumla karsilagildiginda liitfen cyildirim81@gmail.com adresine bildiriniz.

Etik Kurul izni gerektiren ¢cahismalar

Etik Kurul izni gerektiren ¢alismalar (anket ya da 6l¢ek uygulamay1 gerektiren, goriisme ve gozlem igeren; dokiiman, resim,
anket vb. digerleri tarafindan gelistirilen ve kullanim izni gerektiren ¢alismalar) i¢in etik kurullardan ya da komisyonlardan
gerekli izinlerin arastirma yapilmadan once alinmis olmasi, bunlarin makale iceriginde belirtilmesi ya da ek olarak sunulmasi
gerekmektedir. Bu izinlerin olmamasi durumunda yaym on inceleme sathasinda yazara iade edilir. Hakem
degerlendirmelerinde olan aragtirmalara iliskin ham verilerin hakemler tarafindan talep edildiginde sunulmas sarttir. Verilerin
makalenin yayimi sonrasinda da gerektiginde saglanmasi zorunludur.

Editor(ler)

» Editor ve alan editorleri, dergiye yayinlanmak {izere gonderilen ¢aligsmalarin, 21 giin i¢inde, degerlendirmeye alinip
alinmadigimi yazara bildirmelidir. Editr veya yardimeilar gonderilen ¢alismalarin hangilerinin yayinlanmasi gerektigine karar
vermekten sorumludur.

» Editor ve alan editorleri, ilgili alanda uzman hakemler araciligiyla degerlendirme siirecinin esit, adil ve zamaninda
tamamlanmasindan sorumludur. Herhangi bir ek hakeme ihtiya¢ duyulmadikg¢a, editdr veya alan editorii, dergiye gonderilen
makalenin en az iki harici ve bagimsiz hakem tarafindan degerlendirilmesini saglar.

* Dergiye gonderilen ¢alismalar editor veya alan editorleri tarafindan dncelikle intihal ihtimaline karst kontrol edilmelidir. Bu
asamada intihal ihtimali olan ¢aligmalar, editér veya alan editorleri tarafindan reddedilir.

* Dergiye gonderilen ¢aligmalarda yer alan yaymlanmamig yontem ve bilgiler, yazarin agik yazili izni olmaksizin hi¢bir kimse
tarafindan kendi ¢alismasi i¢inde kullanilmamalidir.

* Dergiye gonderilen calismalar; yazarlarin sosyal, kiiltiirel, siyasi ve/veya ekonomik 6zellikleri ile dini inanglar1 gz oniine
alinmaksizin, sadece entelektiiel degerleri ¢ercevesinde degerlendirilmelidir.

* Dergiye gonderilen c¢alismalar, editor veya alan editorleri tarafindan ¢alismanin yazar(lar)i, hakemleri, alan editorleri ve
yaymet diginda hi¢ kimseye ifsa edilmemelidir. Dergiye gonderilen tiim makalelerin gizliligi, ilgili taraflarla iletisimler ve
hakemlerin kimlik bilgileri editor ve alan editorii tarafindan korunmalidir.

« Editor veya alan editorleri tarafindan dergiye gonderilen caligmalarin bagka bir yazar ve/veya kurum ile ¢ikar ¢atigmasinin
oldugunu tespit etmesi halinde, ¢alisma yaym/degerlendirme siirecinden ¢ekilmelidir.

* Dergiye gonderilen galismalarin kabulii veya reddi ile ilgili son goriis editdre aittir. Editor ¢alismanin 6zglinliigli ve 6nemi
gibi hususlar1 dikkate alarak kararini vermelidir.

* Editor, dergiye gonderilen ¢aligmalarin kabulil igin yazarlara dergideki herhangi bir makaleye veya bagka bir ¢aligmaya atif
yapmast konusunda telkinde bulunmamalidir.

» Editdr veya alan editorleri, fikri miilkiyet haklar1 ve etik standartlardan taviz vermeden is siireglerini takip etmekten
sorumludur.

Hakem(ler)

* Editor veya alan editorleri tarafindan kendisine degerlendirme i¢in génderilen caligmay1 degerlendirme konusunda galisma
ile ilgili yeterli bilgiye sahip olmadigin1 hisseden ya da ivedi bir degerlendirme yapamayacak durumda olan bir hakem, editorii
bu durumdan haberdar ederek degerlendirme gorevinden ayrilmalidir.


https://publicationethics.org/
https://publicationethics.org/files/u7141/1999pdf13.pdf
https://publicationethics.org/files/u7141/1999pdf13.pdf
mailto:cyildirim81@gmail.com
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* Hakemler, gizlilik ilkesine riayet ederek degerlendirmesini yapmalidir. Edit6r veya alan editorleri disindaki kigilere ¢alismalar
gosterilmemeli ve baskalariyla caligma hakkinda tartigma yapilmamalidir.

» Hakemler, inceleme siirecinde elde etmis oldugu ayricalikli bilgi ve fikirleri gizli tutmali ve kisisel ¢ikari igin
kullanmamalidir. Ayrica hakemler, degerlendirmesini yaptig1 ve heniiz yaymlanmamis ¢aligmanin verilerinin herhangi bir
parcasini kullanmamalidir.

» Hakem elestirileri nesnel olarak yapilmalidir. Yazara kars1 higbir kisisel elestiri yoneltilmemelidir. Hakemler, fikirlerini agik
bi¢imde destekleyen argiimanlarla ifade etmelidir.

» Hakemler, ret yoniinde rapor verecekleri aday makaleler i¢in acik ve ayrintili gerekgeler bildirmelidir.

» Hakemler degerlendirilen ¢alismanin daha 6nce yayinlanmis bagka bir ¢alisma ile arasinda esasli bir benzerlik veya ortliismeyi
tespit etmeleri halinde, durumu editore iletmelidirler.

» Hakemler, yazart ile aralarinda rekabet, isbirligi veya baska tiirlii iliski veya baglantilar bulundugunu tespit ettigi caligymalari
degerlendirmemelidir.

» Makaleyi degerlendirmek iizere atanan hakemin, hakemlerin (veya ortaklarinin) ¢alismalarinin refere edilmesine iliskin
Onerisi, hakemin alint1 sayisinin arttirilmasi niyeti olmadan bilimsel olarak makul olmalidir.

Yazar(lar)

* Dergiye, bir aragtirma makalesi gonderen yazarlar, makalenin igeriginde, ¢alismanin 6nemini vurgulayan orijinal sonuglar ve
tartismalarin olmasina dikkat etmelidir. Yiiklenen makale derleme veya diger tiirde bir makaleyse, igeriklerinin somut ve nesnel
olmasi gerekmektedir.

* Yazar(lar) kullanilan verilerin kullanim haklarina, arastirma/analizlerle ilgili gerekli izinlere sahip olduklarini veya deney
yapilan deneklere yonelik izin prosediirlerini ger¢eklestirdigini gosteren belgeye sahip olmalidir.

* Yazarlar temelde ayn1 arastirmay1 tanimlayan metni birden fazla makalede yayinlatmamali ve dergiye gondermemelidir.

* Yazar(lar), ayn1 makaleyi kismen (bir 6zet veya yayimlanmig bir dersin veya akademik tezin veya elektronik bir basimin
disinda) veya tamamen birden fazla dergiye gondermemelidir. Bu tiir bir davranig etik degildir ve dergi tarafindan kabul
edilmez.

* Yazarlar calismalarina iligkin verileri etik ilkeler ¢ergcevesinde toplamalidir. Yayimci, editér ve hakem, ¢calismanin dayanagini
olugturan ham verileri yazar(lar)dan talep edebilir.

* Dergiye gonderilen galigmalar, yeterli diizeyde kaynak bilgisi ve ayrint1 icermelidir. Hileli ve bilingli yanlis ifadeler etik
olmayan durumlara yol agacagindan kabul edilemez.

« Intihal ve tartigmali, yanlis ifadeler gibi etik olmayan konular, bir makale igeriginde asla kabul edilemez.

* Yazarlar tarafindan dergiye gonderilen calismalar 6zgiin olmali ve c¢alismanin 6zgiin oldugu garanti edilmelidir. Eger
gonderilen ¢aligmalarda bagkalarinin ¢aligmalarint ve/veya kelimeleri kullaniliyorsa uygun bir sekilde atif yapilmalidir. Ayrica
yapilacak alint1 da bilimsel etik ve dergi yazim kurallarina uygun olmalidir. Yazarlar génderdikleri ¢aligmalarinin esasini
etkileyen Onceki yayinlara atif yapmak zorundadir.

* Yazarlar gonderdikleri caligmalar1 destekleyen kuruluslari, finansal kaynaklari veya ¢ikar catigmasini beyan etmekle
ylkiimliidiir.

* Dergiye gonderilen ¢aligmanin tasarimina, uygulanmasina veya yorumuna katki saglayan her kisi, caligmada belirtilmelidir.
Onemli katkida bulunan tiim katilimeilar ilk yazari takiben listelenmelidir. Bunun disindaki kisiler ise ¢alismanin “Tesekkiir
(Acknowledgement)” kismina ilave edilmelidir.

* Yazar, dergide yayinlanmig ¢alismasi igerisinde 6nemli bir yanliglik veya kusur tespit ederse, bu durumu acil olarak dergi
editoriine veya yayinciya bildirmek ve mevcut yanlishgm veya kusurun diizeltilmesi igin editorle isbirligi yapmak
yikiimliiligiindedir.
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Research and Publication Ethics

The publication process in JOEEP is based on the principle of ethical and fair distribution and development of information.
Accordingly, JOEEP undertakes to follow the implementation guide of the Committee of Publication Ethics (COPE).

Please inform to cyildirim81@gmail.com when an unethical situation is encountered.
Studies requiring an Ethics Committee's permit

The necessary permissions from the ethical committees or commissions for studies requiring an Ethics Committee's permit
(studies requiring a questionnaire or scale, including interviews and observations; developed by others such as documents,
pictures, questionnaires, etc., and requiring use permits) have been obtained before conducting research. It must be specified
in the content or presented as an attachment. In the absence of these permissions, the publication is returned to the author during
the preliminary examination phase.

The raw data related to the researches in the referee evaluations must be presented when requested by the referees. It is
mandatory to provide the data when necessary after the publication of the article.

Editor (s)

* The editor and field editor(s) should acknowledge receipt of submitted manuscripts to the authors within 21 days. The editor
and field editor(s) have responsibility in order to determine which of the submitted manuscripts could be published.

* The editor and field editors are responsible for the equal, fair and timely completion of the evaluation process through expert
reviewer(s) in the relevant field. Unless any additional reviewers are required, the editor or field editors ensures that the article
submitted to the journal is evaluated by at least two external and independent reviewers.

* First of all, the submitted manuscripts will be controlled by the editor and the field editor(s) in case of the plagiarism
possibility. In this stage, the detected plagiarized manuscripts by the editor and the field editor(s) will be rejected by the editor
and field editor(s). No way that the plagiarized manuscripts will be taken in the consideration process.

* The unpublished data and method in the submitted manuscripts should not be exploited/use by anyone in her/his study without
the written permission of the author.

* Reviewer (s) should provide clear and detailed reasons for the candidate papers to report in the direction of rejection.

* The submitted manuscripts should be evaluated in accordance to the framework of solely intellectual norms in regardless of
social, religious, cultural, economic background.

* The submitted manuscripts should not be disclosed no one other than the reviewer, the publisher, the editor assistants and the
author(s) of such manuscripts by the editor and the field editor(s).

* When obtained interest struggle/conflict among the submitted manuscripts and other author(s) and/or institution, such
submitted manuscripts should be recuse himself or herself from the review process.

* The final decision concerning the acceptance or rejection of the submitted manuscripts belongs to the editor. This situation
will be decided with reference to the originality and significance of the submitted manuscripts.

* The editor should not oblige the authors to cite any articles or papers in the journal as the submitted manuscripts of the authors
to be able to accept in the journal.

* The editor or field editor(s) are responsible for following business processes without compromising intellectual property
rights and ethical standards.

Reviewer(s)

* The reviewers have responsibility to the editor to inform the editor and the field editors regarding the review process of the
submitted manuscript in case the reviewers do not feel enough qualified in order to review the assigned manuscript of if they
cannot complete the review process on time.

* The reviewers should complete her/his task in the respect to principle of secrecy. Reviewers should not share or discuss any
data regarding the submitted study with no one except the editor and the field editor(s).

* The reviewer should not disclose and share any data/content and opinions of the submitted manuscripts and should not use
personal interest. Furthermore, the reviewers should not use any data of the unpublished paper.

* The criticism of the reviewers should be based on objective and scientific perspective and also the reviewers should avoid
from personal criticism against the author(s). The reviewers are supposed to support her or his opinions by providing clear and
tangible proofs.

« If the reviewers detect any similarities between the assigned manuscript and another published articles in the journal or in
another journal, they are supposed to notify the editor about this situation.
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* The reviewers should not take any part in evaluation process of the submitted manuscripts with author(s) who have
competition, cooperation or other kind of relations or links.

* The proposal of the reviewer(s) appointed to evaluate the paper should be scientifically reasonable for referencing his own
work.

Author(s)

* Authors who submit a research article to the journal should pay attention to the original results and discussions that emphasize
the importance of the study in the content of the article. If the uploaded article is a review article or other type of article, its
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